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Spire Lands Land 
Account for New 
Florida Agency 


Adman Who Handled 
$1,500,000 Business 
for EWRR Takes It Away 


Miami, April 10—Agency man 
William M. Spire, who left Madi- 
son Ave. for the sands of Florida 
last year, is setting up his own 
agency to handle the General De- 
velopment Corp. account. 

One of the founding members 
of Sullivan, Stauffer, Colwell & 
Bayles in 1946, Mr. Spire left that 
agency last June to live in Florida. 
Shortly thereafter he began serv- 
icing the General Development ac- 
count for Ruthrauff & Ryan, now 
Erwin Wasey, Ruthrauff & Ryan. 
At SSC&B he handled the Pall 
Mall account. 


= William M. Spire Inc. will start 
placing General Development’s 
advertising as of May 1. Mr. Spire 
is now in the process of opening an 
office for his new agency at Coral 
Gables and hiring people to staff it. 

He told ADVERTISING AGE that 
the real estate development ac- 

(Continued on Page 97) 


NIAA Revamp Plan 
Faces Rough Going 


Opposition Appears in 
Seven Units; One Favors 
Plan; Others Undecided 


New York, April 11—Opposition 
to the reorganization of National 
Industrial Advertisers Assn. seems 
to be growing at the grass roots 
level, despite zealous support of 
the idea in many quarters. Local 
chapters’ resistance to a proposal 
to change the 37-year-old industri- 
al advertising association into an 
International Society for Industri- 


K&E, Maxon Slice 
Top Exec Salaries; 


Adams ‘Realigns’ 


New York, April 10—Maxon 
Inc. and Kenyon & Eckhardt have 
slashed executives’ salaries as a 
result of the business slowdown, 
but a spot check of other agencies 
today indicated that two cuts do 
not necessarily constitute a trend. 


At K&E 10% cuts were imposed 
on executives earning $10,000 to 
$30,000 and 20% reductions were 
ordered for those earning above 
$30,000. 


e Lou R. Maxon told ADVERTISING 
Ace that a “disappointing” first 
quarter had prompted the order to 
cut by 10% the salaries of all 
stockholding executives in his 
agency earning above $15,000. He 
said the salaries will be restored 
“as soon as possible” and that he 
still hoped for a billings rise of 


(Continued on Page 97) 


|R. C. Sickler, product group mana- 


THE NATIONAL NEWSPAPER OF MARKETING 


Dancer-Fitzgerald 
Wins Swift's Oils, 
Swift'ning, Pard 


Cuicaco, April 11—Swift & Co. 
yesterday assigned Dancer-Fitz- 
gerald-Sample, Chicago, to handle 
advertising for Pard dog food, 
Swift’ning, Jewel shortening and 
salad oil and commercial shorten- 
ing. 

These were among the products 
resigned in February by J, Walter 
Thompson Co. (AA, March 3). 
Swift last month awarded its All- 
sweet margarine, End-O-Products 
(weed control) and Vigoro adver- 
tising to Leo Burnett Co. (AA, 
March 10). Thompson also resigned 
Swift peanut butter, which has not 
yet been reassigned. 


Dancer-Fitzgerald-Sample will 
handle all U. S. and Canadian ad- 
vertising for its Swift products, 
which reportedly bill about $1,500,- 
000. F. Sewall Gardner, exec vp 
of D-F-S’ Chicago office, will be 
account supervisor. 


s JWT ended a 65-year relation- 
ship with Swift when it dropped 
the account. The agency at one 
time had the lion’s share of the 
meat packer’s advertising, but Mc- 
Cann-Erickson now has the largest 
part of the Swift account. In addi- 
tion, Russell T. Gray Inc. and Bert 
S. Gittins handle small portions of 
Swift advertising. + 


al Marketing is becoming more 
apparent and vocal. 
Here is some of the evidence: 


® In Milwaukee, a poll of 75% of 
the total membership of 205 
showed 79 active and 53 associate 
members opposed to the formation 
of ISIM; 10 active and 7 associate 
members favored it, and 3 active 
and 1 associate were undecided. 

On May 8 the Milwaukee chap- 


ter will hold a special meeting on 
the subject. Representatives of the 
NIAA implementation i 
and the headquarters staff will 
be on hand to present the case for | 
ISIM. 

Either that night or shortly 
thereafter the board of the Mil- 
waukee chapter will instruct its 
delegates to the national NIAA 
convention, to be held June 3 in 
St. Louis, on how they are to vote 
regarding ISIM. 


® Shortly after the ISIM proposal 
was first made, in Philadelphia 
March 13, by a special committee 
(AA, March 17, April 7), a group 
of Milwaukee industrial adverti- 
sers sent out a mailing piece to 
NIAA members, soliciting their 
votes against the reorganization. 

This so-called “piece of effron- 
tery” was described by Jordan D. 
Wood, advertising manager of 
Jones & Lamson Machine Co., 
Springfield, Vt., a member of 
NIAA’s executive committee, in 
a letter to NIAA’s chairman, | 


ger, advertising department, E. I. 
du Pont de Nemours & Co., Wil- 
mington, Del., as “the most emo- 


Whats the scut of your 


Yererest teal wevnrngs ” 


ta 


FOR GOLFERS—Warner Bros. Co. will 
recommend its strapless “Good 
News” bra for “unhampered” golf- 
ing with this b&w page in the April 
21 Sports Illustrated—the maga- 
zine’s first women’s undergarment 
account. C. J. LaRoche & Co., New 
York, is the agency. 


Doyle Dane Gets 
Benson & Hedges 
Cigaret Account 


Benton & Bowles Keeps 
Parliament; B&H Is Ist 
Cigaret Account for DDB 


New York, April 10—Philip 
Morris Inc. has moved its Benson 
& Hedges filter cigarets from Ben- 
ton & Bowles to Doyle Dane Bern- 
bach Inc., 
B&B will continue to handle the | 
company’s Parliament cigarets. 


|'Wants Collateral Services... 


| 


|division, the $6,000,000 plum that 


| GMC truck,and coach division two 
| weeks ago (AA, March 31). 


| 


effective immediately. | 


Roger Greene, vp in charge of | 


advertising, said the move is being 
made to provide the maximum 
possible advertising concentration 
for both brands. 


Mr. Greene said Parliament is a | 


|leading entry in the filter cigaret 


field. “It is deserving of greatest 


(Continued on Page 97) 


Frigidaire to Agencies: 
Excelin Merchandising 


| fell out of the Kudner tree late 
| last month. 

The agencies have been sup- 
plied with a four-page “outline of 
|basic services which Frigidaire 
11—Eight expects of an advertising agency,” 
by W. F. Switzer, merchandising 
manager of Frigidaire. Each agen- 
cy was asked to include in its pre- 
sentation a specific outline of how 
|it “would expect to be compensat- 
ed for doing the various” jobs 
Frigidaire wants done. 


Advertiser Blueprints 
Desired Services; Eight 
Applicants to Give Details 


New York, April 
| agencies now have in their hands 
a “blueprint” telling them how to | 
solicit General Motors’ Frigidaire 


Frigidaire Will 
Name Successor to 
Kudner About May | 


s Frigidaire made it clear that it 
desires its agency to “plan and 
execute” both advertising and 
sales promotion and training. The 
Dayton, April 11—Officials of|latter. was described as including 
Frigidaire will choose a new agen-| “everything which is prepared for 
cy about May 1 to handle the Gen- ‘and directed to the wholesaler 
eral Motors division’s $6,000, 000 | and/or the retail selling organiza- 
advertising account. Kudner Agen- | tions. ” The twin program would 
cy lost Frigidaire and also the/cover refrigerators, food freezers, 
free-standing electric ranges, au- 
tomatic washers and dryers. 
Frigidaire officials will view for- | “It is our feeling, based on past 
mal presentations from about eight | experience,” said the client out- 
agencies next week in Dayton. | line, “that [the agency] must have 
Among the agencies in the running | proper sales promotion specialists 
(Continued on Page 97) (Continued on Page 100) 


New Types of Displays, Ways to Use 
Them Crop Up in P.0.P. Advertising 


Trends Show More Stress 
on Design, Dispensers, 
Tie-In with Media Ads 


New York, April 10—Point of 
/purchase advertising is growing. 
'New trends and developments in 
the field indicate that advertisers 
are demanding and getting new 
types of displays, and that they are | 
learning new ways to use p.o.p. 
materials more effectively. 

Today, there are at least ten 
major developments in p.o.p. ad- 
vertising that are outstanding. 
Authorities in the field regard 


|them as indicators of a _ trend 
| toward better planning and a more 
scientific use of the medium. 


8 These developments are: 

1. More national advertisers 
are integrating their p.o.p. material 
with advertising in other media. 

2. There is a growing tendency 
to tie in packaging with p.o.p. 

3. More advertisers are having 
p.o.p. material specifically designed 
for specific products and specific 
types of retail outlets. 

4. Use of plastic, alone and in 
combination with other materials, 
is increasing. 

5. Advertisers are demanding 


Last Minute News Flashes 
WERE, Cleveland, Plans 6-Channel Pay TV 


CLEVELAND, April 11—Radio Station WERE here has disclosed a 
$25,000,000 broadcast project in which it will offer Clevelanders a di- 


more diversity of design. 

6. There is a greater demand 
for self-service display racks and 
dispensers. 

7. Demands are increasing for 
display shippers. These not only 


(Continued on Page 97) 


rect-wire pay tv service on six unused tv channels. The various chan- 
nels would offer first-run and rerun movies, sports, theater and musical 
entertainment and hi-fi music. Since the broadcast will be on a closed 
circuit, no FCC approval is needed. 


Bonham of Bourjois to Take Miles Labs Post 


New York, April 11—Lewis F. Bonham, president of Bourjois Inc. 
will leave that post soon to take a top executive position with Miles 
Laboratories, Elkhart, Ind., ADVERTISING AGE learned today. Neither 
Miles nor Mr. Bonham would confirm the move as AA went to press, 
but an announcement was expected Monday. 


AFL-CIO Plans $1,200,000 Promotional Drive 


WASHINGTON, April 11—A public relations subcommittee of the AFL- 
CIO will meet here again next week for further work on a planned 
$1,200,000 institutional campaign. Tentatively the plan involves up to 
| $300,000 for tv, $400,000 for radio, $300,000 for promotion and super- 
| vision and $200,000 for campaign material aimed at “opinion makers.” 
AFL-CIO sources said 50 to 60 advertising agencies have submitted 


proposals since the project was tentatively approved by the executive 
council iast fall. 


(Additional News Flashes on Page 101) 


carry merchandise to retail stores 
but can be converted quickly into 
floor stands or counter units. 

8. Suburban shopping centers 
are presenting p.o.p. users and 
suppliers with new challenges re- 
quiring material for store-wide and 


»|center-wide promotions with low- 


keyed or no brand advertising. 

9. More permanent types of 
p.o.p. displays are increasing in 
popularity. 

10. Use of ingenious lighting 
devices with p.o.p. displays is in- 
creasing. 


® The Point-of-Purchase Adver- 
tising Institute has just completed 
a survey of its members on current 
industry trends and practices. 
One of the most significant 
points brought out in the survey is 
(Continued on Page 64) 
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ISIM Plan Despite 


High Cost, Lack of 
Benefit for Smaller 
Companies Are Cited 


PHILADELPHIA, April 8—The ap- 
proximately 400 members of East- 
ern Industrial Advertisers, local 
chapter of National Industrial Ad- 
vertisers Assn., will vote by mail 
on whether that group will ap- 
prove the newly proposed re- 
organization of the national organ- 
ization. 


‘Task Force’ Effort 


|will then instruct its convention 
delegates. 

This disclosure came during a 
sometimes heated questioning pe- 
riod on the proposal to form the 
new International Society for In- 
dustrial Marketing by changing all 
memberships to company status. 
If it is approved at the June con- 
vention, the new organization will 
| become official in July, 1959. 


s While arguments and questions 
from the floor were not as bitter 


THE GOOD LiFE—Airtemp division, Chrysler Corp., will run this three- 
page, color bleed gatefold ad in the June Holiday as a highlight of 


its current ad program, A facing 


fourth page will give dealer list- 


ings. Airtemp is reproducing the ad as a window banner and adapt- 
ing it into a six-page mailer. Grant Advertising, Chicago, is the 


William Daub, of Sun Oil Co.,/#5 the leadership originally had 
president of EIA, announced at a anticipated, there was an apparent 
dinner meeting at the Poor Richard | feeling among the 200 members 
Club last night that delegates to | Present that the reorganization was 
the St. Louis convention of the|‘? be shunned because of cost and 
NIAA in June will be instructed|@ lack of confidence in national 


: ith th t f 1 | leadership. 
wats = Pe om Many EIA directors admitted at 


agency. 


John Sterling, Ad Council's New Chairman, 
Flopped Thrice as Salesman, Then Clicked 


New York, April 9—John C. 


He said a questionnaire will be 
made up and mailed to each mem- 
ber. Replies will be analyzed by 
the board of directors. The board 


Dodge's Humorous 
Radio Commercials 
Tops in Blair Poll 


New York, April 10—First place | 


in the second nationwide spot 
radio commercial survey conduct- 
ed by John Blair & Co. went to 
Dodge division of Chrysler Corp. 
and its agency, Grant Advertising. 
Dodge won first place in a poll 
of more than 2,000 broadcasting 
and advertising executives who 
were asked to select the advertiser 
who is presenting the “most ef- 
fective radio commercials.” John 
Blair & Co., station representative, 
put the question to industry lead- 
ers last February and March. 
Others in the top six in nation- 
al ranking were: Beech-nut gum 
(Young & Rubicam), Chesterfield 
(McCann-Erickson), Camel (Wil- 
liam Esty Co.), Pepperidge Farm 
(Ogilvy, Benson & Mather) and 
Budweiser (D’Arcy Advertising). 
Some 228 products, representing 
the creative effort of more than 
200 agencies, received at least one 
mention 
regionally distributed products 
which received a heavy vote in 
their territories were Butter-nut 
coffee, Tetley tea and Zee tissues. 
Winners were announced here 
today by Arthur H. McCoy, exec 
vp of Blair. + 


in the survey. Among) 


the end of the three and one-half- 
hour meeting that the membership 
will vote against ISIM. One direc- 
tor, however, Jerome B. Gray, 
president of Gray & Rogers, com- 
mented, “I think it is a tremendous 
challenge. If it does not go through, 
NIAA is deader than hell.” 

A number of members, speaking 
from the floor, pointed out that the 
local organization has a separate 
charter and will not be compelled 
to go along with any reorganized 
group. 

Win Hargrave, of M. Russell 
Berger Inc., said, “If the vote at 
NIAA is for reorganization, we will 
resign, keep the $25 dues and take 
in all of those who voted ‘no’ at 
St. Louis and add them to our 
rolls.” 


s Earlier, in reply to a question 
from John Dingee, of Roland G. 
E. Ullman Organization, about 
what members can expect under 
ISIM, John C. Freeman, president 
of NIAA, said it would be 12 times 
as much. 

“That means 12 times nothing,” 
retorted Mr. Hargrave. 
| When Robert Moore, of SKF In- 
dustries Inc., asked how small 
|companies would be helped in re- 
|turn for their $300 annual dues, 
ithe response from the audience 
was applause. 
| Mr. Freeman said, however, that 
small companies would probably 
benefit more than large ones. 

Mr. Freeman, Richard Sickler, 
of Du Pont, chairman of the board 
of NIAA, and Wroe Alderson, 
'president of Alderson & Sessions, 


(Continued on Page 49) 


Bill Banning ‘Banned in Boston’ Ads Is Too 
Broad, Says Adman; Urges Harriman Veto 


BINGHAMTON, April 9—The 
president of the Triple Cities Ad- 
vertising Club has called on Gov. 
Averill Harriman to veto a bill 
which would forbid using moral 
disapproval as a selling point in 
advertising a product or amuse- 
ment. 

In a telegram to the governor, 
Oliver W. Hayden, an account ex- 
ecutive for Station WNBF-TV, 


|phonograph record, picture, draw- 
ling, photograph, motion picture 
film, wire or tape recording or to 
induce patronage for any place of 
amusement.” 

| Mr. Hayden said he believes the 
bill’s wording could be interpreted 
jas prohibiting an advertiser from 
publishing a defense against offi- 
cial or unofficial charges that a 
product or amusement is immoral. 


said that the proposed law “con-| The proposed law, he said, osten- 
stitutes a serious threat to the sibly is aimed at such advertising 
freedom of the press and the free-| tactics as billing a book or movie 
dom of sellers to advertise and sell |as “Banned in Boston.” His tele- 
merchandise.” gram describes the bill’s apparent 
“The law as passed by the legis- | purpose as “commendable.” # 
lature is worded too loosely and is 
far too inclusive to be fair or just,” 


Mr. Hayden declared. Campbell-Mithun Adds One 


Metropolitan Dairy Institute, an 
= The text of the proposed amend- | association of New York metropol- 
ment to the penal code makes it a |itan milk companies, has appointed 
misdemeanor to attempt to sell a|Campbell-Mithun Co., New York, 
product “by publicly advertising | its first agency. Theme of the cam- 
that the decency or morality of the paign will be, “Is milk worth 40¢ a 
same has been challenged in any | quart?” It is based on computations 
court by any board of review or by | by Cornell University which show 
any group or agency.” |that the nutrition in a quart of 

The bill includes efforts to sell | milk would cost slightly more than 
“any book, magazine, pamphlet, |40¢ if obtained from logical alter- 


newspaper, story paper, writing, ‘nate foods. 


Sterling of This Week Magazine, 
new chairman of the Advertising 
Council, was—to hear him tell it— 
a lousy salesman. He was a failure 
trying to sell office communication 
equipment; he had no success at 
all selling atlases, and he flopped 
trying to peddle securities. 

But then, instead of sweeping 


such shortcomings under the car-| 


pet, he used his failures to sell 
himself into a job with Curtis Pub- 


lishing Co. “I told the Curtis peo-| 


ple that I’d had three jobs and 
failed in all of them and that I 
didn’t believe anybody, not any- 
body, could fail four times in suc- 
cession.” Somebody at Curtis 
bought this evaluation (Mr. Ster- 
ling’s first big sale) and hired him 
as a Ladies’ Home Journal sales- 
man. 

In six years with Curtis, he rose 
to eastern manager, first for the 
Journal, then for The Saturday 
Evening Post. In 1925 he went to 
Barton, Durstine & Osborn, where 


jhe worked as group head on Na- 
| bisco, Hills Bros. and Premier sal- 


ad dressing. His selling ability had 
improved to the point where he 
helped lasso such accounts as Eth- 
yl, Corning Glass and the McCall 
Corp. for BDO. 


s McCall Corp.—whose McCall’s 
was “then a weak sixth among 


Brewers Ads 
Celebrate Foamy 


Quarter Century 


Over-all Post-Repeal 
Ad Spending by Industry 
Estimated at $2 Billion 


New York, April 8—Brewers in 
many sections of the country yes- 
terday commemorated, in their ad- 
vertising, the 25th anniversary of 
the re-legalization of beer. In ad- 
dition, the U.S. Brewers Founda- 
tion released statistical data, indi- 
cating that $38 billion has been 
plowed back into the economy by 
the brewery industry since 1933. 

While reports are still incom- 
plete on what brewers, individual- 
ly and collectively, did to commem- 
orate April 7 in their advertising, 
early reports include: 


e In California, where beer was 
re-legalized later in the month, 
there will be a beer festival April 


| 21-27. Individual brewers will ob- 


serve the occasion in their adver- 

tising. 

e The Indiana Brewers Assn. ran 

ads in Indianapolis newspapers 

April 7 and used extensive point of 

purchase material without brand 
(Continued on Page 102) 


| Womens magazines”—was so im- 
pressed by a Sterling presentation 
that it hired him away from the 
agency. The presentation, a plan 
for the development of McCall’s 
over a period of years, helped the 
magazine go ahead. 

“The day I left, McCall’s had 
/more linage than any other wom- 


John C. Sterling 


an’s magazine,” said Mr. Sterling 
yesterday. Then he added, “But 
you have to understand, they 
weren’t ahead in dollars; their rate 
was lower.” 

Mr. Sterling, the company’s sole 
vp, saw McCall Corp. turn its first 
profit the second year he was 
|there. He had advised a coated 
stock change for the magazine at a 
cost of $220,000. “‘The directors al- 
most died, but I got them to agree 
if I lined up enough advertisers to 
buy enough space to cover the add- 
ed cost. We did.” 

Another Sterling innovation was 
a switch in subscription selling. 
“They were selling circulation 
with rose bushes and kitchen 
utensils. But then we changed over 

(Continued on Page 52) 
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25 years ago today 
America decided 
Beer and Ale Belong 


= 


BREWERIES AGE—In this newspaper 
page in New York and New Jersey 
dailies, brewers commemorate the 
major event of April 7, 1933. The 
ad was run by the Brewers Board 
of Trade of New York through J. 
Walter Thompson Co. 


Advertising Age, April 14, 1958 


Economy Sound, 
Says New Drive 
by Ad Council 


McCann Is Volunteer 
Agency, Esso’s Gray 
Coordinator of Push 


New York, April 10—A national 
advertising campaign to stress the 
basic soundness of the country’s 
economy was launched today by 
the Advertising Council. 

Ads over a four-month period 
will be contributed by advertisers 
and media, including newspapers, 
magazines, business papers and 
outdoor and transportation adver- 
tising companies on a volunteer 
basis. 

Charles G. Mortimer, president 
of General Foods Corp. and chair- 
man of the council’s industries ad- 
visory committee, in announcing 
the campaign today, stressed that 
“recession begins and ends in the 
minds of men.” 

The longer the recession goes on, 
Mr. Mortimer said, “the greater 
the danger that recession fever 
will spread. This is why I am en- 
thusiastic about the Advertising 
Council’s campaign to maintain 
public confidence by pointing out 
the facts of a growing America.” 


® The Advertising Council’s cam- 
|paign will stress seven basic rea- 
|sons for public confidence: 

| 1. More people. “U.S. population 
j}has doubled in the past 50 years. 
The nation’s prosperity curve has 
always followed its population 
curve.” 

2. More jobs. “Though employ- 
ment in some areas has fallen off, 
there are 15,000,000 more jobs than 
in 1939. There will be 22,000,000 
more in 1975 than today.” 

3. More income. “Family income 
after taxes is at an alltime high of 

(Continued on Page 57) 


ABP to Honor 
28 Advertisers 
for Business Ads 


Ingraham Gets One of 7 
Top Awards for Drive 
on Entry into Clock Field 


New York, April 11—Associ- 
ated Business Publications’ annual 
awards for advertising in mer- 
chandising papers will be present- 
ed here April 14 at a luncheon at 
the Hotel Roosevelt. Nelson Bond, 
ABP chairman and exec vp of Mc- 
|Graw-Hill Publishing Co., will 
make the presentations, assisted 
| by Daniel Collins, chairman of the 
|ABP merchandising awards com- 
| mittee, and advertising manager of 
| Billboard. 
| Preceding the luncheon there 
will be a morning seminar on cur- 


(Continued on Page 40) 


|Relyea to ‘Power Engineering’ 

| William H. Relyea Jr., formerly 
publisher and president of Re- 
jsearch & Engineering, which he 
sold last year (AA, Sept. 16), has 
joined Power Engineering as sales 
manager of the New York and New 
England districts. 


San Francisco Agencies Merge 

Two San Francisco agencies, 
Edward de St. Maurice & Associ- 
ates and Mac Farland Advertising, 
have merged. Mr. de St. Maurice 
will head up the art and graphics 
departments of the Mac Farland 
agency. 
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Y&R Is Top Shop 
in Network TV in 
Last ‘57 Quarter 


JWT, Bates, BBDO Are 
2-3-4; Y&R Figure in 
Medium Is $12,995,224 


New York, April 10—The big 
four advertising agencies in net- 
work tv for the fourth quarter of 
1957 were Young & Rubicam, J. 
Walter Thompson Co., Ted Bates 
& Co. and Batten, Barton, Durstine 
& Osborn, in that order. 

This is the picture as it shapes 
up on the basis of Leading National 
Advertisers figures covering gross 
time expenditures placed by the 
agencies on the three networks and 
ranked by AA. The data were col- 
lected for ABC-TV. Program and 
production expenditures are not 
considered in these rankings. 

Gross network time billings for 
Y&R were put at $12,955,224. JWT 
was close behind, with $12,775,- 
442. On their heels were Ted Bates, 
with $11,965,443, and BBDO with 
$11,227,477. Next in line were Ben- 
ton & Bowles, at $8,530,696, and 
McCann-Erickson, at $8,284,637. 

On the list were 33 agencies 
that billed in excess of $1,000,000. 


® Though network tv is general- 
ly thought of as a big-money busi- 
ness, these rankings, which include 
the top 75 agencies, indicate that a 
(Continued on Page 45) 
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Gibson McCabe 


McCabe Publisher 
of ‘Newsweek’ 


New York, April 9—Gibson Mc- 
Cabe, who joined Newsweek in) 
1942 as circulation manager and 
who was most recently vp in 
charge of sales, has been named 
publisher of the weekly. He suc- 
ceeds Theodore F. Mueller, who 


insure and eave you up toI2ZB (or more) 


eee oe mene eee om eset ee ree 


STATE FARM MUTUAL 


BUY THAT CAR—State Farm Mutual Automobile Insurance Co. will 
help stimulate the sales of cars with this ad in the April 17 issue 
of Life, the April 29 issue of Look and the May Reader’s Digest. The 
car finance plan, which was first promoted by the company last 
November (AA, Nov. 4), also will be plugged on State Farm’s “Game 
of the Week” tv program. Needham, Louis & Brorby is the agency. 


‘Pay Tv Is Already Dead’ . 


Television Booming, Its Big Future 


Potential Is Local, 


Says TvB's Cash 


The present and the future of television were sized up by 
Norman E. (Pete) Cash, president of the Television Bureau of 
Advertising, in the following ADVERTISING AGE interview. And he 


outlined the techniques TvB will 


use to make sure that tv meets 


its potential. This is the second of a series covering media pro- 


motion groups. 
| 
e “Business is so good it’s almost | 
scary...” 
e “The moneys coming into the| 
medium are in damn good| 


m@ |shape. . .” 
le “By 1965 television will account 


for more than 50% of all national | 
advertising. . .” 


Bie “Television’s great future po-| 


tential is local—retail—advertis- 
a 
e “The rate pattern will go up— 
it’s not going up now as fast as it| 
should. . .” 


= These are some of the aspira- 
tions and observations of the Tele- 
vision Bureau of Advertising, bold, 
bright and brash baby of the media 
promotion associations. Its presi- 
dent, Norman E. (Pete) Cash, tells 
the story with evangelical zeal. 

By 1965, Mr. Cash says, there 
will be about 750 stations—and all 
homes will be reached. About 3% 
of U.S. homes are unreachable by 
television now. In 1965, as it was 
last year, tv will be the top nation- 


“You add sight, sound, action and 
color and it’s Jenny, bar the door.” 


al medium. The major markets will 
all be multi-outlet. An advertiser’s 
choice will be greater as to what 
he can buy, and the number of tv 
combinations open to him will con- 
tinue to grow. 

Right now, he says, tv is picking 
up momentum, though selling is 

(Continued on Page 94) 


TV Cartoon Ads 
Boost Eight-Month 


oo vp ana Sales of Maypo 103% 


Borden R. Putnam, 

treasurer of Newsweek, has been) New York, April 9—Sales of 
named to the additional post of | Maypo oat cereal for the eight | 
chairman of the magazine’s execu-|months ending March 1 were up| 
tive committee. Mr. Putnam joined 
the news weekly in 1946 as busi-| 


ness manager after 15 years with 


same period last year—and the| 
laurels go to “unusual and original 
McGraw-Hill and a period with| advertising,” according to E. G.| 
the Vick Chemical Co. He left|Gerbic, vp of G. F. Heublein & | 
Newsweek for J. K. Lasser & Co.|Sons, parent company of Maltex 
in 1951, rejoining the magazine in|Co., which manufactures the hot 
1956 as vp and executive director | breakfast cereal. Furthermore, 
of the international editions. |March sales are expected to in- 
Charles E. Kane, who came to crease 400% over 1957 March sales. 
Newsweek in 1952 after having | The advertising that is “largely | 
served as advertising director of|responsible for the remarkable 
Scientific American, a magazine|sales growth” consists of tv cartoon 
of which he was a co-founder,|spots created by John Hubley of 
has been elevated to Mr. McCabe’s| Storyboard Inc. in cooperation 
former post. Mr. Kane joined with Bryan Houston Inc. (AA, | 
Newsweek as a member of the|Jan. 27). Mr. Gerbic attributed! 
New York sales staff. ‘the commercials’ success to the 
| fact that they “appeal to youngster 
es Mr. McCabe, a native New/and adult alike.” “Marky, the| 
Yorker and vice-chairman of the| central figure,” he said, “has cap-| 
Magazine Advertising Bureau,|tured the viewers’ imagination.” 
first made a name for himself as|The budget has been almost dou-| 
a circulation expert. He worked|bled this year, from $500,000 baad 
for the New York Times and later | “just under” $1,000,000, and dis- 
(Continued on Page 49) tribution is being steadily in- 


creased, with a goal of nationwide 
distribution set for the 1959-1960 
sales year. # 


‘TV Guide’ to Gray & Rogers 
Triangle Publications, Philadel- 

phia, has named Gray & Rogers, 

Philadelphia, to handle advertis- 


: : - et 
a whopping 108% compared to the| ing for TV Guide. While no specific | 


date was set for the change from 
Al Paul Lefton Co. to Gray & Rog- 
ers, it is reported July 1 is the tar- 
get date. Lefton, the first agency 
for TV Guide, continues to handle 
the Philadelphia Inquirer and the 
radio and tv division of Triangle 
Publications. TV Guide has allo- 
cated in excess of $500,000 for 1958 
billings in magazines, trade pub- 
lications and newspapers. 


McCully Named Fairmont VP 
Howard H. McCully has been 

appointed marketing vp of Fair- 

mont Foods Co., Omaha, succeed- 


jing August C. Ragnow, who died 
|March 26. Mr. 


McCully joined 
Fairmont in February as vp, sales. 
Previously, he had been marketing 
vp of Morton Frozen Foods Inc., 
Louisville. Fairmont is combining 
its sales, merchandising and ad- 
vertising into one marketing func- 
tion. 


Some Ad Research Is ‘Crutch, 
Says Robertson, Touting Small Shops 


Agency Head Hits 
Motive Study as 
‘Semanticist’s Dream’ 


Cuicaco, April 9—Some com-| 


panies drop smaller agencies in 
favor of larger agencies in the 
mistaken belief that the bigger 
shops provide “research” and im- 
|proved “creativity.” However, a 
|Chicago agency man charged, the 
whole area of agency research— 
marketing, motivational, etc.— 
needs examination. “It’s becoming 
a fetish and a crutch and a big 
dollar waster,” he said. 

These charges were made here 
last night at a meeting of the Ad- 
|vertising Executives Club of Chi- 
|cago by Scott Robertson, president 
of Robertson, Buckley & Gotsch. 
His talk was devoted to the ad- 
vantages of a small agency. 

Acknowledging the need for 
scientifically conducted research, 
Mr. Robertson asserted, “When I 
take a look at some of the work 
done today under this guise, I can- 
not help but wonder about the 
intelligence of those who did it 
and those who paid for it. 


| 


Brown Is President, 


‘Army-Navy Journal’ 


WASHINGTON, April 9—A new 


| announced today for the Army- 
|Navy-Air Force Journal, 95-year- 


|old service publication, recently} 


|sold by the Gridiron Club. 

| Under the new arrangement, 
LeRoy Whitman, who has been 
| editor of the Journal since 1929, 
assumes responsibilities as editor- 
|publisher. Mrs. Dorothy Cone 
| Brown, who has been in top execu- 
itive positions with the Journal 
since 1925, becomes president- 
comptroller, with responsibility to 
direct all business activities. In ad- 
dition, Daniel Z. Henkin, who 
joined the Journal in 1940, is to be- 
come assistant editor and partici- 
pate in ownership and manage- 
ment. 


The Journal had been operated 


publisher. The executive commit- 
tee of the club reported two weeks 
ago (AA, March 31) that the pub- 


Whitman Publisher of F 


|slate of management officers was| | 


by the Gridiron Club for several | 
years under the will of the late| business manager in the mid-’30s, 
John Callan O’Laughlin, former) 


lication was being sold to Mr.| 


“When it comes to motivation 
research, studies of buying motives, 
etc., let’s face it; much of the so- 
called research conducted by 
agencies smacks loudly of solutions 
in search of problems. This field is 
a semanticist’s dream.” 


s Mr. Robertson said that a small 
agency has different reasons for 
conducting research and is under 
no obligation to justify the com- 
missions earned on mass media. 
“If there is a real need for facts, 
the small agency can and will get 
them,” he said. “I cannot help 
feeling that a lot of agency re- 
search is pure waste.” 

Small agencies can’t live on the 
15% commission system, and this 

(Continued on Page 53) 


Penton Names Hays 
Board Chairman, 
Jaenke President 


CLEVELAND, April 8—George O. 
Hays has been elected chairman of 
the board and Russell C. Jaenke 
has been elected president of Pen- 
ton Publishing Co. Mr. Hays was 
formerly president, and Mr. Jaenke 


Russell Jaenke 


George Hays 


has been exec vp of the company. 

Re-elected officers are Frank G. 
Steinebach, vp and secretary, 
Frank O. Rice, vp, and Joseph P. 
Lipka, treasurer and assistant sec- 
retary. 

All officers will continue cur- 
rently to function essentially as 
they have in recent years. 


= Mr. Hays has been president of 
the company since 1949. He joined 
Penton in 1913 as a cub editor on 
the staff of Iron Trade Review, 
now Steel. He was elected vp and 


became vp and general manager 
in 1944. 

Mr. Jaenke started with the com- 
pany as an assistant in the adver- 
tising sales department in 1926. In 


Whitman and Mrs. Brown so that | 1949 he became vp and director of 
the club could withdraw from the| advertising of all Penton publica- 
publishing business and use the/tions, and in 1955 he was named 
proceeds of the O’Laughlin trust | exec vp. Mr. Jaenke is currently 


for charitable and _ educational 
work. # 


] 
| 


Home Viewer Gets 
Chance to Join Studio 
Audience in Prize Grab 


New York, April 8—If things 
keep going the way they have late- 
ly, television may yet turn itself 
into one big guessing game. 

“It hardly seems worth while go- 

ing to work when you can stay 
|home and play bingo for thousands 
‘of dollars, or name a turtle for a 
diamond ring or have a go at a 
dot game for a refrigerator. 

No man to buck a trend, Ed Sul- 
jlivan is the latest to pounce on 
\the prizes-and-money-for-viewers 
bandwagon. In Mr. Sullivan’s case, 
\the lure provided by his co-spon- 


chairman of the board of National 
Business Publications. # 


Contest Contagion 
Spreads Through TV 


sor, Mercury, is 20 Mercury sedans 
and 6,000 Eastman movie cameras. 

Eastman co-sponsors this CBS- 
TV Sunday night variety show, 
which is in a heated rating strug- 
gle with Steve Allen (NBC-TV) 
and “Maverick” (ABC-TV), but 
this promotion is strictly a Mercury 
affair. 

Four sweepstakes will be held 
between April 13 and June 1; five 
cars and 1,500 cameras will be 
given to lucky viewers for each 
contest. 


® Mercury’s game sounds like 
bingo with advertising slogans. 
Would-be winners get game cards 
from dealers. If contestants can fill 
the card with sales slogans in ga 
(Continued on Page 90) 
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R. Jack Scott Gets 
Chamberlain Lotion, 
Resigned by EWRR Pend ne | mn ea P og pase pA 


Cuicaco, April 10—R. Jack Scott | extensive research for Lanolin Plus 
Inc. has been named to handle ad-|cosmetics soon. June Adams, ac- 
vertising for Chamberlain hand'count executive, said that depth 
lotion, distributed by Chamberlain interviews using tape recorders 
Sales Corp., Des Moines. will be held with consumers in pre- 

The account, which reportedly selected major markets. + 
bills between $50,000 and $100,000 
annually, was resigned by Erwin Moore Takes Leave of Absence 
Wasey, Ruthruaff & Ryan when it! Harriett Bruce Moore, associate 
took on the Lanolin Plus cosmetics | director of Social Research, Chi- 
account (AA, April 7). |cago, will take an extended leave 

EWRR also handles Campana’s|of absence from the motivation | 
Italian Balm out of its New York|research company. Mrs. Moore, 
office, but conflict problems be-|currently in West Germany visit- 
tween Italian Balm and Lanolin|ing clients, will begin her leave 
Plus apparently were worked out| when she returns. Mrs. Moore, 
before the agency took the latter | with the company since its begin- 
account. {ning in 1946, will continue to work 

|with Social Research on a consult- 
® Daggett & Ramsdell’s Dorothy | ing basis and will cooperate with 
Perkins line, distributed by food|Dr. Lee Rainwater, director of 
supermarts, is also still in the|special studies, on the company’s 


|The company recently moved its| 
Primrose House cosmetics line 
from EWRR to Hilton & Riggio 
(AA, March 31). 


EWRR shop, but is not very active. ! overseas operations. 


PETER J. PETERSON, assistant to the 
president and coordinator of do- 
mestic offices at McCann-Erick- 


son, leaves in May to become an 
exec vp of Bell & Howell Co., Chi- 
cago (a McCann client), in charge 
of market planning, a new post. 
Replacing him at McCann is Don- 
ald B. Armstrong Jr., a top vp in 
the agency’s New York office. 
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“Well, didn’t take ’em long to decide on 


The Cincinnati Enquirer, did it?” 


You've seen the Daily Enquirer shooting 
stature to become the Solid No. 


up in 


1 in Solid Cincinnati. 


But did you know HOW tall and how solid it has 
become? Take City Zone Circulation. Its 148,250 now 
tops the next tallest daily by 25,000. Take Retail Dis- 
play Linage. Its 10,429,000 lines now overshadow the 
second daily by a gigantic 2,485,000 lines.* You name 


it. The Daily Enquirer's almost a sure bet to 


be big- 


gest by a margin that is getting bigger every month. 
Want the figures? Call Moloney, Regan & Schmitt, Inc. 
*Year, 1957. 


A GIANT is growing in Solid Cincinnati! 
... It’s The Cincinnati Daily Enquirer. 


Solid Cincinnati reads The Cincinnati Enquirer 
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Highlights of This Week's Issue 


|General Motors’ Frigidaire gives eight 
agencies blueprint on what it wants to 
know in account solicitation Page 1 


William Spire lands General Development 
Corp., Florida real estate development 
account, for his new agency in Flor- 
ida . Page 1 


Doyle Dane Bernbach Inc. gets Benson & 
Hedges filter cigarets account from 
| Benton & Bowles, which — Parlia- 
ment ..Page 1 


Eastern Industrial Advertisers, Philadel- 
phia chapter of NIAA, is expected to 
vote against the International Society 
of Industrial Marketers plan ........Page 2 


Dodge's humorous spot radio commercials 
won first p'ace in John Blair & Co.'s 
second nationwide spot radio commer- 


cial survey conducted among 2,000 
broadcasting and advertising execu- 
CUD ceccssccecenssnrsenvescanscniees , Page 2 


Brewers around the country celebrate in 
ads the 25th anniversary of the re- 
legalization of beer 


Advertising Council launches campaign 
to stress basic soundness of the coun- 
try’s economy 


Publi will 
honor 28 advertisers for advertising in 
merchandising newspapers 


leted Ruel ‘T) 


A 


Young & Rubicam ranked as the top agen- 
cy in placing network television time 
in the last quarter of 1957; J. Walter 
Thompson Co., Ted Bates & Co. and 
Batten, Barton, Durstine & Osborn 
ranked next in that order ............ Page 3 


Large agencies’ research is becoming a 
“fetish and a crutch and a big dollar 
waster,” according to Scott Robertson, 
of Robertson, Buckley & Gotsch, in a 
talk on the advantages of a small 
agency 


103% sales increase in the eight months 
ending March 1, 1958, over 1957 for 
Maypo oat cereal is attributed to tv 
cartoon commercials 


Contests with plenty of loot for prizes are 
spreading throughout television like 
brush fire, with Ed Sullivan climbing 
on the game wagon with 20 Mercury se- 
dans and 6,000 Eastman movie cameras 
for prizes 


Television Bureau of Advertising’s Club 
foresees bright future for tv, which, he 
says, will have 50% of the national ad- 
vertising pie by 1965, with a big po- 
tential on the local level 


Business publication advertising volume 


was off 8.2% in March this year 
over 1957, Industrial Marketing re- 
ee Page 14 


Women are 22% of radio-tv station per- 


sonnel, according to a year-long study 
by the American Women in Radio & 
ee Page 20 


Selling intangibles offers greater security 
over the long haul, greater income after 


one is established, Abbott P. Smith 
says in new book, “How to Sell In- 
CE sctnitincintennnnnintnticantaintiiiainas Page 21 


Unofficial poll of 125 members of New 
England NIAA shows opposition to In- 
ternational Society of Industrial Mar- 
keters plans 


Celanese Corp. of America this spring 
will run its first coordinated promotion 
in the men’s wear field ................Page 24 


Puerto Rico launches promotion to boost 
itself as a fashion center—‘‘The Paris 
of the Caribbean’’—as part of its ““Op- 
eration Bootstrap” . Page 28 


Advertising major graduates go into ad- 
vertising or related fields, alumni sur- 
vey by Pennsylvania State University’s 
school of journalism discovers ....Page 29 


Standard Oil Co. (Ind.) launches biggest 
ad drive ever this spring to promote 
“Big Bonus” theme in newspapers, ra- 
dio, tv, outdoor, _— of sale and 
other media ae ; ..Page 32 


Marketing department should be respon- 


sible for creating customers, Colgate- 
Palmolive’s Remus Harris tells New 
York art GirectOrs .........cccccercesesseeeee Page 34 


Unilever test markets Dove soap in two 
British markets 


National TV Monitoring Corp., which 
hires shut-ins to check on whether com- 
mercials as written and for time spots 
scheduled, has subscriber list of 14 na- 
tionaliy advertised products 60 


Faberge Inc. builds up its sales with point 
of purchase advertising and window 
GD eatenenrindicnainnainin Page 67 


Avis boosts advance reservations for its 
rent-a-car system via newspapers in 10 
cities and consumer and business pub- 
lications Page 70 


Sales of toilet goods except soap reach 
record of $1,430,700,000 in 1957 accord- 
ing to the Toilet Goods Assn. ....Page 72 


Chemstrand’s third stage in its entry into 
British market features shift of Acrilan 
campaign into mass media—magazines, 
television and newspapers 


Weekly newspapers in 1957 hit record 
22,019,000 copies in paid circulation ac- 
cording to Ayer “Directory” ...Page 79 


Sara Lee makes transition from intro- 
ductory campaign stressing ingredients 
with cakes to a social status 
theme 80 


Mitch Miller berates disc jockeys for pro- 
| gramming radio shows for teen-agers 
who represent 0% of the nation’s buy- 
Se DIED scecccsesiteninnninae Page 83 


Intuition isn't enough for creative copy- 
writing, James Woolf says. The copy- 
writer needs more 
facts 


Contests are not limited to the broadcast 
medium; giveaways are sprouting in 
the print media t00 .0......000. nn Page 91 
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Advertising Market Place ... 
Along the Media Path .................. 
| Coming Conventions 
Creative Man's Corner 
Department Store Sales 
Direct Mail Advertising 
IEE _” Ssritesintseercntieresionsscatpsscete 
Employe Communications 
a 
Information for Advertisers 
Looking at Radio & TV 
Obituaries ............. 
On the Merchandising Front 
Photographic Review 
a Sn 
Salesense in Advertising ... 
This Week in Washington .... 
Voice of the Advertiser .. 
What They're Saying 


Will Agency Gets 5 Accounts 


Five Cleveland area manufac- 


Co., Donn Products Inc., Drop Dies 


& Forgings Co., Metal Finishers | 


|Inc. and Scherl & Roth Inc.—have 
appointed Will Inc., Cleveland, to 


turing companies—Brown Fintube|handle their advertising. No agen- 


cy of record is listed for any of the 
five companies. 


| FORUM the new force in building 


Architectural Forum /the magazine of building/ published by TIME INC. 
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There's nothing so p 


Better Homes & Gardens is a monthly parade of ideas about the 
wonder-world of things that interest home-and-family-centered men 
and women and their children. Ideas that lead them on and on, 
from one thing to another. 

Redecorating the girls’ room, for instance. BH&G sparks the idea 
in the first place. Which leads to how-to-do-it ideas. How to organize 
the beloved paper “‘litter” that’s part of growing up. (Idea: a giant 
bulletin board.) Where to house a record player, records, radio. 


Idea power in action: BH&G inspires a roomful of ideas for teen-age sisters 


owerful as an idea | 


(Idea: a window-wall with a built-in abundance of shelf and drawer 
space.) Ideas for curtains, bedspreads, slip covers, rug—and all from 
the pages of Better Homes & Gardens! 

BH&G’s readers literally “live by the book” —and “the book”’ is 
Better Homes & Gardens. That’s what makes BH&G unique among 
all major advertising media as a showcase for any product that helps 
families to live better. Meredith of Des Moines . . . America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


ot America reads BHal the family idea magazine 


4,500,000 COPIES MONTHLY 
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: This Week in Washington... middle-of-the-road compromise] that the mere fact that a product 
; between higher levels sought by|has actually been sold for a par- 


' labo: d odest ch ticula ice isn’t ht tab- 
: No More $55-a-Week Execs, Says US. ama Ge Ro em so ll a lish al artes os “ane ond us 


® No one can the Labor D —. 

one accuse the or De- ; 
and-a-half. Now the Department | partment of acting hastily. Hear- ome pe age yon rcp 
of Labor is circulating a new regu-|ings on this regulation date back \at better shops” in a White Christ- 

Wasmmnarost, Apeil 10—Mobody |e entnad to eliminate $86-2- ito December, 1966, and there ar0imes perfume od in Vogue, even 
knows how men salaried peo nd week executives and $75-a-week | still several time-consuming ad-|though there was evidence 4 oz. 
i: tn ES. fe an ified poopie | “administrative” and “profession-| ministrative hurdles ahead. In fact had been sold at $18.50 by two New 
ti <n te ROSES a ae eee | a people. it looks as if the wage and hour York drugstores. In its decision th 
ee administrative” or “profes-/ Under the new regulation, the division will be about due to start ee ee Serene Oe 
sional” for Wage & Hour Law pur-| minimum-earnings test would be| all over again on the next adjust- commission noted department 


poses, but if the Department of| upgraded to $80 a week; only above| ment soon after it gets this one out |°"07¢ #" Chicago and Boston and 


By Stanley E. Cohen 
Washington Editor 


Labor has its way, the ranks are| this level could a worker be ac-|of the way a retail jewelry store in New Or- 
about to be thinned. corded recognition in the “execu-| : leans sold it at $1 to $1.15 per oz. 
" Some employers bestow these/| tive” category. It would be $95 for) In a new crack-| i” 1953, 1954 and 1956. 
: titles liberally, because workers|standing in the “administrative’| FTC Spells Out down on bait ad-| Similarly, it said, Chester H. 


who qualify for the elite classifica-| or “professional” bracket. If adopt-|‘Usual Price’ vertising, the|Roth Co., New York, should not 


work weeks without claiming time-| since 1950, and it will represent a| Commission is taking the position 


KRON is TV in SF 


(Jacques Heim, Mr. John and John 
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San Franciscans ars sold cx KRON-7TY 


AVAILABLE 
bs Alternate Weeks 


SHERIFF OF COCHISE 
Saturday 6:30 p. m.fB SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 + PETERS, GRIFFIN, WOODWARD - 


3 tions are allowed to work longer |ed, it will be the first adjustment Federal and pr allowed to advertise hosiery| 


Advertising Age, April 14, 1958 


Frederics) as a $1.95 item even 
though retailers buy a basic sup- 
ply at $12 a dozen. In a complaint 
against Roth, the commission said 
additional supplies are sold to the 
retailers at $7.25 to $7.75 per doz. 
and merchandised at “half price” 
sales at 99¢ per pair. 

“Although some pairs were sold 
for $1.95,” the complaint said, “the 
price is fictitious in that these sales 
were too few to establish it as the 
customary retail price.” 


Sen. Strom Thur- 
Senator Hits mond (D., SC.), 
Zenith Letter who has spear- 

headed the Sen- 
ate fight against pay tv, bristled 
over a Zenith letter which charged 
that CBS triggered the drive to 
kill pay tv with a banquet for 
members of Congress in January 
and then “sent its affiliates home 
with instructions to go on the air 
with their stations and conduct a 
concentrated propaganda cam- 
paign.” 

He inserted the Zenith letter in 
the “Congressional Record,” with a 
reply from a CBS vp, Richard 
Salant, who said the network has 
never taken a position on the air 
against pay tv and has carefully 
balanced all broadcasts on the sub- 
ject. Mr. Salant said CBS affiliates 
met here January 13 on their own 
initiative. As to the banquet, which 
was attended by a large majority 
of the members of Congress, he 
said, “CBS has far too much re- 
spect for the integrity of the Con- 
gress of the U.S. to share your 
[Zenith’s] conviction that at a din- 
ner devoted solely to entertainment 
and attended by more than 1,000 
people the votes of any senator or 
representative could be compro- . 
mised.” 


Sen. Francis Case 
Case Cites (R., S.D.) con- 
Responsibility fessed his person- 
al dilemma when 
the time came to take a stand on 
| billboard control legislation. Noting 
\that tourism is a big industry in 
| his state, he said, “I can’t say there 
was any great outpouring of senti- 
ment in my state to support the 
billboard provision.” Nevertheless 
he was in the front ranks of those 
who fashioned the final language of 
the bill. “A person has many re- 
sponsibilities when he serves in this 
body,” he observed, “and they are 
not entirely dictated by the desire 
to be on good terms and to please, 
even in some instances, some of his 
friends. He has some responsibili- 
\ties which come from serving as 
|a senator in the Senate of the U.S.” 


Among the latest 
Fast Write-off nostrums for 
‘on Jalopies? pepping up our 

economy are a 
pair of bills sponsored by Rep. Ed- 
gar W. Hiestand (R., Cal.). One 
of them seeks to give the auto in- 
|dustry a lift by allowing a two- 
year depreciation period on any 
|ear purchased in 1958 for use in 
a trade or profession. The other 
provides a five-year depreciation 
term for any production machinery 
purchased in 1958 for use in trade 
and business. 

One press gallery wag comment- 
ed that it was too bad the congress- 
man was contenting himself with 
half measures. If he wants to use 
depreciation as a gimmick for ad- 
vancing artificial obsolescence of 
motor vehicles, he could do a much 
more thorough job by letting pri- 
vate individuals take income tax 
credit for depreciation on the fam- 
ily car, too. + 


Two Join Leo Burnett 

Ray Young, formerly a copy su- 
pervisor of Sullivan, Stauffer, Col- 
well & Bayles, New York, has 
joined Leo Burnett Co., Chicago, 
as a copy supervisor. At the same 
time, Kathryn Mahan, formerly of 
Erwin Wasey, Ruthrauff & Ryan, 
joined the agency as a production 
supervisor. 
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The Saturday Evening 


POST 


General Mills ran a full-page, 


Contest. full-color contest advertisement 


—the Gold Medal Flour Sweepstakes—in The 
Saturday Evening Post. (Sure-fire recipe for action!) 
The ad was keyed, of course, 


oo 


' Pow 


. To enter, a woman had to 
Concentration. read entire ad. Answer six 
baking questions. Use own post card . . . no cou- 
pon in ad. Include name of grocer. (Did that stop 
Post-Influentials? Not on your life—look below.) 


Confab. 


Seems Post-Influentials can’t keep a good thing to 
themselves. They talk about, recommend the things 
they read in the Post. Influence others to enter con- 
tests, for instance. Politz says so; General Mills agrees. 


——" b Aa = a 
c on ratul ati oO 1 Hundreds upon hundreds of thousands of Post-keyed post cards poured into General Mills. One of the greatest returns in all its history. 
g ns: (General Mills has authorized these statements based on actual count.) Proof—again!—that POST-INFLUENTIALS MEAN BUSINESS! 


GENERAL MILLS SAYS: “The Post proves again that advertisers sell an 
idea, a brand name and a product best —when they sell to POST-INFLUENTIALS. 
The Post gets action because it reaches these INFLUENTIALS. For they are 
the kind of people who like to entertain; who buy and talk to friends and 
neighbors about the products they see advertised in its pages. That’s why 
our Gold Medal Kitchen-Tested Flour advertising dollars work hard in 
the Post—and why we use the Post to stir up sales action for our grocers.” 


K. E. Steele 


Advertising Manager for Family Flour 
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D’Alesandro 
Signs Ad Tax 
Death Warrant 


But Baltimore Suit to 
Recover Funds Collected 
in ‘58 Is Continuing 


BALTIMORE, April 8—Mayor 


Thomas D’Alesandro yesterday for- | 


mally signed a bill which repeals 
the much-publicized 4% tax on lo- 
cal advertising sales and 2% levy 
on the gross receipts of all local 
media, as of Jan. 1, 1959. 

Hoping he was at last washing 
his hands of a tax which brought 
his office nothing but controversy, 
confusion and the united opposition 


of all media, despite his conviction | 


at one time that he was providing 
municipalities all over the nation 
with a new source for much needed 
revenue, the mayor meekly com- 
mented, “The advertising tax will 
end this year and will not be re- 
newed or revived.” 

If the mayor thought he was 
leaving the stigma of his advertis- 
ing taxes behind him, at least his 
city solicitors were preparing to 
defend his mistake by doing legal 
battle against 16 complainants rep- 
resenting local media and adver- 
tisers who are seeking to have the 
taxes, which remain in effect 
throughout 1958, declared invalid. 


s Joseph Sherbow, attorney for 
the Hearst interests in Baltimore 
and legal spokesman for the Mary- 
land Advertising Council, again af- 
firmed to ADVERTISING AGE that the 
case will definitely be tried. 

A survey of local media by Ap- 
VERTISING AGE disclosed that since 
the mayor affixed his signature to 
the tax repeal, no noticeable loss 
in advertising expenditures or in- 
come is yet traceable to the adver- 
tising taxes. However, all media 
contend, if the advertising taxes 
had become established taxes here, 
Baltimore advertisers would have 
been forced to do less advertising, 
and the very survival of most Bal- 
timore media would definitely have 
been threatened. 


® Joseph Katz, president of the 
Joseph Katz Co., summing up lo- 
cal business opinion, stated, “Ev- 
eryone is damned glad that the 
ad tax laws are repealed.” + 


FCC Okays Jayhawk Purchase 
of KFBI; Approves Other Buys 


The Federal Communications 


Commission has approved the sale 
of KFBI, Wichita, to Jayhawk 
Broadcasting Corp. for $450,000. 
Jayhawk’s officers include Mary 
Pickford Rogers, president, and 
Charles Buddy Rogers, vp. They 
also own WSJS-TV, Winston-Sa- 
lem. 

Other sales approved by the FCC 
include KLRA, Little Rock, to 
KLRA Inc. for $182,500; WDBQ 
and WDBW-FM, Dubuque, to 
WDBQ Broadcasting Co. for $135,- 
000; KIDD, Monterey, to Monterey 
Peninsula Broadcasters for $185,- 
000; KUJ, Walla Walla, to Emmer- 
son Broadcasting Inc. for $130,000, 
plus $26,000 for land; WGTO, Cy- 
press Gardens, Fla., to KSTP Inc. 
for $175,000, and WPOR, Portland, 
Me., to Hildreth Broadcasting Co. 
for $105,000. 


Two Join Associated Artists 


Edward Lawson, formerly edu- 
cational film consultant for Rank 


Film Distributors of America, has} 


been named supervisor of publici- 
ty of Associated Artists Produc- 
tions, New York, tv film distri- 
butor. 
has named Ted Swift, formerly 
with Screen Gems, to its sales 
staff, working in the midwestern 
division. 


Associated Artists also) 


Effectiveness of 
Pennsylvania's Ads 
Hailed by Governor 


| A.roona, Pa., April 9—The gov- 
jernor of Pennsylvania offered a 
|tribute to advertising here today, 
‘at a meeting of state, business and 
civic leaders to announce Altoona’s 
tte $3,000,000 community distri- 


Commerce Park. 

“We have developed the most ef- 
fective advertising program that 
the department of commerce has 
ever had,” Gov. George Leader 
said in mentioning the various 
projects the state initiated to bring 
new industry to central Pennsyl- 
vania. 

“We are telling the nation about 
Pennsylvania’s industrial oppor- 
tunity by advertising in such pub- 


bution center, which will be called | 


lications as the New York Times, | 


ithe Wall Street Journal, Fortune, 
|Dun’s Review and others.” 


industry show that we are getting 
our message across at least as well 


other state of the union. 


temptation to which most gover- 
nors fall victim—the industrial de- 


which is simply used to advertise 
the governor’s name and face.” 


@ Gov. Leader hailed the success 
|of the combined local and state ef- 
forts to combat Pennsylvania’s 
labor surplus with two statistics. 
New industrial facilities announced 
or completed in Pennsylvania 
during 1957 have created a mini- 
mum of 33,675 new industrial jobs. 


28,571 new jobs. 


growth unfortunately has a worm 
in it,” he added. “That worm is 
the national recession. Even in the 


most. We in Harrisburg have tried 
to do something about it.” 
Cooperating in the new distribu- 


| 


The governor said they offered 
tangible proof of their confidence 
in Altoona’s economic future. 


® Heralding the new building con- 
struction was a page ad today in 
the Pittsburgh Sun-Telegraph, 
headlined “Progress,” with WFBG 


erection of new studios, control 
centers and offices in Commerce 
Park as a “forward step in the 
Triangle stations’ continuing pro- 
gram of community leadership.” Al 
Paul Lefton Co. is the agency. 

The new distribution center, two 
miles southwest of Altoona, will 
cover approximately 24,000 sq. ft. 
Triangle officials told ADVERTISING 
AcE at the meeting that building 
construction is scheduled to start 
in May, with completion within 
six months. + 


SSC&B Adds Rit, Shinola 
Sullivan, Stauffer, Colwell & 
Bayles, New York, has been named 
to handle advertising for the Rit 
products division of Best Foods, 
|New York, succeeding Earle Ludg- 
\in & Co., Chicago, effective July 1. 
Products involved are Rit tints and 
dyes, easter egg colors and Shinola 
shoe polishes. The products bill in 
excess of $1,000,000. Sullivan, 
Stauffer currently handles adver- 
tising for Best’s H-O quick oats, 


Presto cake flour. 


as, and perhaps better than, any| 


“TI have successfully resisted the | 


In 1956, the comparable figure was | 


“But the apple of our economic | 


best of times, Pennsylvania has an |dercurrent of ‘ 
unemployment problem. And when | mail promises a bigger volume of 
America gets an economic head-|business than ever 
ache, Pennsylvania is among those | houses, an agency man said here 
states which feel it first and suffer | today. 


Hassinger Renno 


On yr 


Advertising Age, April 14, 1958 


Smith to Take Over 
Top AMA Post; Cox 
Is President-Elect 


Cuicaco, April 9—Wendell R. 
Smith, partner in Alderson & Ses- 
sions, Philadelphia, will assume the 
presidency of the American Mar- 
keting Assn. July 1, a post to 
which he was elected a year ago. 
He will succeed D. Maynard 
Phelps, professor of marketing, 
University of Michigan. 

Reavis Cox, Food Fair Stores 
Foundation and professor of mar- 
keting, Wharton school, University 


Bresnahan Howell 


EARLY BIRDS—Among those who attended the breakfast showing of 
the Bureau of Advertising’s new movie, “Versatility Unlimited,” 
were Ed Renno, John W. Shaw Advertising; Jack Bresnahan, Foote, 
Cone & Belding; and Jay Howell, Chicago Sun-Times. Dent Hassing- 
er, BofA, shows guests a pamphlet which explains the movie. 


Hailing the successful results of Ad Group Views 


the advertising campaign, the gov- | 


ernor added that “the inquiries we! ‘Versatility Unlimited’ 


are receiving from _ out-of-state) 


Cuicaco, April 9—Some 350 ad- 
men attended a breakfast showing 
here yesterday of “Versatility Un- 
limited,” new film (AA, Jan. 27) 
produced by the Bureau of Adver- 
tising, American Newspaper Pub- 
|lishers Assn. 


|velopment type of advertisement) 


® Following the movie, Dent Has- 
singer of BofA listed nine reasons 


Agencies Will Use 
More Mail if Attitude 
Is Right, Says JWT Exec 


Cuicaco, April 9—A strong un- 
interest in direct 


for direct mail 
But he warned that direct mail 


| houses must be prepared to change 
some of their ways if they expect 


tion center for large wholesale in-|to take advantage of this growing 
terests, Gov. Leader announced,| Potential. They must acquire and 
are the “landlord,” D&H Distrib-| exercise the vision of marketers 
uting Co., and its first “tenant,”|@md market analysts, he warned, 
\Triangle Stations WFBG and | because these are the capacities in 
WFBG-TV. All three will have|Which"they are going to have to 
offices in the new development. | Perform. 


This advice was put to more than 
400 people attending the fifth Chi- 
cago Direct Mail Day today by 
|Charles Garvin, direct mail group 
|head, J. Walter Thompson Co., 
|New York. The Mail Advertising 
Club of Chicago and 17 local and 
national advertising and allied in- 


and WFBG-TV announcing the| dustry clubs sponsored the event. 


s Agencies have no inclination to 
champion direct mail as such, said 
Mr. Garvin. What the agencies are 
becoming increasingly interested 
lin, he explained, is “the marketing 
functions that direct mail is best 
equipped to perform.” The extent 
to which it actually does so is a 
major challenge before the direct 
mail industry, he added. 

Mr. Garvin said he considers 
|himself more of a marketing man 
‘than a direct mail specialist and 
urged that direct mailers do like- 
wise. This kind of reorientation, he 
| said, will help direct mailers to un- 
‘derstand the marketing interests 
in direct mail that are evolving in 
the agencies. 

The list broker in particular, he 
,said, must better develop the skills 
of a market analyst in order to 
make real sense to the agency man. 


|# Meanwhile, Mr. Garvin warned, 


Be Marketers, Garvin 
Urges Direct Mailers 


| why the newspaper is a good ad- 
vertising medium: newspaper ad-| 
| Vertising reaches more people; it is| 
| better liked than other ads; it de-| 
livers more “ready to buy” pros-| 
pects; it gets more action; it offers | 
more local selling flexibility; it 
gives more copy flexibility; it of- 
fers better retail merchandising; it 
is a safer investment; it produces 
more sales per ad dollar. 

The film is available to member 
newspapers on a sale or rental 
basis through local BofA offices. # 


| inces of direct mail. 

Magazines, he said are (1) using 
more physical techniques—Dutch 
doors, gatefolds, etc.—that enable 
them to offer more of the “show- 
room in print” advantage that di- 
rect mailers offer. They are (2) us- 
ing many more card inserts for 
replies, another direct mail favor- 
jite, and they are (3) going into 
jregional circulation that opens to 
magazines a whole new market for 
| regional advertisers. 
|@ In a retail direct mail session 
ithis morning, Whitt N. Schultz, 
| writer and lecturer on sales sub- 
|jects and a member of the pr staff 
of Illinois Bell Telephone Co., 
charged that “the direct mail in- 
dustry is being “ruined by ama- 
teurs” ... The industry “is very 
sick”—and is wasting much of the 
money invested in it. 

The same session of the all-day 
conference heard Budd Gore, re- 
|tail ad manager of the Chicago 
| Daily News, assert that direct mail 
|copywriters are the hardest work- 
|ing and most effective of all copy- 
writers. 
| He lamented that writers of 
|newspaper ads don’t put the same 
| effort into their work. Advertisers 
;and agencies, he said, often ex- 
|cuse this less diligent writing on 
| grounds that such ads are “partly 
|institutional anyway” and aren’t 
so important. + 


KIOA Boosts Dowell 


James C. Dowell has been ap- 
|pointed vp and general manager of 
KIOA, Des Moines, radio station 
operated by Public Radio Corp. 
Mr. Dowell joined KIOA last fall 
as public relations director. Wil- 
liam Scharton has been named na- 
|tional sales director of both KIOA 
and KAKC, Tulsa. 


Yonan Joins Missiles Book 
George E. Yonan, formerly group 
;media supervisor at Edward H. 
| Weiss & Co., Chicago, has been ap- 
pointed Chicago regional ad man- 


Wendell Smith 


of Pennsylvania, has been elected 
president-elect, to head the organ- 
ization in the fiscal year which be- 
gins July 1, 1959. 

Elected vps are Harper W. Boyd 
Jr., professor of marketing, school 
of business, Northwestern Univer- 
sity, to head the education divi- 
sion; Donald R. Longman, vp, di- 
rector of research, J. Walter 
Thompson Co., to head the mar- 
keting research division; Robert T. 
Browne, director, marketing de- 
velopment, Pillsbury Mills, to head 
the marketing management divi- 
sion, and Jack C. Griffin, market- 
ing research director, Gerber Prod- 
ucts Co., to head the development 
and promotion division. 


s John P. Bennett, manager, mar- 
keting research and planning, 
BullDog Electric Products Co., 
was elected treasurer, and Schuy- 
ler F. Otteson, professor of market- 
ing and director of the bureau of 
business research, Indiana Uni- 
versity, was reelected secretary. 

New directors are R. S. Alex- 
ander, professor of marketing, 
graduate school of business, Co- 
lumbia University; Arthur A. Batts 
Jr., advertising and marketing re- 
search director, Alco Products; 
John P. Colman, Ansco division, 
General Aniline & Film Corp; Mrs. 
Margaret L. Reid, manager of mar- 
keting research, plastics division, 
Monsanto Chemical Co.; Donald F. 
Mulvihill, professor of marketing, 
University of Alabama, and Logan 
R. Brown, marketing manager, 
Lever Bros. Ltd. # 


Set April 20 Deadline 
for Ad Hall of Fame 

Deadline for nominations for the 
Advertising Hall of Fame has been 
set for April 20. Nominations must 
be received by the Advertising 
Federation of America, 250 W. 
57th St., New York, before that 
date. 

Purpose of the Hall of Fame, 
located in the Advertising Club of 
New York, is to honor men and 
women in advertising, deceased at 
least two years at time of election, 
who have rendered special services 
in the upbuilding and advance- 
ment of the industry. 


W. H. Long Forms Own Agency 

W. H. Long has resigned as exec 
vp and a director of Hoffman & 
York, Milwaukee, to open his own 
advertising, marketing and public 
\relations company. The new agen- 
ley, which is called W. H. Long 
| Agency, is located at 5347 N. Santa 


direct mail is now beginning to|ager for Missiles & Rockets, a| Monica Blvd., Milwaukee. 


face stiff competition from maga- 


ing three heretofore sacred prov- 


| weekly due to begin publishing in | 


Stylecraft Homes Ine., Des 


instant oatmeal, cream farina and|zines, which are gradually invad-|July. American Aviation Publica- | Plaines and LeRoy, IIl., has named 
tions is the publisher. 


Long to handle its advertising. 
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New York is high fashion on Park Avenue. 
New York is old-fashioneds in the suburbs. 
New York is 5 million families growing, 


wanting, needing, buying. New York is 


The New York Times. New Yorkers live 


by it. It serves them with the most news. 


it sells them with the most advertising. 
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GET AGE families a 
buy most of all 


GET AGE families buy 
sports equipment 


most of all appliances 


GET AGE families 
buy most of all 
wrist watches 


GET AGE families buy most 
of all waxes and polishes 


GET AGE families. buy 
most of all frozen foods 


THE GET AGE: The years between 16 and 49. The 
acquisitive age of man (and woman). GET AGE families, 
as a group, spend more than two-thirds of America’s 
money...an average of one-third more, per household, 
than any other age group.* And you get more GET 
AGE families (more of all families, for that 
matter) for your advertising dollar on ABC Television 
than on any other network! 
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GET AGE families 
buy most 
of all soups 


GET AGE families buy most 
of all electric razors 


ae 


. & é 
ot ee 


GET AGE families buy es 
most of all baby foods 


Bl OTS BUG’ 


a 


72% of ABC’s average audience** is made up of GET AGE households! Corre- 
sponding figure for each of the other two networks is 64%. Cost per thousand 
for GET AGE householders on ABC is $3.92. The other two: $4.95 and $4.55.*** 


What's in the GET AGE for you? More than half of America’s families.* The young families, who 
are growing and building and furnishing — and forming lifelong buying habits. And families at the 
very peak of their earning power — spending more than they ever will again. GET AGE families, on 
the average, put 91% more mileage on their cars . . . drink 40% more coffee . .. smoke 100% more filter 
cigarettes and 213% more regular cigarettes than older families.*+ In fact, they buy far more of every- 
thing that’s advertised on television! 

How do you sell them? It’s as easy as ABC. Because GET AGE families are sold on... 


ABC TELEVISION 


*Source: Alfred Politz, “Life Study of Consumer Expenditures,”’ 1957. **Average audience based only on homes with housewife os classified by A. C. Nielsen. ***Average audience 
and program cost data based on A. C. Nielsen, January-February, 1958 (Sunday through Soturday, 7:30-10-30 P.M. NYT). Cost per thousand homes per commercial minute for house- 
wife homes (16-49 years of age) based on progromming costs prorated to include all A. C. Nielsen housewile-classified homes. {Source: A. C. Nielsen-TVB Report, May-June 1957. 
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The Editorial Viewpoint ... 


A Bright Future for ARF 


Now that the Advertising Research Foundation has officially 
dropped the magazine audience study which has created so much 
excitement and so much controversy over the past two years, the log- 
ical question is: 

What does the future hold for ARF? 

Our belief is that the future of the ARF is a bright one, and that, in 
a very real sense, the controversy over the magazine study has been 
helpful in shaping that bright future. 

The Advertising Research Foundation has done a great deal of good 
work in the past, and has served advertising well. Its individual 
studies and its direction of other studies have enabled research to be 
performed which would never have gotten off the ground without the 
backing of this unusual tripartite organization representing advertis- 
ers, agencies and media. 

But it takes nothing away from the importance of any of the indi- 
vidual activities of the ARF in the past to say that, in a large sense, the 
ARF drifted from project to project without a clearly defined goal. It 
was an extremely useful instrument, but no one had ever bothered to 
examine its functioning closely enough to lay down clear and funda- 
mental concepts about its operation, and the course it should steer. As 
a consequence, it went about doing a job here and another there, but 
not necessarily following a straight line either in intent or operation. 

In this light, the long drawn out and sometimes heated controversies 
which surrounded the magazine study have been extremely helpful. 
They have caused a good deal of self-examination on the part of the 
ARF, and it is our opinion that they will ultimately result in a basic 
statement of ARF aims, purposes and functions which will set a 
course which can be steered by without further difficulties. 

It is extremely significant that, in all the long and heated discussion 
about the magazine project, no one has seriously suggested that ARF 
should be dismantled or abandoned. All involved in the controversy 
seem to have taken it for granted that ARF serves a useful function 
and will continue to do so; only the wisdom of this particular project 
was debated. 

We hope the ARF will go on to new and more important heights as 
a tripartite method of developing and stimulating research which no 
one can do individually—and we are certain that the field can look 
forward to precisely this kind of useful service from the organization. 


Business: Profit and Loss 


There seem to be two fallacies prevalent in America these days. The 
first is that government should always have a budget deficit. The sec- 
ond is that business should always make a profit. 

Both deny axioms that have been accepted since the dawn of time, 
and both deny common sense. The frugal government, like the frugal 
man and the frugal business, puts something away from its surplus 
during good years to tide it over the lean years. 

The assumption has always been that there are good years and lean 
years, and that the surplus which is stored up during good years is to 
be used, if necessary, during the lean years. And this makes excellent 
sense. 

But in recent years we see government living like a spendthrift, 


family—or a company—to live “normally” in a period of economic 
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—Jim Osgood, Midwest Farm Paper Unit, Chicago. — 

“I saw the new copywriter’s resumé. Photographer for Reader’s Di- 
gest, media buyer for the Hershey account, and space salesman for | 
Pageant.” 
| 
putting nothing away during good years, and hence having to borrow 
more and more during lean years. And we see business living more | 


| and more like a miser—putting its surplus prudently away during 


good years, but reluctant to use it in lean years—so reluctant indeed 
that it makes the lean years leaner and the good years farther away. 

We do not advocate losses for business. But this may be the year to 
remember that surpluses are accumulated to smooth out the peaks and 
valleys of the economic horizon, and that their function is to permit a 


recession, and thus to help bring that period of recession to an end. 
Prudence and thrift are virtues. But there is no virtue in a parsi- 
mony that weakens the body unnecessarily. 


+ aoe = 


What They're Saying... | 


| Revival of the Fittest 


consistent with the history 
American business. 

THE MORAL: Promote! The! 
ones who are doing so won’t need 
this message. 


—Women's Wear Daily advertisement 
in its March 20 issue. 


of | 

In times of readjustment or re- 
cession, or whatever the experts 
choose to call it—it becomes open 
season for defeatists and alarmists 
to bemoan the “disruption” of the 
economy. The wailing and weeping 
does irreparable damage to them- 
selves and to others. 

Fortunately, there are those who 
refuse to believe “recession” 
means retrogression. Fortunately, 
there are confident merchandisers 
who see in this area of defeatism 
an opportunity to do business at a 
better advantage. 

It is obvious that while the 
moaners are pulling their punches, 
an excellent opportunity to pro- 
mote profitably presents itself. 
The more confident and shrewd 
merchandisers, and there are many, 
will seize this unique opportunity 


Prime Job of Business Press 

The business magazine will be) 
the universally recognized base for 
the industrial marketing operation. 
With the higher and higher cost of | 
sales calls, the softening-up proc- 
ess will be the prime job of busi- 
ness magazines. No other medium 
can approach its effectiveness and 
economy in a complex industrial 
economy... 


—James A. Daly, president, Hugh C 
MacLean Publications and president, 
Business Newspapers Assn. of Canada, 
speaking to the Toronto chapter of 
the National Industrial Advertisers 
Assn. 
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Rough Proofs 


“This is a time for healthy 
spending,’ says a newspaper ad of 
Boatmen’s National Bank, which 
probably is also willing to promote 
healthy borrowing. 


The sports writers were almost 
unanimous in picking the Milwau- 
kee Braves and the New York 
Yankees to repeat their 1957 vic- 
tories in the major league pen- 
nant races. 

However, a majority of the 
sports writers also picked Carmen 
Basilio to retain his championship 


lin his recent fracas with Sugar 


Ray. 
* 


That plan of the Washington 
broadcasters to give a better break 


ito good news of business would 


have more chance of success if 
there weren’t so many professional 
viewers-with-alarm in the nation’s 
capital right now. 


“These famous brands of food 
products have awarded their ad- 
vertising business to BBDO in less 
than five short years. Doesn’t this 
suggest something to you?” 

The boys must know their gro- 
ceries. 


The small-town newspaper has 
always been famous for mention- 
ing the names of local people reg- 
ularly in its columns, but the 
Philadelphia Bulletin reports print- 
ing 250,000 home-town names 
every year. 


“Everybody gets a prize in new 
Seabrook Farms contest,” the 
headline says. 

This seems to be the logical 
answer to those bigger and better 
contests, with bigger and better 
prize awards. 


Business is good in some places. 
A “dynamic sales executive” is 
looking for a new job only be- 
cause “I just resigned as general 
sales manager of nationally known 
manufacturer as they have been 
unable to produce and deliver the 
volume of orders I secured.” 


“My ‘right arm’ is ready to move 
forward to a greater marketing- 
advertising responsibility,” says an 
advertising boss trying to scare 
up a new job for his first assistant. 

But how will he get along with- 
out his right arm? 


President Eisenhower told his 
news conference recently that what 
we need is better salesmanship, 
better packaging, better advertis- 
ing. 

They might provide their own 
pump-priming. 


DuBarry royal lipstick, the story 
says, is made from the royal jelly 


F. J. Fanning, editorial production, Elizabeth G. Carlson, librarian. Corre- 
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to better their market position. 
They will invest heavily in promo- 
tion because the competition will 
be asleep—and their advertising 
will command extra attention. 
These optimists, if you will, are 


'the decisive breed who continue to 


build the strength of the American 
economy. These are the industry 
leaders of tomorrow. It’s the same 
old cycle with modern variations. 
It’s a revival of the fittest. It’s a 
development of leadership that is| 


Moves to Front Seat 


Harley J. Earl, General Motors 
vp in charge of styling, on how 
women cast the deciding vote in 
the purchase of nearly three out of 
four cars: 

“A few years ago women’s in- 


| fluence on autos was confined to a 


stern voice from the rear seat. But 
women have moved into the front 
seat, not only in design but in in- 
fluence of purchasing power.” 
—Chicago Sun-Times, March 27. 


of the queen bee. 

Is that how the beautiful heroine 
of the romantic novels gets her 
bee-stung lips? 

* 


Mail-order frauds cost Ameri- 
cans hundreds of millions a year, 
reports The Saturday Evening Post. 

It’s even worse when you realize 
that all that money could have 
been spent with legitimate adver- 
tisers. 

Copy Cus. 
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FOOD FOR THOUGHT, as well as all the “Lilly Dache’s Glamor Book.” Day after day 


other aspects of living, helps readers to a good 
day’s start in The Inquirer. Books in serial form 
take a high place. Included in the scores of 
famous titles published recently are: ‘‘Woman’s 
Guide to Better Living,’’ “On the Beach,” 


these volumes win high reader interest; under- 
score the Inquirer’s purpose: to inform, to 
entertain, to inspire readers. Out of this purpose 
has grown a deep reader loyalty of immediate 
benefit to advertisers. 


The Philadelphia Pnquirer 


Constructively Serving Delaware Valley, U.S. A. 


NEW YORK CHICAGO COETROIT 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG 

$42 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


SAN FRANCISCO LOS ANGELES 


FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 


155 Montgomery St. 3460 Wilshire Boulevard 
Garfield 1-7946 Dunkirk 5-3557 


Delaware Valley, U.S.A. —14 
county Retail Trading Area... 
home of 5,200,000 people... 
Philadelphia is the hub. 
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From TECHNICIANS To THEORICIANS 


THE TIMES SERVICE WEEKLIES REACH THE 


MEN wo MOBILIZE 1 MISSILES 


Military missilemen have launched the Age of Space. They are 
the pioneers and practicioneers of a mew technology, and they 
represent a new market of specialists whose collective opinion is 


critically important to space-oriented industry. In every echelon— 
command, procurement, administration and operations—the TIMES 
Service Weeklies overwhelmingly lead all military and civilian 
media in circulation. If your institutional message should be known 
and acknowledged by the personnel of military missilery, publish 
it—in ARMY TIMES, AIR Force Times and NAvy Times. 


ARMY TIMES 
Nav TIMES 


(Members ABC) 
THE MILITARY MARKET 
ppp ovomperningete WEEKEND 


ARMY NAVY Force 
REGISTER 


Write for the new military market information book — 


“MASS SELLING AND SAMPLING TO MILLIONS” EASY DOES IT—A special salute to the pre-fabrication industry and 


its contributions to the home construction field will be presented on 


“Armstrong Circle Theatre,” May 4. Scenes will show how construc- 
tion is speeded with pre-assembled units. Ogilvy, Benson & Mather 
is agency for Armstrong Cork Co.’s building materials division. 


U. S. OFFICES: Boston, Chorieston, S.C., Chicago, Dallas, Detrovt, 
— Honolulu, Los Angeles, Miami, Nuw York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


ARMY TIMES PUBLISHING CO. | 


2020 M Street, N.W. © Washington 6, D.C. 


‘March Volume of 4 
a irae Business Papers Is 
a , Off 8.2%, ‘IM’ Says | 


CHICAGO, April 8—Business 
publication advertising volume is 
still trailing the record level set 
last year. 

Totals at the end of March, 1958, 
show a drop of 8.6% (10,733 pages) 
from the volume reached at the 
jend of the first three months of 
1957. Pages for the month of March 
|dropped 8.2% (3,641) below the 
‘same month last year. These fig- 
ures represent the combined vol- 
ume of approximately 350 business 
publications reported monthly in 

ee” Industrial Marketing. 
7 As a group, industrial publica- \ 
G0 tions show a March drop of 9.6% 
(2,868 pages), with a year-to-date 
percentage dip of 10.6%, repre- 
senting an 8,886-page loss. 

Product news publications also 
lost ground, posting a 5.7% (171 
units) drop from the volume 
;achieved in March, 1957. For the 
year to date, this group is down 
1.8% (145 units) from last year’s 
total of 8,244. 

Recording the biggest loss are 
|publications grouped under the 
| trade classification. Down in March 
by 10.7% (674 pages), these pub- 
lications are off 8.9% (1,574 pages) 
/below the corresponding year-to- 
| date figures recorded last year. 


~LS when ACB sits 
ee down at the piano 


as 


ane 


|@ Class publications break the 
jnegative pattern by showing a 
4.8% increase (188 pages) for the 
month and a 4.3% (454 pages) 
|climb over the 10,542 pages re- 
| ported at the end of March, 1957. 

| Publications in the export group 
|lost 10% (116 pages) in March but 
|were down only 3.5% (128 pages) 
| from the 1957 three-month total of 


The perfect accompanist for the 
star performer in Sales and Advertising 


Sure! 


You can operate a sales or advertising department 
without ACB Brand-&-Retailer Reports. 


But with these Reports you_cqan do a better job 
. better sales volume... lowered sales cost . 
lose “wheeling and dealing” with your retail outlets 
and your field sales force. 


These ACB Reports capture, tabulate and deliver 
every advertisement appearing in daily or Sunday 
newspapers in which a retailer mentions or features 
your brand, or, brands competing with your own. 


You know exactly which of the 1,393 
major city markets is dragging its feet or 
making good progress. You know how each 
retail merchant in any given town helps or 


With these Reports, advertising can be integrated 
closely with sales. The curtain of distance that 
blocks your view of retail activity is lifted. You can 
keep currently informed of the changing schedules 
and advertising: copy of your competitors at the 
retail market level. 


More than 1,100 star performers in sales and 
advertising use ACB Reports. Full information 
without obligation by contacting office nearest you. 


ACB’s 48-page catalog describing its 
14 Services sent free on request. 


Jee ADVERTISING — | 
CHECKING BUREAU, inc. | 


|3,648 pages. + 
| 


Lavenson Shifts Two 

| Miss Jerrie C. Rosenberg, vp and 
|public relations director of Laven- 
|son Bureau of Advertising, Phila- 
| delphia, has been shifted to the 
| agency’ s account service depart- 
ment. Stanley Isenberg, formerly 
Miss Rosenberg’s assistant, has 
a named pr director. 


IKRLD 


cBS 
DALLAS 


| HAS 
| MORE 
LISTENERS 


‘ . . na t 
hinders your brand with his advertising. New York (16) 79 Madison Ave. © Chicago (3) 18 S. Michigan Ave. oe A 
And the information doubles in value as your sales- * oer eee “' hye rae ce cape Pa evn lt = : 
man receives a duplicate of the ACB Report cover- _ AGB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER in Texas — J peannam company 


ing his own territory. 


Seaiiatt ase whe 


Metlesel Representatives 
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‘Lowa is the 
Midwest's 
brightest business _ 


* Construction 


spot... a 


+38% 


Says Robert C. Holland, economist of the 


Federal Reserve Bank of Chicago. Livestock : 
Prices a 


February, 1958 "i 


_+23.8% 


Department 
Weekly Store Sales 


Earnings January, 1958 
January, 1958 a <f. 4% S sged 
: Be | pid 1957 


Comparison of economic indicators in lowa during a given month in 1958 over the same month in 1957 


*. . . lowa in general and Des Moines in lowa’s healthy balance between agriculture 
particular are the most prosperous areas in and industry has kept the state’s economy 
the Seventh Federal Reserve District. ‘The strong. 


rise in agricultural prices is a stimulant, 
which, coupled with large employment in Importance to advertisers? 
insurance and other service businesses, 


: lowans are buying. And the most econom- 
has helped free Lowa from the cyclical ex- 


perience durable goods states are having.” 


lowa’s farm income during 1957 reflects 
the higher agricultural prices Mr. Hol- 
land mentions. Gross average income was 
$11,752 per farm — 66%, over the national 
average. 


DES MOINES REGISTER AND TRIBUNE 


ical, most effective way to sell the Iowa 
market is advertising in the one medium 
that covers all Iowa. The Des Moines 
Sunday Register is read by 70% of Iowa's 
2.7 million people. It covers a whole state 
better than most newspapers cover their 
city of publication. 


Gardner Cowles, President 
Combinvd daily: 350,000 »* Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott « Doyle and Hawley 
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a 31% of the heads . In this classification, THE ELKS 


Ps 
CsA H MAGAZINE is far ahead of all other 
kf - 
of Elks Magazine * magazines surveyed. 
households surveyed Elks median income is $6,636—a figure 
— é surpassed by only three other magazines 
are officials or ° appearing in the Report. No wonder 
: Elks are rated tops in car ownership and 
proprietors of . 


in ownership of most other items 
: business. 


included in the Starch Survey. 
You can sell this market of 
1,204,000 Elks through advertising 
MAGAZINE ° in THE ELKS MAGAZINE. 


New York Los Angeles 
Portland, Ore. Chicago ee 


D. M. FERRETTA 


of Seattle 


District Manager, 
STOKELY-VAN CAMP, INC. 


“We found out the easy way... .” 


Mr. Ferretta says, ““The powerful influence of the Tacoma News Tribune 


in its important market was shown to us the easy way ... by the 


excellent results we have obtained from Stokely-Van Camp advertising 
in that newspaper.” 


Mr. Ferretta continues, “It was recently pointed out to us that the 
News Tribune’s circulation is more than 4 times the combined circula- 
tions of the Seattle dailies in the Tacoma market. Another reason we 
asked that the News Tribune be included on all Stokely-Van Camp ‘A’ 


newspaper schedules.” 


TACOMA NEWS TRIBUNE 


Tacoma, Washington 


a Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 
et NEW YORK e¢ CHICAGO ¢ PHILADELPHIA ¢ DETROIT ¢ ATLANTA 
LOS ANGELES ¢ SAN FRANCISCO e SEATTLE 
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Getting Personal 


Oscar Glasberg, editor of Post Exchange, and his wife, the former 
Ida Odessky, are parents of their first child—a daughter named 
Anne Bernet, born March 21. Mrs. Glasberg was formerly copy 
coordinator at Parkson Adver- 
tising, New York, and more 
recently with Norman, Craig 
& Kummel... 

Lawrence R. McIntosh, 
manager of the domestic divi- 
sion of Grant Advertising in 
Detroit, returned to his home 
town, Seattle, March 28 for the 
1958 Advertising Awards ban- 
quet of the Advertising & 
Sales Club of Seattle. He re- 
ceived a Distinguished Citizen 
award from Gov. Albert D. 
Rosellini... 

Walter Miles, director of ad- 
vertising and promotion for 
TV Radio Life, has been 
named chairman of the pub- 
licity committee of World 
Trade Week in Los Angeles. 
Also on the committee, which 
is appointed by the Chamber 
of Commerce, are Troy Garri- 
son, director of public rela- 
tions, Los Angeles Harbor De- 
partment; Richard Franklin, 


—Keepi ith the ; 7 : 
THE Sun meres Vp On pres:dent, Southern California 


news is Philip D. Allen of Maclean- Display Assn. and Robert 
Hunter Publishing Co.’s Chicago Metzger, director of publicity, 
office, enjoying Jamaica sunshine Port of Long Beach... 
and his copy of AA. Mrs. Scott Bullitt, president 
of King Broadcasting Co., Se- 
attle, has been appointed a re- 
gent of the University of Washington .. . 

Albert Schmid, art director at Tatham-Laird Inc., Chicago, won a 
first prize with his watercolor, “They’re Off!” at a show of the Aus- 
tin, Oak Park and River Forest Art League, a suburban artists’ 
group... 

Victor J. Cevasco, a vp of Albert Frank-Guenther Law, New York, 
is celebrating his 57th year with the agency. He joined Rudolph 
Guenther in 1901 as typist, runner, proof chaser and office boy... 


Lehman Moore Bennett Greene 


HAPPY ANNIVERSARY—H. Edward Lehman, media director of Victor A. 

Bennett Co., Robert Moore of the Bureau of Advertising and Monroe 

Greene, advertising director of the New York Times, toast Victor 

Bennett at party marking the 10th anniversary of the Bennett 
agency. 


Harry A. Batten, board chairman of N. W. Ayer & Son, Philadel- 
phia, will receive the 1957 Pennsylvania Award for “outstanding 
service to the American competitive system in Pennsylvania” from 
the Americans for the Competitive Enterprise System Inc., on April 
21. Mr. Batten, active in civic life, helped organize the Greater 
Philadelphia Movement, the Food Distribution Center, and aided 
drives for the rehabilitation of Washington Square and the historic 
Society Hill area... 

Three San Francisco agency executives have been appointed to 
the community relations committee of the Down Town Assn. They 
are: Harry A. Lee, vp and Pacific area manager of J. Walter Thomp- 
son Co.; John R. Little, vp and general manager, Foote, Cone & 
Belding; and J. G. Motheral, vp and manager, Batten, Barton, Dur- 
stine & Osborn... 

Ernest C. Arbuckle, exec vp of Foster & Kleiser Co., San Fran- 
cisco, has been named dean of Stanford University’s Graduate 
School of Business in Palo Alto, effective July 1. Mr. Arbuckle is 
a Stanford graduate and a trustee of the university... 

Bryn Griffiths, promotion manager of the U. S. Playing Card Co., 
Cincinnati, has returned from two weeks in Las Vegas, Nev., where 
he assisted the Las Vegas Charities Foundation in putting on its 
second National Gin Rummy Tournament. Prizes totaling $25,000 
were given... 

Arthur Towell, president of Arthur Towell Inc., Madison, Wis., 
celebrated the 35th anniversary of the agency with 35 friends and 
business associates at a St. Patrick’s Day banquet. Present was 
Willard J. Rendall, a former partner of Mr. Towell when the agency 
was called Miller, Rendall & Towell. W. L. Miller, the other mem- 
ber of the partnership, is now with Capper Publications. .. 

One commuter who profits when his train is late is Lee H. Bristol 
Jr., director of promotion, Bristol-Myers products division. While 
riding to and from office and home he’s written “Seed for a Song,” 
the biography of Bishop Robert Nelson Spencer of Kansas City, Mo., 
which was published March 27 by Little Brown & Co. An accom- 
plished organist, he also composes hymns on the 5:35... 
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Bugs Bunny 
at The Hecht Company, 

a leading Washington department store, 
received 197,000 completed phone calls 
in three days as a result of 
an exclusive full page ad in 
The Washington Post and Times Herald 
on Saturday, March 1. 

This is by far the largest response 


ever produced by any advertising medium 


in Washington, D. C. 


50% more circulation than any other Washington newspaper... more home delivered 
circulation than the second paper has total... and the lowest advertising cost per 1000 readers. 


Represented By: Sowyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los 
Angeles, Seattle; Joshua B. Powers, Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Asso- 
ciates—Toronto and Montreal, Canada; The Hal Winter Co.— Miami Beach, Florida; Tom McGill—West Roxbury, Massachu- 
setts; Puck, The Comic Weekly: A. R. Lerner—Paris, France; Robert S. S. Farley—Financial Representative in New York. 
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Y, KLamily 
to reach a market of 173 


tigger than the 12 


Every week, FamMity WEEKLY delivers the largest market 
in the world that can be reached in such depth with a 
single advertising medium — a market with 697,800 more 
population than live in America’s twelve largest cities 
combined. 


While it is true that for FaAmity WEEKLY we are using 
total market area population figures, it is equally true that 
it frequently requires several newspapers to saturate each 
of these twelve largest cities with the intensity of local 
coverage of the newspapers that carry FAMILY WEEKLY. 


In 556 counties across the country where FAMILY WEEKLY’s 
173 distributing newspapers deliver 20% + coverage, they 
average over 60%. This multi-market Supercity accounts 
for one dollar of every $6.93 spent at retail in the entire 
U. S.—a sales volume of $27,779,028,000. 


And in this giant market, FamMILY WEEKLY is read with the 
attention reserved for the local newspaper. Advertising in 
it builds immediate response and action, not only by con- 


Source: Sales Management, 1957 
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distributing newspapers — 
largest U.S. cities combined! 


sumers, but by dealers whose retailing decisions are so im- 
portant to your sales and advertising campaigns. 


Ask your FAMILY WEEKLY representative to show you the 
acetate overlay maps which clarify at a glance the satura- 
tion coverage pattern of the Big Four Sunday Supplements. 
Note how carefully FAMILY WEEKLY distribution has been 
planned to complement the coverage of the other three, 
with minimum duplication. Ask him, too, for all the reasons 
why FAMILY WEEKLY’s advertising revenue for the first 
quarter of 1958 is a whopping 77.1% over the same period 
in 1957 — a year in which its ad revenue more than doubled 
1956! (Up 126.4%) 


FAMILY WEEKLY MAGAZINE, Inc. 
leonard $. Davidow. President and Publisher 
153 NORTH MICHIGAN AVENUE, CHICAGO 1 


NEW YORK 22: 405 Park Avenue 
DETROIT 2: 3-223 General Motors Building 
CLEVELAND 15: 604 Honno Building 
LOS ANGELES 5: Blanchord-Nichols, Assoc., 633 South Westmoreland Avenve 
SAN FRANCISCO 4: Bianchard-Nichols, Assoc., 33 Post Street 
MIAMI 32: J. Bernard Cashion, Chamber of Commerce Building 


SUPERCITY = 


4,265,250 Circulation 
( in 173 Markets 
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Women Are 22% of 
Station Personnel, 
AWRT Study Shows 


New York, April 9—Radio-ty is 
still a man’s world, but the fair 
sex forms a sizable minority in 
the field. 

This is the principal finding of 
a year-long study of the broadcast | 
employment picture made by 
American Women in Radio & Tele- | 
vision. 

AWRT estimates that approxi | 
mately 9,200 posts are held by 
women in am, fm and tv stations | 
throughout the U. S. This repre- 
sents more than 22% of the total 
employment rolls of the country’s | 
broadcast stations. These figures | 
are a projection based on 2,256 re- 
porting stations. 

Maricn Annenberg, of WDSU- 
TV, New Orleans, who coordinated | 
the study, pointed out that this) 
analysis did not cover the person- | 
nel of networks, package produc- | 
tion companies, film distributors, 
ete. 

Among the findings: | 
e About 7% of the women handle 
more than one job at their respec- | 
tive stations. 


e There was an average of 2.6 
women per station, out of an aver- 
age of 11.7 employes per station. 


e Some 263 women hold the high- 
est executive position at their re- 
spective stations. The range is 
from clerical to top management. 


e@ Women are most likely to turn 
up in continuity or traffic depart- 
ments. 


e Some 539 of the total belong in 
the “talent group”—that is, they 
work on the air: 365 in radio and 
174 in tv. # 


Tuck Tape Extends Campaign 
Technical Tape Corp., New York, 
manufacturer of Tuck cellophane 
and household tapes, has appropri- 
ated $225,008 for a spot campaign 
to extend Tuck Tape’s two-for-one 
promotion through the second 
quarter of this year. The promo- 
tion, which enables the consumer 
to buy two rolls of tape for 29¢, in- 
cludes one-shot participations in 
network radio and daytime tv, plus 
spot tv in eight major markets. 
There will be a radio spot cam- 
paign on 250 stations in medium | 
and smaller markets. Included in| 
the appropriation is a 14-week re- 
newal on the “Jack Paar Show” 
(NBC-TV) in 70 markets. 


JWT to Boost Winter Games 


J. Walter Thompson Co., San 
Francisco, has been appointed ad- | 
vertising consultant to the organ-_ 
izing committee of the Eight Olym- | 
pic Winter Games. The agency of- 
fered its assistance as a pub-| 
lic service. It will aid the commit- 
tee on all phases of advertising and 
promoting the 1960 event, which 
will be held at Northern Califor- 
nia’s Squaw Valley. 


In YOUR Business... 


Chia 


| 
| 
| 
} 
| 
| 


! 
_ ae 4 
the home of the CHICAGO PRESS CLUB 
GEORGE D. JOHNSON, General Manager 
. 
Call Nearest SHERATON for 


Free Teletype Reservation 


Ads Sell Overseas Tickets 
International ticket selling made 
its appearance in New York news- 
paper ads for the Criterion Theater 
showing of “South Pacific” in 
Todd-AO. The ads, which appear- 


ed in the World-Telegram & Sun' 


and the Times, including the inter- 
national edition, urged reservation 
of tickets for forthcoming engage- 
ments of the film in London, Brus- 
sels (where the U. S. State Depart- 
ment has selected it to be shown 


Berlin, Tel Aviv and 56 other major | Gianninoto Opens L.A. Office 


cities, abroad and in the U. S.! 
Donahue & Coe is the agency for 
the theater. 


MGM.-TV Appoints Gibbs 
William R. Gibbs, former tv 
commercial production supervisor 
at Young & Rubicam, San Francis- 
co, has been appointed director of 
MGM-TV’s commercial and indus- 


| trial] division, New York. Mr. Gibbs 
|succeeds Virgil E. Ellsworth, who 
at the World’s Fair), Tokyo, Rome, | has resigned. 


Frank Gianninoto & Associates, 
New York industrial design com- 
pany, has opened an office at 9046 
Sunset Blvd., Los Angeles. Mary | 
B. Sheridan, formerly of the Art! 
Center School, Los Angeles, has 
been named vp and manager of the 
office. 


Zift-Davis Boosts Mascott 

Marshall D. Mascott has been 
elevated from the promotion staff 
of Ziff-Davis Publishing Co., New 
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York, to the new post of circulation 
promotion manager, in charge of 
all promotion for the company’s 
special interest monthlies and an- 
nual publications. 


Miller Appoints McKenzie 
Duane McKenzie has _ been 
named research director of Miller 
Publishing Co., Minneapolis, suc- 
ceeding Walter C. Smith, who has 
resigned. Mr. McKenzie was pre- 
viously market research statisti- 
cian of Minneapolis-Moline Co. 


Chip Off 


We'd like you to meet one of the bosses of a $400 million 
business called farming in Central Ohio. He feeds his own 
corn into his own hogs, has two tractors and a city-shopping 


family that wants all of the better things of life. 


You find him sharing his noontime, as usual, with Bill 


Zipf, farm director and farm news reporter for WBNS-TV. 
They have been friends for nine years—personal friends, 


on his shoes. 


because Bill Zipf is a reporter who travels 30,000 miles 
of rural roads a year and shows up at the studio with dirt 


You can see why the casual offer of a Farm Almanac, 


on Bill’s “Farmtime” program, pulls requests from 33 
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FCC Okays KTVI Shitt ; 5 Silas Dean organization, which|/ing programs for 25 years. “The | 
The Federal Conmmitnications | Petting Intangibles sells sales training programs. Be- differences lie chiefly in the appli- 
Commission has authorized Signal | 3 7 | fore joining Dean he was super-/cations of these techniques to the 
Hill Television Corp. to shift nal Is Rewarding Field, visor of sales training and sales | selling of ideas. 
tion KTVI, St. Louis, from uhf| ; ; personnel for International Har- 
Channel 36 to vhf Channel 2. nt Smith Says in Book vester and before that he was a/s# “The chief appeal of intangibles 
the same time FCC announced | New York, April 8—Methods of life insurance salesman for 12 selling,” he continues, “is that it 
mileage separations will be sus-|selling services, ideas and similar years. |offers greater security over the 
pended so that the operation of| wares are described by Abbott P.| “Selling intangibles is not much | long haul; greater income after one 
KTVI on Channel 2, St. Louis, will| Smith in his new book, “How to different from other types of sell-| is established; and perhaps a great- 
not preclude eventual construction |Sell Intangibles” (March, 1958, ing, at least as far as the basic er challenge than we think we see 
of a station on Channel 2 in Terre | Prentice-Hall, New York, $4.95). (techniques are concerned,” writes | in other fields. In most intangibles 
Haute, where two competing appli-| Mr. Smith is presently New) Mr. Smith, who has been a sales-|selling jobs, there is no danger of 
cations are under consideration. England district manager of the man and supervisor of sales train- | market saturation, of radical prod- 


HELPER—R. T. French Co. is using 
miniatures of display pieces to sell 
retailers on using the full-scale 
units. 


uct changes, or of stifling strikes or 
supply shortages.” 

| The chapters are devoted largely 
|to explaining how to line up pros- 
pects, how to make the approach, 
how to conduct the interview, and 
how to keep an intangibles sale 
sold. # 


Radio Cincinnati Closes in N.Y. 
| Radio Cincinnati Inc., which has 
|maintained a sales office in New 
York for the past five years for it- 
self and its affiliates (WKRC and 
WKRC-TYV, Cincinnati; WTVN and 
WTVN-TV, Columbus, O., and 
WBRC and WBRC-TV, Birming- 
ham, Ala.), has closed the New 
York office and will henceforth 
work out of WKRC’s office in Cin- 
cinnati. Don Chapin, Radio Cincin- 
nati’s national sales manager who 
'was in the New York office, will 
head up the sales operation in Cin- 
cinnati. 


Trans-Lux Names Oken 

Murray Oken has been appoint- 
ed midwestern division manager, a 
new post, by Trans-Lux Television 
Corp., New York. Mr. Oken previ- 
ously was director of distribution 
for the film division of Colonial 
Williamsburg Inc., Williamsburg, 
| Va. ° 


Allison Joins Molesworth 
Kenneth W. Allison, formerly 
|public relations coordinator of 
|Atomic Power Development Asso- 
ciates, has joined Molesworth As- 
sociates, Boston agency, as an ac- 
count executive. 
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CEDAR RAPIDS 
nd 


LARGEST 
MARKET 


_ @ In effective buying income 
@ in total retail sales 
@ in most retail sales catagories 


im im 1957 . . The Cedar 
| te published mere mn A 
amy ether 


Circulation over 
63,000 Daily, 65,000 Sunday 


~—_ 
’ nab ies #3, ¢ ly g Bek ee 
3 ay * 
Ohio counties and over 130 small towns. More important, Cedar Reap tls 
you see an example of the face-to-face approach by which wie B ws $S$-TV Ong tte Pasir 


WBNS-TV, born and raised in Central Ohio, attracts its 


larger audiences, day and night. CBS Television in Columbus, Ohio fi Seen RARE, JOYA 
Time buyers, too canny ever to fall off a hay wagon, Fee ee an ee ae FUL L ROP Cotor 
have reduced volumes of these facts to one conclusion: 316 kw. Affiliated with The Columbus Dispatch, The Ohio State =: 


“If you want to be seen in Central Ohio—WBNS-TV.” Journal and WBNS Radio. Represented by Blair TV. "The MLLEN-KLAPP CO. 
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Even f know that ... 
only THé ATLANTIC CITY PRESS 
covers SOUTHERN New Jersey / 


_ 


gt ee 


That's right, even we hillbillies know that the Press not only blankets Atlantic 
City itself, but also provides the best coverage of the Southern New Jersey 
market: Atlantic, Cape May, and Cumberland Counties, each covered daily 
by separate local editions. This coverage is growing more intensive—circula- 
tion is up 13%. 


So train your sights on Southern New Jersey's big 13 million dollar drug 
market by putting the Atlantic City Press on your list. 


Atlantic City Press 


Southern New Jersey's ‘Good Morning’ Newspaper 
Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 
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A message to the ladies and gentlemen 
of the communications world ... from Amana 


! owners of the trade-mark Deepfreeze. 
& 
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SCSI bos LF ee 


S 


Beate Te 


Over the years you have been ex- 

tremely kind and generous in your 

news and editorial references to one 
of the outstanding products of Amer- 
ican industry .. . the Deepfreeze 
Home Freezer. You have helped to 
give it world fame and respect. And 
we sincerely hope you continue to be 
as generous as long as there are 
presses to run and news to print. 


However, for our protection as 
owners of a valued trade mark, we 
would like to suggest this— that you 
use the name Deepfreeze only when 
you are referring to a Deepfreeze 
Home Freezer. When you are refer- 
ring to freezers in general, we would 
: appreciate your simply calling them 
home freezers. It is easy to do and 


*And both are followed by a ®. 


Advertising Age, April 14, 1958 
Sidney Clayton Names Two Po]] of New England 
| David L. Hackler and Richard N. 


Vaughan have been named to the NJAA Unit Shows 
copy staff of Sidney Clayton & As- 


_sociates, Chicago. Mr. Hackler was Opposition to ISIM 


|editor of employe publications at) ' : 
|National Aluminate Corp. Mr. Worcester, April 8—An unoffi- 


Vaughan formerly was public re- 
lations supervisor of U. S. Rubber 
Co., Joliet, Ill. 


cial poll of 125 members of the 
Eastern New England chapter of 
|National Industrial Adver*‘sers 
| Assn. at a meeting here last week 


showed a majority oppose the pro- 
Smith, Taylor Promotes 4 posed reorganization of NIAA to 


Phillip A. Demme and John A./an International Society for In- 
Angus have been promoted to ac- | dustrial Marketing. Consensus of 
count executives at Smith, Taylor & members polled was that the local 
Jenkins, Pittsburgh. Charles Feigl- chapter, which now has a member- 
stok was promoted to production | ship of 225, would lose 90% of its 


manager, succeeding Mr. Demme, 
| who was named director of art 
and production. 


‘PI’ Closes Western Office 

Printers’ Ink will close its Los 
Angeles editorial office effective 
May 23 in order “to concentrate 
on Chicago and New York.” Lou 
Thomann, who has headed the of- 
{eee for the past 12 years as western 
\editor, is setting up an office for 
| editorial representation. 


will keep your stories at their present 
high level of accuracy. 


As you know, Deepfreeze is now a 
division of Amana Refrigeration, Inc. 
—and Deepfreeze chest-style home 
freezers are made with the same 
superb quality and traditional 
Amana craftsmanship which have 
made Amana famous as the world’s 
largest manufacturer of food freezers. 


If you are interested in the advan- 
tages of the world’s finest food 
freezers—upright or chest models— 
we cordially invite you to visit your 
friendly Amana dealer. He will be 
happy to explain to you how an 
Amana or Deepfreeze Home Freezer 
and food keeper can contribute so 
much to better living for you. 


Deepfreeze’ 


HOME 


Amana Refrigeration Inc., Amana 62, lowa 


World's Largest Manufacturer of Food Freezers — Also Produces 
Freezer-Plus-Refrigerators * Built-in Freezers and Refrigerators * Room Air Conditioners * Central-System Air Conditioning 


FREEZERS 
Made only by Amana’ 


|members. 

| G. Lincoln Ryther, chapter pres- 
lident and advertising manager of 
|Lewis Shepard Products, Water- 
| town, Mass., said, “I am not sold on 
| the idea of reorganization, although 
I agree an ad manager should be 
|marketing-minded. But those pro- 
| posing the change forget that a lot 
,of manufacturers are small or me- 
|dium-size and would find the re- 
|quirements proposed too strict. I 
believe those fellows would go out 
and form their own NIAA. 


# “A sore point with most every- 
body,” Mr. Ryther added, “is that 
the proposed dues for ISIM are 
|definitely too high. It would cost 
'one manufacturer here $2,500 to 
| join. He couldn’t afford it and indi- 
'cated he would quit.” 

The chapter will hold a meeting 
| May 15 at the Hotel Vendome, Bos- 
| ton, for an official vote on the pro- 
|posed reorganization and to in- 
|struct its delegates to the annual 
| EAA, convention in St. Louis. 


JOIN AMA, RESTLESS 

-NIAA MEMBERS URGED 

| PuHILapevpuia, April 8—The Phil- 
adelphia chapter of the American 
| Marketing Assn. is inviting the Na- 
tional Industrial Advertisers Assn. 
‘into its fold. 

| In an editorial in the local 
group’s monthly newsletter, the ed- 
jitors admitted they are a bit con- 
|fused over the NIAA’s suggestion 
that it be transformed into the In- 
ternational Society for Industrial 
| Marketing. 

William D. Anderson, of Curtis 

| Publishing Co., the newsletter’s ed- 
itor, referred to an ADVERTISING AGE 
editorial (AA, March 24) and 
| agreed that confusion reigns. 
| “Is not the framework of the 
| AMA large enough to include such 
|a group?” he asked. “If the in- 
dustrial marketers have not found 
la home as part of the AMA, this 
suggests that some effort be made 
| to determine why this has occurred 
and how this seeming schism can 
be prevented,” he wrote. 

Mr. Anderson invited comment 
from the national AMA officers 
‘and from Philadelphia chapter 

members. + 


Ylvisaker to Knox Reeves 

Dr. Hedvig Ylvisaker, for the 
past two and a half years a free 
lance commercial researcher, has 
joined the research department of 
Knox Reeves Advertising, Minnea- 
polis. She was formerly deputy 
chief of the U.S. Information Agen- 
cy in Germany for eight years. 


| Cowie to ‘House & Garden’ 

Paul Cowie, formerly with Liv- 
jing for Young Homemakers, has 
| joined the New York sales staff of 
| House & Garden. 


Want Information? News? 


| 
| 
| 
| 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 
14 E. Jackson Blvd., Chicago 4, Ill. 
Phone WA 2-5371 
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LEADERSHIP 


EARNED BY : 
BETTER RESULTS a.) 2 
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You reach 


MORE Buyers in 
THE SEATTLE TIMES 


No matter what product you offer Seattle consumers, 
you'll sell more when you advertise in The Seattle Times 
... because The Seattle Times reaches 7 out of 9 news- 
paper-reading homes in Seattle—including 375,680 
people not reached by another Seattle newspaper! 


BUYING HABITS IN SEATTLE HOUSEHOLDS ARE SHAPED BY 
ADVERTISING APPEARING IN THE SEATTLE TIMES 
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‘ONE OF THE 


FIRST 100 MARKETS 


with 56 % population on the Illinois side 


“a 
ROCK ISLAND ARGUS 


_ Two Evening Newspapers that 

Cover 3 of the 4 Quad-Cities 
_ without Duplication — Full 
ROP Color Available Daily! 


THE ALLEN-KLAPP 


44444444143 
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HELPFUL—When Stromberger, LaVene, McKenzie, Los Angeles, moved 
to new offices at 3325 Wilshire Blwd., friends and clients were noti- 
fied by a phone directory page reprint with the agency’s listing in 


red. An attached slip told how 


to replace the old page with the 


new one, 


Northwestern U to Pershall 

Northwestern University, Evan- 
ston, Ill., will move its advertising 
account from Foote, Cone & Beld- 
ing, Chicago, to J. R. Pershall Co., 
Chicago, effective July 1. 


COMPARE 
AIRLINES 


AND YOU'LL SHIP 


UNITED AIR FREIGHT! 
= 


UNITED Coast-to-Coast Coast-to-Coast 
AIR LINES Airline “B” Airtine “C” Airline “D” Airline “E” 
(cargo-passenger) (all-cargo) (Cargo-passenger) (all-cargo) (Cargo-passenger) 
Maximum speed 365 mph 300 mph 365 mph 331 mph 331 mph 
Unlimited reservations Yes No No No No 
Airports served directly 69 14 61 11 46 
All-radar fleet Yes No No No No 


BEFORE YOU SHIP, COMPARE UNITED with other major 
air carriers. You'll find that no airline is faster. None 
equals United’s 69-airport coverage. You'll note that 
only United offers you unlimited reservations — guaran- 
teed space aboard 832 cargo and passenger flights. And 
United is the only coast-to-coast airline with radar on 
every plane for more on-time dependability. 


There are other “extra” advantages in doing busi- 
ness with United. Fast, door-to-door pickup and delivery. 
Interline connections that give you service to more than 
2000 communities on one airbill. Friendly, personalized 
follow-through on your shipments. But the best way to 


compare these extras is to ship United and see. For service, information, or free 


AIR LINES 


Air Freight booklet, call the nearest United Air Lines Representative or write 
Cargo Sales Division, United Air Lines, 36 South Wabash Ave., Chicago 3, I!linois. 


IT COSTS NO MORE FOR EXTRA DEPENDABILITY—ON UNITED, THE RADAR LINE 


Celanese Sets 
First Men’s Wear 
Coordinated Push 


New York, April 8—Celanese 
Corp. of America this spring will 
run its first coordinated promo- 
tion in the men’s wear field. Con- 
sumer advertising, running exclu- 
sively in Sports Illustrated, will be 
built around a “Celanese gallery of 
champions,” featuring six promi- 
nent figures from the sports world. 

The champions to be featured in 
the spring campaign include Bob 
Mathias, Olympic decathlon 
champ; Dick Button, figure skater; 
Bud Palmer, sports announcer; 
|Paul O’Shea, sports car racer; El- 
|roy “Crazy-Legs” Hirsch, pro foot- 
ball star, and Frank Parker, tennis 
| vereram. The endorsements were 
lined up by the agency, Ellington 
& Co. 

Each ad in the April-June series 
features one champion wearing an 
outfit made from Celanese “con- 
|temporary” fabrics, including Hub- 
|bard slacks, Ratner of California 
suits, Rudofker After Six formal. 
wear, Van Heusen shirts, Brent- 
wood matched shorts and shirts, 
Buck Sekin jackets, Wembley ties 
and Truval sportshirts. 
| Trade advertising is running in 
|\Daily News Record and Men’s 
Wear, and a full promotional pro- 
gram is available to manufacturers 
and retailers. # 


Outdoor Ad Federation Is 
Planned for Europe Market 

Arrangements are under way for 
the creation of an International 
Federation for Outdoor Advertis- 
‘ing by the outdoor advertising as- 
|sociations of the European Com- 
mon Market countries. A meeting 
to constitute the federation is ex- 
pected to be held at the end of 
June. The decision to set up the 
federation was made at a March 
meeting in Paris of representatives 
of the outdoor advertising associa- 
tions of the six ECM countries: 
France, Belgium, Netherlands, 
Luxembourg, Italy and West Ger- 
many. 

Aims of the new federation 
would be to promote poster adver- 
tising and public transport adver- 
tising within the Common Market 
area. It will also seek a unification 
of legal provisions governing out- 
door advertising. After constitution 
and consolidation, it will invite 
outdoor advertising associations in 
countries outside the European 
Common Market to join. 


CRITICAL READERS 
LISTENERS, VIEWERS 
think up claims that your ‘ogency, 
clients or personnel have committed 
LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. ss 

FORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 


CORPORATION 
_21.W. Tenth, Kansas City, 


City. Mo. 
ball Tew Bas yn 


cy 
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OUTDOOR Sales Pictures 


Create Quick Identification 


Miistpe >. 5 tS 


Fb. 


> - 
¥ 
a + aa 


Your kind of beer real beer! 


a * * m spt y il 
{ Outdoor Advertising } Sears 


ype HF Mp, Ny 
ra ~~ a hehe A 


Poster designed by Batten, Barton, Durstine & Osborn, Inc. 


for New Schaefer Package! 


“Outdoor is an ideal medium to introduce Schaefer’s 


eye-catching new package—probably the most 
modern in the beer business. Outdoor shows off its 


My. J ohn Nemesh gleaming red, white and gold design with great 


Advertising Manager impact...exactly as consumers will see it 
F. & M. Schaefer Brewing Company, says: ‘ . : ‘ 
in stores, and that’s where we expect it to win 
new friends for Schaefer and to increase 


impulse sales for our retailers.” 


S out of 10 people remember Outdoor Advertising!’ 


OA I 
OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA + BOSTON «+ CHICAGO « DALLAS - DETROIT - HOUSTON + LOS ANGELES - PHILADELPHIA + ST. LOUIS « SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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FIRST in the 
United States 
among cities 


under 150,000 


SIXTH in the 
United States 
among ideal 


testing cities 
population. regardless of size. 
population, 
source 


Sales Management 


PORTLAND, MAINE 


the testinges¢ market in the country 


PORTLAND PRESS HERALD ad 


EVENING EXPRESS ° SUNDAY TELEGRAM 


94% coverage of ABC retail zone 100% coverage of city zone 


SECOND of all 
testing cities in 
New England 
regardless of 


represented by Julius Mathews Special Agency 


Advertising Age, April 14, 1958 


Information for Advertisers 


Information published by Gay- 
nor & Ducas gives tips on adver- 
tising in recruiting engineers. The 
report, “A Statistical and Person- 
ality Profile of the Engineer and 


the Role Advertising Can Play in| 


|Recruitment of Engineers,” incor- 
porates results of continuing stud- 
ies in this field conducted by G&D. 
Copies are available on request 
from the agency, 400 Madison Ave., 
New York 17. 


le “The Spotlight Is on Charlotte | 


jand Observerland...the Super 
|Market of the Carolinas” is the 
| title of a folder available from the 
Charlotte Observer. The folder in- 
cludes a map giving locations of 
major chains in the area and fig- 
| ures on grocery linage. 


Meet Bob McConnell! 


Experienced broadcaster .. . with a flair for programming and sales . . . 


tempered 
by sound business judgment . . . highly respected throughout the industry 


. Bob helped build WISH-TV. 


A Hoosier . . . native to Indianapolis . . . a leader in his community . . . 


Bob McConnell knows the people WISH-TV serves and how best to reach them. 


Bob is one of the important reasons why WISH-TV © dominates 

the nation's 14th television market, consistently wins more quarter hours than 

all other stations combined* and averages 39% more viewing families than the next 
Indianapolis station. Let Bob and WISH-TV help you in Indianapolis. 

Represented by Bolling. 

*Total week (ARB 1/58.) 
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A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa «© KGUL-TV Houston *« WANE & WANE-TV Fort Wayne 


WISH & WISH-TV Indianapolis 


e A 36-page factbook, published 
by the Chicago Tribune, outlines 
operations of the newspaper’s con- 
sumer panel set up in 1948 to pro- 
vide continuous measurement of 
product purchases in the Chicago 
|area market. The panel is made up 
of 725 metropolitan Chicago fam- 
ilies who each week report all pur- 
chases. For a copy, write A. W. 
|Sreier, general display advertising 
manager. 


e An analysis of the Phoenix trad- 
ing area has been released by the 
Phoenix Republic & Gazette. In- 
formation in the four-sheet report 
includes a comparison of the 
Phoenix market with 30 far-west- 
ern trading areas in consumer 
|spendable income, retail sales, 
/number of households and sales by 
eight basic store types. The report 
is available from William K. Op- 
Dyke, manager, market analysis 
and research, of the newspaper. 


e High school and college fresh- 
men girls spent $722,593,572 on ap- 
parel alone in a 60-day period in 
1957, according to Seventeen in two 
surveys, “The Back-to-School 
Story” and “The College Fresh- 
man Story, 1958.” The high school 
survey—second in a series con- 
ducted by the magazine—reveals 
that over 3,600,000 girls (ages 14 
through 17) spent $619,034,820 on 
clothing last fall, or six times as 
much as the college freshmen 
market alone. The 284,400 girls en- 
tering college took with them 
$103,558,752-worth of wearing ap- 
,/parel. The reports are available 
from Aaron Cohen, research direc- 
tor, Seventeen, 488 Madison Ave., 
New York 22. 


e Post Exchange, the magazine of 
| merchandising to the armed forces, 
|has available a new free folder, 
|“How to Sell the Armed Forces 
Market.” The publication’s address 
| is 141 E. 44th St., New York 17. 


e A copy of a readership study 
| published by Die Huisgenoot, South 
|African magazine, is available 
from Norman List, Joshua B. Pow- 
ers Inc., 345 Madison Ave., New 
York 17. The study reveals, for ex- 
ample, that 74% of Die Huisgenoot 
|readers own motor cars as com- 
pared to a Union of South Africa 
average of 54%, that 68% of the 
readers own refrigerators, com- 
pared to a national average of 56%. 


Honig-Cooper Volunteers 
Honig-Cooper & Miner has vol- 
unteered its services as advertis- 
ing agency for the 1958 San Fran- 
cisco united Bay Area community 
fund drive and has established an 
account group for the task with 
Ted Krough as supervisor and Jer- 
ry Gorin as account executive. The 
campaign will be held in October. 


WFIL Appoints Spitzner 
| Clyde R. Spitzner has been 
/named director of radio sales and 
programs of WFIL, Philadelphia. 
He formerly was commercial man- 
ager of WIP, Philadelphia. 


Marie does it 
FASTER... 


complete mailings, multi- 
raphing, veg ne 
ng, addressing, fill-in on 
multigraphed letters, 
ac ing. 
Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush ick, 
ru" service and fast elivery 
LL WAbash 2-8655. 


| ‘a Lolo fin 


| 431 S. Dearborn St 5 
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“Ad Age’s coverage 
of international 
advertising fills 

a long-felt gap.”’ 


says STEWART L. FRITCHE 
Vice-President 


STEWART L. FRITCHE 


Born and educated in England, Mr. Fritche’s 
career has been truly international. Starting in 
his early twenties, he was for seven years engaged 
in advertising, sales promotion and general 
trouble shooting all over Europe and the Middle 
East for the consumer products of Stanco Inc., 
a Standard Oil Company (N. J.) subsidiary. In 
1937, Mr. Fritche joined The George W. Luft 
Co., Inc. (Tangee cosmetics) as European man- 
ager and managing director of their English 
company. This was followed by World War II 
service in British Security Intelligence in Egypt, 
Palestine, Italy and Greece. After the war, he 
returned to his former position with the Luft 


company. 


Mr. Fritche came to the United States on a busi- 
ness trip in 1950, and decided to stay here, joining 
Robert Otto & Company in 1951. Since then, he 
has been in charge of the Remington Rand 
account and has been prominent in the agency’s 
rapid growth during the last five years. When 
the Otto company exceeded $5,000,000 in billings 
in 1955, it became the first agency devoted ex- 
clusively to international advertising to reach 
that volume. 


Robert Otto & Company inc., International Advertising 


“Now, just as for our domestic colleagues, 

Ad Age is a must for all of us engaged in the 
fast - growing business of international 
advertising. | have discovered also that many of 
our foreign associates subscribe to Ad Age 

and regard it as the pulse of American and 


international advertising and marketing.” 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 


1 Yeor (52 issves) $3 


Ca SE eae ssi Bi yee it meer ae Ted oe eerie ee. “wheal oN rea eae, bt ote RL ki EAE Ee Me Wee EPS ae ah 3 Sige Sia pa oe 4 Soe > 
SP het . ai ae Epos s Vasa ne ie Sy ah ee pe eG i Be ea oe OY, Sec ey peer ee ee Cee ae E; Mot ioe ee ae 
. 2 : a pear). 3 im ; Py ees ca ara el pt gel las {ae Oe ss fie: a Ry Eas aie CE 5 i ieee ao Se - : y 3 a i 
2 Sat ink mae a Bs ft ee : os wat 7 Pere wet : Pci cet eee yg oe Teme eee a ie Ca Sit see ee a es eine < e eee 
ae ec al BS eg il) ae ORS os Sa a : pee a Bre eo ee Meee Se ey re ae ici rea aia me Bi i jee pen: 

a See of es age. att | eM eh ee | ieee 2 een & PD a 23:5 SR co Pre koe Ny et Ch ee oh RN Re ety oy Le ny ed et iy 7) Ged ae =e Cer ay page. oF Pee _ a ; 
[Se eames eames PS . Se CM Ae eo," ees ee ae aaa a BSS E 2 tee Sh rin ie it a al. Atos ar Aad A SE pc eee fo > 2 
eee ee ee) oe gemma ee — 
Pa ; . at ° ai, eae 
age oe 

=— . eee ee LL 
ee: 
- AE 
a. 
He 
es 
Sane. 
a 
‘ene 
ae | 
ae 
iy 
oes ee ee 
‘ EE EP PO A ead” *- sv 2 a. Y ph 3 fa 
" g 2 od eS es Sine Sete og & 3 iu i + ~ ‘ es ii 
- Was Oy Tae, mn - foot 
“4 . BET 
ne ee eee ; ved 
° a. So & — bee 5 iieees ee : 7 
— tat — besa Siagee ay a Bat 
q oe — = me ee " J 
a oe | satin mgs ; = 
* nae ° if ea _ ‘ Bere 
Spores 3} ae rae ; ’ 
P ous ‘ ™ See 7 he 
t b 3 % “2 “ ba 
z a “ : ae ss \ % k ve 
% ie : TS ee - par 
ee “4 “ ae he * ‘ 2 
xf > s ee. o _” jas : 
i & rt 2 : : P's 4 : 1 
he oy _— oa mie > x id + 
a ; ce = £ “>= — : 
4 _ we e ara 
oe " ~ ~ 
‘ a we ee: r on 
- a ‘y r 
- , ai : 
J One b/ : ee . =< 
2 aa. ‘ Bias ta = i 
.' ie ae ~ = oe 
** , i a oe age 
Z oe. as : be Sings a i = i 
+ i r ’ sedakes en shite 
* 4 ce ? ae 
be — Ly ee 
¢ i : ee ae ape 
: . i 1 a aes = ee 
: a "aie a. '? ee 
; cil : E Boy ey 4 ae 
S " >: hay a ;: Ja ay 
taal - se 2 <¥ ioe 
gl: p RE IPRS 1 Si ' 
‘ . “er 7 % eee ee Mens, 
“} fe Se ce meets 1s it 
a fi 7 .* a < > 4 aa = 
uf ists Boas he 3 aE i 
“ “oe: ae 3 Pais : 
ee : bates ele. ee 7 i au 
da > pe 4D 4 : + 7 . a Se 
et She ef o: 
* — Ae gaa! — ‘soem wig 
/ eee er eee , a 
Pe SS a =, 3 gala , ess eee: 
ll 7 yi ell “i on ems 
: ah re a ’ 
ie, oA oa ae Ss; 
San hry # Co ae ~~, aes 5 em ei oy 
say 3 (fe ae 4 <a rea oes. es 
. A? gee ares . 2a 2 fb are ‘ 
io? 3 oe a faved a + ee a 
" a Be ro! a we a ae > 3 i he eye Jo 
Len GLE tee pa ae ‘ re o ~ oh ae mee wee: 
Speers ee fH oka : ate Pe i oan oe 
4 vite me See Sa eis a ." ; Per... me as 
Pang aa? “ale er Tg ae a : ay so Tees me. 
3 i : eS a ; ee hs = 
Rt ee a me a 's Be . oe 
; 7 og Le yp ee See hts + oid Sat} 
i e oe y = ie Shae, ee x Bee oe cae 
: : So > II hires > <td ‘ nO — is = sae 
= " ee gers i *, lig . a” a i eg 
, sy, on OR nS ea et F . a. oes 
. Joe gg ea ks ag Cee re et, me i.” one 
e. ik iS A ges % “ ag: SAN OR a ha ae = ae 
fi 
an 
baci 
eey 
Le 
cece 
2 bes 
Pa 
| fz» 
De 
2 
Bg 
va 
i 
= 
Adve isi 
ae es © =: 
Seer ant 8*-O ote { 
“se 
*. a. - 
° ARC Beard = " 
ke 8006 Sea 
I) - 
nu Pale Sean. Ward ¢ , 1 
. | mp 
1) RG 
ot te = M. 
= === )| * Applianess Ore for Same antling ij 
== te PRORG] i= i —— * Show, i 
S423 > oN pe ay he ~/Mallins Series —, / | 
e Sr Ss a CR SO Sele —— a. 
Se Ses See. "= > - —— 
st + t= > § | -.S Pw — a te 
3S SS oS =o oe ee ~*, 
So St, Set ee SD ee St Tew’ Greny = ne / 
Oe Pe ee —— ~ —_ 
oo | SST IST StS SS Ss) wee, Sra 
SS Set | SE Sa see oir | = _— = ae i 
SASS es MASS SiS ee Se. a 
SSS SSS LSS TS Sees 
=> SS = Americas Wing ee ee >= s— rs 
SS &= == FS ee ae St , 
SS TSS Ree Sle. SSS SE SS 
TS tis ee ek a 
Sessa: hee —— = _§ =>." =_" = , = 
eet = SSS SSS SS 
°-* SSS SS eS — >> = 
OO nee! ee Le Se a Ee 
teed ae Se ee ee 
ee YS Peed “—<s 
a 
~~ a 
* - “ 
oy y } , aoe howe Peg 7 Se a ae EER i ‘ : phe nade 4S ar: GEN tla in ee Bina ee sia are Ma) Reet BA Se nies ' 
an —_ a nr 7 e vbe wer ele Sr! eee ‘np ee a + =a. » 7° i. i a is ir ee a r awe is ie Oe ae me v4, "os ad a say A, by =r ae Rye. Bry ot «. CSE AS er TF | See ee Wow ty ek ae =~ . i ie yes) geen ee ae? yeas "SS Genet en 2 a ee o >. a. 


28 


Promotion Aims to 
Build Puerto Rico 


as Fashion Center 


New York, April 8—“The Paris 
of the Caribbean”—that’s the title 
Puerto Rico is aiming for in one 
phase of its “Operation Bootstrap.” 

The garment industry is Puerto 
Rico’s largest, and the island 
claims to be the only one in the 
Caribbean that’s equipped to outfit 
the entire family from head to toe. 

According to the island’s econo- 
mic development administration, 
the island has long had a couturier 
group designing $5,000 gowns for 
los ricos Puerto Riquenos. And at 
the same time, the island has a 
well-established soft goods indus- 
try capable of turning out hand- 
detailed slacks for only $1.95. 

This build-up of Puerto Rico as 
a fashion center has two main 
aims: Not only is it desirable from 
a new business standpoint, but it 
will also help create a high-fashion 
image of the island, supplanting 
the idea of rags and poverty. 


® The EDA has many plans afoot 
to accomplish this. First, fashion 
can be expected to be worked into 
many of the ads run by the Com- 
monwealth of Puerto Rico. One 
commonwealth ad will probably 
picture a designer’s studio. 

In tourist and rum ads, the mod- 
els will frequently be wearing 
clothes either designed or made in 
Puerto Rico. For example, a rum- 
sipping gentleman will be wearing 
a tuxedo made in Puerto Rico, or a 
guaysbera, a pleated shirt-jacket 
popular through the Caribbean. 

To further demonstrate the de- 
sign ability of the island, the mar- 
keting division of the EDA is ar- 
ranging to have Puerto Rican fash- 
ions modeled in charity fashion 
shows along with top French and 
American designs. Puerto Rican 
fashions will also be worn by stars 
on tv programs and be furnished 
for advertising and editorial fea- 
tures. The division will also parti- 
cipate in trade fairs this year for 
the first time. 


s To point up the manufacturing 
facilities of the island, a trade cam- 
paign got under way in October. 
These ads point out that 216 ap- 
parel plants have been opened by 
U. S. companies in Puerto Rico, 
and “dozens” are contracting work 
there. 

Three big talking points in the 
ads are: Low cost of production, 
quality craftmanship and rapid de- 
livery on schedule. This last point 
is emphasized because it is a fairly 
recent achievement. 

The ads also feature S. J. Cape- 
lin Associates, engineering consul- 
tant, which has been retained by 
the marketing division to oversee 
every Puerto Rican plant and en- 
sure that the work is done accord- 
ing to manufacturers’ require- 
ments. 

The media list, which may soon 
be expanded, includes Apparel 


Keep 
Top Brass 
informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
+ Publicity + Subject Research 
* Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WaAbash 2-8419 


Manufacturer, Boys Outfitter, Mather handles the remainder of 
Daily News Record, Fem-Lines,| EDA’s advertising. + 


GF Names Y&R, Caracas, 
for Air Conditioners 


MascuLines and Infants & Chil- 
dren’s Review. 

In a special Puerto Rican issue 
of Town & Country scheduled for 


September, fashion will be fea-| pointed Young & Rubicam, Cara- 
tured in both ads and editorial | cas, to handle advertising in Vene- 
zuela for its air conditioners. This 
line is first being 
Lester Harrison Inc. handles the | Venezuela. Grant Advertising con- 
trade campaign directed to the ap-|tinues to handle the bulk of GE 
parel industry. Ogilvy, Benson &| advertising in Latin America. 


right along with the EDA’s other 
activities. | 


introduced in 


Young & Rubicam has moved in- 
to larger quarters in both London 
and San Juan. The agency now 
employs 260 people in Britain and 
30 in Puerto Rico. 


Chesapeake Names Reiche 

E. C. (Bill) Reiche, formerly of 
Norman A. Schorr & Co., has been 
named director of public relations 
and advertising of Chesapeake In- 
dustries, New York industrial man- 
agement company. Mr. Reiche suc- 


The power of a few words in print... 


Advertising Age, April 14, 1958 


ceeds John F. Dyer, whose plans 
have not been announced. 


| Headley-Reed Names Two 


Fred Adair Jr., San Francisco 
manager of Headley-Reed Co., tv 
and radio station representative, 
has been promoted to West Coast 
manager. Kenneth H. Goldblatt, 
formerly am-tv sales manager of 
Forjoe & Co., has joined the tv 
sales staff of Headley-Reed in New 
York. 
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Kodak Plans Big Spring Push 
Eastman Kodak Co. will run a 
heavy schedule of ads on tv, in 
magazines and in newspapers in 
April and May backing up its Ko- 
dak Camera Carnival promotion. 
300 tv ads are slated, some of them 
on “Beat the Clock” and “Ed Sul- Agency Stresses Visual Aids 
livan Show” (CBS-TV) and “Ad-| M. B. Kubic Advertising Asso- 
ventures of Ozzie & Harriet’ ciates, Mansfield, O., has resigned 
(ABC-TV). More than 200 maga-| Martin Steel Products Corp., and 
zine pages, most of them in color,|its subsidiary, Dunham Co., in or- 
will be run, as will extensive lin-' der to specialize in sales training 


age in 180 major dailies. The whole 
drive will support Kodak and 
Brownie still and movie cameras 
and still and movie film. J. Walter 
Thompson Co. is handling the cam- 
paign. 


and dealer helps, at factory dis- 
tributor level, including such serv- 


ices as audio-visual materials and | 


Van der Boom, Hunt as a vp and 
member of the plans board. 


demonstration and _ direct sales CBS.TV Appoints Swats 


helps. 


Van der Boom, Hunt, 


‘McNaughton and Besel Merge 


The facilities of Julian R. Besel 
& Associates, Los Angeles, have 
been merged with those of Van der 
Boom, Hunt, McNaughton, Los 
Angeles. Julian Besel has joined 


Robert L. (Bud) Swats Jr., a for- 


mer manager of NBC Radio’s De-| 


troit office and most recently ac- 
count executive for Time Inc., has 
been appointed manager of CBS- 
TV network sales, Detroit. Mr. 
Swats replaces Charles Sterrit, 
who resigned. 


throw it away! 


How one article in Reader’s Digest 
saved time and space worth millions 


to American industry 


NE EVENING,” writes Board Chairman 

McGregor Smith of Florida’s Power & Light, 

“I read an article in Reader’s Digest that helped our 

company to save about $100,000—and keeps on saving 
money for us year after year. 


“The article, entitled ‘Don’t File It—Throw It 
Away,’ described some of the scientific paperwork 
and filing techniques evolved by Leahy & Co., a firm 
of New York management consultants. It made me 
think that our business, like thousands of others, could . 
save time and space if our paperwork and files were 
cleaned out and cut down. So we called Leahy in to 


do the job!” 


| Other industrialists reacted to the Digest article in 
much the same way as McGregor Smith. After 


e Contracts with ten major new clients. 


that brought response directly from ‘captains of in- 
dustry’,” Mr. Leahy says. “The way was paved after 
top management read about us in the Digest.” 


Here is how he measures the impact of that story: 


A 400°/, increase in inquiries from top executives. 


e Contracts with several firms whose business he had pre- 
viously solicited without success. 
Inquiries from all over the world after the story ap- 
peared in the Digest’s International Editions. 


Remarkable things often happen when people read 
about an idea, or a service, or a product, in Reader's 
Digest, because people have faith in the Digest, the 
kind of faith that leads them to action. 


Senior Vice-President Sidney Moody saw the story, 
American Cyanamid recovered 15,000 square feet of 
storage space and made more productive use of em- 
ployees who represented a $50,000 annual payroll. 


Patrick B. McGinnis, then president of the New 
Haven Railroad, also called Leahy in. He later applied 
Leahy’s methods to the Boston & Maine. “We have 
managed to junk over 1,000 tons of useless records— 
enough to ‘paper’ both rails of a 14,000-mile line.” 


The methods used to accomplish this were devel- 
oped by Emmett Leahy while working for the Federal 
Government. They enabled the Government to re- 
duce its annual purchase of filing cabinets from 97,000 
to 11,000 in three years. In 1947, Leahy set up his own 


office in New York. 


Journal reported a 500° 
“in the wake of Reader's Digest’s articles . . . 


A 500% SALES INCREASE 


Power of Reader’s Digest was shown by reaction to 
articles published in July and August, 1957. These 
copyrighted articles, appearing only in the Digest, re- 
ported on the tar and nicotine content of all popular 
cigarets. 
Immediately, people sought the brand that ranked 
best. Dealer supplies were exhausted rapidly. The 
manufacturer shifted all available capacity to this brand, 
and still could not meet the demand. No shortage like 
this had occurred before in peacetime. The Wall Street 
, sales increase for the brand 


So many millions were so impressed by what they 
read in the Digest that, almost overnight, an entire 
nation changed its smoking habits. 


” 


According to Leahy, millions of pieces of paper 
saved by American business can be destroyed at once; 
other pieces removed systematically over the years. 


Leahy had served an impressive roster of important 
clients prior to the Digest story, and articles about the 
firm had appeared in leading business publications. 


“But the Digest was the first—and the only one— 


See pre en Ne 
© gee 


People have faith in 


eader’s Digest 


Largest magazine circulation in U.S. 
Over 11,500,000 copies bought monthly 


Ad Majors Become 
Admen, Penn State 
Alumni Study Shows 


UNIVERSITY PARK, Pa., April 8— 
Most graduates who majored in 
advertising at Pennsylvania State 
University have wound up in 
advertising or related fields, ac- 
cording to an alumni survey made 
by the university’s school of jour- 
nalism. 

Robert M. Pockrass, assistant 
professor of journalism, said the 
results break down this way: About 
18% are with agencies; about 12% 
jare with newspaper advertising 
departments; 10% are in industrial 
advertising; 10% are in sales pro- 
motion or sales; 6% are in retail 
advertising; 6% are in public rela- 
tions; 12% are in other advertising 
jobs, including magazines, business 
publications and radio-tv; 12% are 
in editorial positions. 

42% of the approximately 200 
alumni queried rated their adver- 
tising and journalism training at 
Penn State “extremely helpful”; 
29% said it was “quite helpful’; 
22% called it “somewhat helpful.” 

The survey revealed the “typi- 
cal” Penn State advertising grad- 
uate as 29 years old, with six and 
one-half years of experience and a 
salary of more than $500 a month. 
|Males average more than $600 a 
month, Mr. Pockrass said, but the 
women graduates (20% of the 
working total) bring the average 
down. The typical graduate also 
thinks his present salary will 
double within the next ten years. 


FCC Okays NTA‘s Purchase 
of WATV and WAAT 

The Federal Communications 
| Commission has authorized Na- 
|tional Telefilm Associates, New 
York, to go ahead with its plan to 
buy WATYV, Atlantic City, and 
“WAAT and WAAT-FM, Newark. 
|The deal involves $2,550,000 to 
Irving R. Rosenhaus, president of 
Bremer Broadcasting Corp., and 
his associates for stock, plus $988,- 
000 for consultant’s services and 
agreements not to compete. 
| NTA acquired full control of 
|KMGM-TV, Minneapolis, in No- 
| vember, and at the time, indicated 
it hopes eventually to have the 
full quota of five vhf stations 
| which FCC allows for any individ- 
ual licensee. 


BOOST 
‘SALES 
FAST! 


Give Your Prospects This 


New HANDI-KUTTER” 


| A Razor-Blade Knife 
| Click! 
Safe for Pocket or Pursel 


‘Wonderful—«. Opening cartons. 


and all kinds of trimming or hy 
jobs around the office, shop, or 

Low Priced! FREE SAMPLE 
ond quontity price list upon re 


‘KENWORTH MANUFACTURI 
12315 W. Lisbon Ave, @ Milwaukee 10, hong 
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James Carstairs, 
Former Distiller, 
Broker, Dies at 78 


PHILADELPHIA, April 8—James 
Carstairs, 78, stockbroker and one- 
time president of Carstairs Bros. 
Distilling Co., died yesterday at 


Lankenau Hospital after a long ill- | 


ness. 
Mr. Carstairs’ family had dis- 


eral relatives and friends, Mr. Car- 
Stairs revived the family business 
in 1934. In 1937 the distillery and 
brand name were sold to Distillers 
Corp.-Seagrams Ltd., Montreal. 
| The brand is now sold in the U. S. 
by Calvert Distillers Co., a unit of 
the House of Seagram, U. S. sales 
subsidiary of the Canadian holding 


company. 

Mr. Carstairs was graduated 
from Harvard College. During 
World War I he served with the 
Red Cross in Italy. Most of his 
business career was spent in the 
securities business, and for many 
years he operated his own broker- 
age office. It was merged with 
Baker, Weeks & Co. in 1952, and 
Mr. Carstairs became a partner. 


J. HERBERT STICKLE 
tilled whisky here from the Revo- | 
lution until Prohibition. With sev-| 


Cary, ILL., April 8—J. Herbert 
Stickle, 53, for many years an ad- 


| vertising and sales promotion ex- 


ecutive with Philco Corp., died 
here March 31. 

Mr. Stickle, who joined Philco 
in the early 1930s, at one time was 


|tv and radio division director in 


Philco’s home office and was later 
director of advertising and sales 
promotion for the midwest region- 
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Editorial Authority Makes It Your 


Best Seller 


Your “best seller” in the hardware 


market is its No. 1 magazine 


Interpretive editorial reporting, service articles for retailers 
and wholesaiers, and intimate knowledge of every phase and 
facet of industry developments and trends make the pages of 
every issue of HARDWARE retailer informative and vital to 
38,815 readers—and profitable for advertisers. Pictured are 
just a few examples of HARDWARE retailer's editorial per- 


YOUR MANDY 
HELPFUL 
HARDWARE MAN 


formance that makes it the best read, most valuable publica- 
tion in the hardware industry. Readers re-act to the pages of 
HARDWARE retailer—in 1957, 1,250,000 reprints were re- 
quested; and in the first 2 months of 1958 over 4,000 
inquiries were processed. This is readership vitality found 
only in the No. | industry magazine — HARDWARE retailer. 


the 1. 1 industry 


WHOLESALER SPECIAL ISSUE—the May, 1958 issue will be the third annual 
issue devoted to hardware wholesaling. Another authoritative report telling the role 
of hardware wholesalers in distribution—in depth. 


magazine 


Published by the NATIONAL RETAIL HARDWARE ASSOCIATION 
964 North Pennsylvania Street ’ 


Indianapolis 4, Indiana 


Advertising Age, April 14, 1958 


jal office in Chicago. In June of 
|1954 he joined Marthens, Gallo- 
|way & Simms, Chicago, as vp and 
merchandising director, and from 
February, 1955, to January, 1957, 
he was travel director of Belnap 
& Thompson, Chicago. 


-HARRY D. IMMEL 

| Yor«, Pa., April 8—Harry D. Im- 
|mel, 73, assistant to the president 
of the York Dispatch, died March 
31. 

| Mr. Immel began his newspaper 
|career in 1906. He worked for the 
|York Gazette, the York Evening 
Press, the Schenectady Gazette and 
| the Philadelphia Record. 

| He entered political affairs after 
World War I, serving in a number 
of state posts. 


CHARLES A. HENDERSON 

| Buuerrecp, W. Va., April 8— 
Charles A. Henderson, 63, adver- 
_tising manager of the Bluefield 
|Daily Telegraph Printing Co., died 
‘in a hospital here March 30, after 
a prolonged illness. Mr. Henderson 
had been associated with the Blue- 
field newspapers since 1923. 


Envelopes for Store Bills 
Bow as New Ad Medium 

A new advertising medium—the 
backs of department store monthly 
statement envelopes—will debut in 
|May. The space is being sold in up 
to four colors, with illustrations if 
desired, by Stan Lewis Associates, 
'1165 Broadway, New York, sales 
organization for National Envelope 
Co. Stores can be selected from a 
| list of more than 3,000, and adver- 
|tisers may choose their own mar- 
|kets and blanket them on an ex- 
clusive basis, or spot messages 
| throughout the nation on a season- 
|al basis. 

If an advertiser signs up for less 
than 10,000,000 envelopes in a 12- 
}month period, the cost is $3.20 per 
1,000. If more than 10,000,000 en- 
|velopes are used, the rate is $2.90 
|per 1,000. Advertisers slated for 
|May include Time Inc., Worth Par- 
fums Corp., and Julius Kayser & 
Co. 


Nagel Adds Chadbourn Duties 
_ Edwin R. Nagel, who joined 
Chadbourn Gotham Inc., New 
|'York, four months ago as sales 
promotion manager, has been ap- 
pointed advertising-sales promo- 
tion-public relations manager of 
both U. S. and Canadian divisions 
of the company, manufacturer of 
hosiery and lingerie. 


2 Join ‘Mechanix Illustrated’ 

Peter J. Peter, formerly with 
Everywoman’s Magazine, and Ar- 
thur W. Bugsch have joined the 
eastern advertising sales staff of 
Fawcett’s Mechanix Illustrated, 
New York. Mr. Bugsch was former- 
ly with the purchasing department 
of Fawcett. 


Vendo Sets National Push 
| Vendo Co., Chicago, will pro- 


mote its automatic merchandising 
/}equipment this spring with page 
ads in Life, The Saturday Evening 
Post and Time. Potts-Woodbury is 
the agency. 


‘Landesman Joins Lewis 


Louis Landesman, formerly ac- 
counts service director with Ben 
Sackheim Inc., has joined Lewis 
Advertising, Newark, as general 
manager. 
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ee 


BUCHEN 


“Oh, miss—young lady in the foreground—could you tell 
us what’s going on?” 

“Why, yes. I’m Mary Jane Carry of The Buchen Com- 
pany’s TV department. We're shooting rehearsals of to- 
night’s Hour of Music, for Chicago Title and Trust Company. 
It’s something a little different, you'll agree.” 

“T should say. A series with everything from Duke 
Ellington to grand opera...” 

“No, I mean the rehearsal, sir. We're televising it.” 

“Televising the rehearsal? Whatever for?” 


The studios of WGN-TV, Monday, March 24 


“For the promotion announcements beforehand. You see, 
we have a number of plugs leading up to the show itself: 
‘Don’t miss tonight’s Hour of Music,’ that sort of thing. 
By using live action, we hold the viewer's interest as you 
never can with stills. A small thing, but effective.” 

“Well, I'll be . . . still, isn’t all good advertising a lot of 
‘small things’? I know I advertise myself, and I’ve never 
found enough ideas of that caliber.” 

“Then perhaps I can help you, sir. After all, it’s largely 
a matter of knowing where to look .. .” 
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Crown Zellerbach Names 
Ohleyer; Davis Heads Division 
Harold R. Ohleyer, former part- 
ner in Ryder & Ohleyer, Oakland, 
Cal., and more recently merchan- 
dising director of Hoefer, Dieterich 
& Brown, San Francisco, has been 
named brand product manager for 
the Chiffon line of Crown Zeller- 
bach Corp., San Francisco. Crown 
Zellerbach also has named Roy 
Kindred brand product manager 
for the Zee line. Mr. Kindred is 
succeeded as sales promotion man- 


we make your message fit the 


ager for the company’s consumer 
products division by Earl C. Smith, 
formerly a field sales supervisor. 
Crown Zellerbach also has 
named Jack S. Davis, formerly as- 
sistant sales manager for the west- 
ern printing papers division, to 
head the new regional printing pa- 
per division in Chicago. The com- 
pany has named Gene K. Walker 
Co., San Francisco, to handle ad- 
vertising for the new division, 
which will distribute coated book 
printing papers made at a new 


$31,000,000 paper mill at St. Fran- 
cisville, Ia. jointly owned by 
Crown Zellerbach and Time Inc. 


Nett Leaves Moore to Become 
Publishers’ Representative 

E. L. Neff has resigned as vp 
and advertising director of Moore 
Publishing Co., New York, effec- 
tive May 1. He plans to become a 
publishers’ advertising sales repre- 
sentative in the Southeast, and 
will probably make his headquar- 


jters at either Atlanta, Ga., or St. 


Petersburg, Fla. The position he 
held at Moore Publishing Co. will 
be discontinued. Mr. Neff will rep- 
resent several publishers including 
Moore, and will announce details 
in about two weeks. 


Lasser, Barr Merge 

J. K. Lasser & Co. and James 
Barr & Co. have merged their ac- 
counting practices under the name, 
J. K. Lasser & Co. Offices are 
maintained in New York, Syracuse 
and Boston. 
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When printing from movable type was invented, that 
was marvelous enough—for a while. You could (and 
had to) use the same ‘typography’ for a Papal Bull as 
you did for a Black Letter book. Today, who would think 
of doing a perfume advertisement with the same feel as 
one for an earth-moving tractor? Creative typography is 
the way we make the message fit the product better, 
more effectively, and more appropriately. ATA members 


are listed on this page. They have a better way with type. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 
Executive Offices: 461 Eighth Avenue, New York City 


IT PAYS TO SET TYPE RIGHT AT: AKRON, OHIO, The Akron Typesetting Co.; ATLANTA, GEORGIA, Higgins-McArthur Company; BALTIMORE, MARYLAND, The Maran Printing Company; BOSTON, MASSACHUSETTS, The 
Berkeley Press, H. G. McMennamin, Machine Composition Co.; BUFFALO, NEW YORK, Sahlin Typographic Service; CHICAGO, ILLINOIS, J. M. Bundscho, Inc., The Faithorn Corp. , Hayes-Lochner, Inc., Runkle-Thompson-Kovats, 
inc., Frederic Ryder Company; CINCINNATI, OHIO, The J. W. Ford Company; CLEVELAND, OHIO, Bohme & Blinkmann, Inc., Schlick-Barner-Hayden, Inc., Skelly Typesetting Co., Inc.; COLUMBUS, OHIO, Yaeger Typesetting 
Co., Inc.; DALLAS, TEXAS, Jaggars-Chiles-Stovall, Inc.; DAYTON, OHIO, Dayton Typographic Service; DENVER, COLORADO, The A. B. Hirschfeld Press, Hoflund-Schmidt Typographic Service; DETROIT, MICHIGAN, Arnold- 
Powers, inc., The Thos. P. Henry Co., George Willens & Company; INDIANAPOLIS, INDIANA, The Typographic Service Co., Inc.; KALAMAZOO, MICHIGAN, Mahoney Typographers, Inc.; LOS ANGELES, CALIFORNIA, Adtype 
Service Co., Inc.; MILWAUKEE, WISCONSIN, Arrow Press; MINNEAPOLIS, MINNESOTA, Duragraph, Inc.; NEW YORK, NEW YORK, Ad Service Company, Advertising Agencies’ Service Co., Inc., Artintype, Inc., Associated 
Typographers, lnc., Atlas Typographic Service, Inc., Central Zone Press, inc., The Composing Room, Inc., Composition Service, Inc., Diamant Typographic Service, Inc., A. T. Edwards Typography, Inc., Graphic Arts Typographers, 
inc., Huxley House, Imperial Ad Service, King Typographic Service Corp., Linocraft Typographers, Inc., Master Typo Company, Chris F. Olsen, Frederic Nelson Phillips, Inc., Philmac Typographers, Inc., Royal Typographers, Inc., 
Frederick W. Schmidt, inc., Harry Silverstein, Inc., Supreme Ad Service, Inc., Tri-Arts Press, Inc., Typographic Craftsmen, Inc., The Typographic Service Co., Vanderbilt-Jackson Typography, Inc., Kurt H. Volk, Inc.; NEWARK, 
NEW JERSEY, Barton Press, William Patrick Co., Inc.; PHILADELPHIA, PENNSYLVANIA, Walter T. Armstrong, Inc., Alfred J. Jordan, Inc., Progressive Composition Co., Typographic Service, Inc.; PORTLAND, OREGON, Paul 0. 
Giesey, Adcrafters; ST. LOUIS, MISSOURI, Warwick Typographers, Inc.; SEATTLE, WASHINGTON, Frank McCaffrey; TORONTO, CANADA, Cooper & Beatty, Limited. 
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Anti-knock Octane raised again 
in Gold Crown Super-Premium 
and Red Crown King-Size Regular 


STANDARD 


| 

| ne 
“me 
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BONUS—First print ad in the Stand- 
| ard Oil Co. (Ind.) “big bonus” 
campaign will feature higher oc- 
_tane. This ad will run in midwest- 
ern newspapers April 15. 


| ‘Big Bonus’ Is 


‘Motif of New Push 
by Indiana Standard 


Cuicaco, April 8—Standard Oil 

Co. (Indiana) is boosting its gaso- 
| line octane and its advertising 
| budget again this spring. A new 
campaign, based on a “big bonus” 
theme, will break April 15, follow- 
| ing a year-long drive based on the 
| “big change.” 

The big change last year was 

| Standard’s new Gold Crown super 
premium and Red Crown king-size 
regular gasolines, which replaced 
the Red and White Crown fuels. 
The company devoted the largest 
advertising budget in its history to 
|the 1957 drive, and will spend 
“substantially” more this year, ac- 
cording to Kent Lee, vp and Stand- 
,;ard account executive at D’Arcy 
| Advertising Co. 
Wesley I. Nunn, Standard’s ad- 
| vertising manager, said 1,752 news- 
| papers, 42 radio stations and 49 
| television stations will be used for 
the 1958 campaign. “In addition, 
use of outdoor, point of sale and 
other advertising media has also 
been stepped up,” he said. 
| 
® Transition ads bridging the two 
campaigns (sample headline: “I 
made the big change .. . I got the 
big bonus’) already are running 
|in Standard’s 14-state marketing 
| area. 

Octane boost is only one element 
in the “big bonus” campaign. Print 
ads breaking April 28 will promote 
extra gas mileage claims for Gold 
Crown, based on a 100-car, 200,- 
000-mile test of automobiles in 
day-to-day operation. 

Other “big bonus” ads will pro- 
mote the gasoline as helping auto 
engines with its additives which 
clean and protect parts. Services 
and facilities at Standard stations 
also will be mentioned as “plus” 
benefits. 

A series of print ads will feature 
drivers from varied walks of life 
who extol the benefits of the big 

| bonus. + 


Carnation Promotes Dry Milk 
Carnation Co., Los Angeles, will 
use magazines, Sunday supple- 
ments, radio and tv for a spring 
campaign to promote its instant 
nonfat dry milk in the making of a 
| whipped fruit topping. Tne promo- 
tion is one that enables retailers to 
build tie-in sales for all fruit prod- 
ucts, Carnation says. Advertising 
will break April 14 on the “Burns 
.& Allen” show (CBS-TV), fol- 
|lowed by “House Party” (CBS ra- 
dio and tv) and on “Carnation 
| Milk Time” (Keystone). Print ad- 
vertising includes a color page in 
Life, and insertions in The Ameri- 
can Weekly, Family Weekly, Par- 
ade and local supplements. Erwin 
Wasey, Ruthrauff & Ryan is the 
' agency, 
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UtCOY. starring Beverly Garland 


One look and ten of America’s top stations bought “pEcoy” within two weeks after sales began. Six weeks 
later, “pECoy” had been sold in 17 of the 25 major markets, plus 36 key secondary markets. Now, “DECOY” 


is sold in 80 markets — 24 of the 30 major ones and 56 secondary markets! 

| { | | tar | (‘| | 1TH ES TIC i aiiist CyVerTry erin {>i Op] ti 

Oklahoma City...34.1 A.R.B.... Friday 9 PM Buffalo...25.8 A.R.B....Tuesday 10:30 PM 

| Against “Cavalcade of Sports” 18.9, Against “Highway Patrol” 25.3 “O’Henry Playhouse” 7.7 

| “Walter Winchell File” 6.9 New Orleans...28.9 A.R.B....Thursday 10 PM 
Boston...24.3 A.R.B....Sunday 10:30 PM Against “Gray Ghost” 14.3, 
Against “State Trooper” 10.5 “What's My Line” 7.6 “News and Million Dollar Movie” 2.8 and 0.1 GAs _ 4q 
Produced by Pyramid Productions ae 4 


queer 
“Decoy” looks—and IS—No. 1! For ratings like these, call \V/72 
OFFICIAL FILMS, INC. 


25 West 45th Street, New York 

PLaza 7-0100 

REPRESENTATIVES: Atlanta / Jackson 2-4878 + Beverly Hills / Crestview 6-3528 « Chicago / Dearborn 2-5246 + Cincinnati / Cherry 1-4088 + Dallas / Emerson 8-7467 
Fayetteville / Hillcrest 2-5485 + Ft. Lauderdale / Logan 6-1981 + Minneapolis / Walnut 2-2743 + San Francisco / Juniper 5-3313 + St. Louis / Yorktown 5-9231 
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Six Ad Images, Plus Consumer 


Demand Image, Outlined by Harris; 


Also at Art Directors 
Session, Varied Views on 
Brainstorming Are Aired 


New York, April 8—“As a prac- 
tical business function, marketing 
is the total procedure of creating 
customers efficiently.” 

That’s the definition given by 
Remus A. Harris, new products 
manager, toilet goods division, Col- 
gate-Palmolive Co., speaking to the 
third communications conference 
of the Art Directors Club of New 
York last week. 

In Mr. Harris’ book, the manu- 
facturing department is responsi- 
ble for the production aspects of 
marketing, the sales department 
for its trade aspects and the mar- 
keting department for its consumer 
aspects. 

He praised organizations where 
“the consumer is boss. 

“They know it is their first job 
to find out what consumers need 
and what they desire in their prod- 
ucts—and then to produce brands 
that will meet these needs and 
desires,” he said. 

He listed six management char- 
acteristics he said are essential for 
marketing success: 


e True creativeness and an in- 
stinct for innovation. 

e A persistent, 
compete. 


urgent drive to 


e A meticulous sense of timing. 


e The “saintly patience” to plan, 
test the plan, change it and retest 
until the plan is right. 


e Sound business judgment. 
e The vision of leadership. 


® According to Mr. Harris, there 
are really seven marketing images: 
(1) The corporate image, (2) the 
institutional image, (3) the prod- 
uct image, (4) the brand image, 
(5) the brand line image, (6) the 
diffused image. 

A diffused image, in Mr. Harris’ 
patois, might be this example: If 
one hears “Maxwell House,” one 
thinks of coffee, where “Borden” 
summons a picture of Elsie the Cow 
and her family. Thus Borden 
(which makes an instant coffee) 
doesn't relate to coffee as does 
Maxwell House—the Borden image 
is diffused. 

A diffused image can be caused 
by (1) changing a brand’s adver- 
tising theme too often or by (2) 
changing its media pattern too 
often, he said. . 

He also believes in the creation 
of a “consumer demand image.” 
Into the image go advertising, 
brand name, packaging, value, and 
product. Its result is to make “a 
customer feel she would be accept- 
ing something less than the best if 
she purchased another brand.” 


Caren are 


The Scissors and Paste Pot art service thot dores 
to be different. Ideas, alone, in each issue ore 
worth many times the smell monthly cost. Big 
concerns you know like Prudentiol, U.S. Steel, 
Prentice Hall hove subscribed repeatedly for 


to cover cost 
of packing and mailing 
will bring you o ....- 


Single issues sell for $20.00. The sample, yours 
to use, con make you hundreds of extra dollars 
if you use but a single idea. Besides the sample, 
you will receive an unusually ottractive intro- 
ductory offer. No obligation. No salesman 

Attach one dollar to letterhead and mail today 
to Multi-Ad Services, Inc ., 122 Walnut Street, 
Peoria, tlinois. 


Te 


Mr. Harris thinks that advertis- 
ing—in a brand’s initial state—is 
the brand to the consumer, until 
she sees the brand package at the 
point of purchase; thus ads com- 
municate the image of the brand’s 
reality. 


Advertising has to com-| 


municate the reality and enhance 


its superiority. 

In describing tests he said that, 
in test marketing, (1) in only 20% 
‘of the cases is the answer obtained 
in a year or less, and (2) in only 
60% is it two years or less. He 
analyzed Nielsen figures indicating 
that the time required to judge 
success or failure runs like this: 


Under six months 
6-12 months ............. wa 
Te CIID tbvcevencevectntinnee 


Ore 20% 
SEBS GORING icc cccceccsescecesces 30% 
SG 10% 


® Paul Smith, president and crea- 
tive director of Calkins & Holden, 
who directed the conference, hit 
this keynote: “It seems very inter- 
esting that the advertising business 
—which is supposed to be so highly 
dependent on creativity and which 
employs so many high-priced crea- 
tive personnel and whose competi- 
tive practices place such a high 
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premium upon creativity—should 
be so laggard in its investigation of 
this phenomenon. 
| “We are entrusted with the ex- 
| penditure of $10 billion every year, 
‘with a gross commission of $1.5 
billion. And yet the best the 
advertising business has been able 
to come up with is some generali- 
ties about the handling of creative 
people and the technique of brain- 
storming. 

“While better than no technique 
at all, because it does produce ideas 
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FOR ENGINEERS AND DESIGNERS 


REDESIGN ACTIVITY SETS 


New Product Surveys Show 
Use of Parts, Materials, 
Components in OEM 


New product surveys on the OEM 
use of “Instruments,” “Nonferrous 
Metal & Alloys,” “Electric Motors,” 
and “Relays” have been published by 
Macuine Desicn within the past 
year. 


Glass and Ferrous Metals 
Now Being Studied 


The market for “Glass” and for 
“Ferrous Metals & Alloys” within the 


Original Equipment Market is now 
being studied, and complete reports 
will be published on the findings. 
MacuHiIne DesicN maintains a 
continuing program of research on 
the market use of different parts, ma- 
terials, components and finishes. Sur- 


_vey reports are now available for 
_ more than 30 different commodities. 


They show types, sizes and quantities 
used; product applications; specifica- 
tion responsibility, etc. 


central lubrication 


electric motors 
electrical control 


MARKET SURVEY REPORTS AVAILABLE FROM 
MACHINE DESIGN 


antifriction bearings pray - castings 
raulic power 


systems equipment and precision castings 
clutches and brakes controls precision switches 
diecastings hydraulic and pumps 


pneumatic valves 
and cylinders 


components industrial finishes and bushings 
engineering depart- industrial rubber speed reducers 

ment equipment goods stampings 
fasteners internal combustion tool steel 
flexible couplings engines variable s drives 
gasket materials mechanical tubing relays and contactors 
gearmotors instruments permanent magnets 
gears and gear sets nonferrous metals titanium 


plastics 
powder metal parts 


iene parts 
sleeve bearings 


REVISED “CHECKLIST” OF OEM 
PRODUCTS AVAILABLE SOON 


To help busy marketing, sales and 
advertising executives define this 
fast - changing market, MacniIne 
Desicn’s Market Research Depart- 
ment is currently revising “The Prod- 


uct Checklist of the Original Equip- 
ment Market.” 

This detailed listing of engineered 
products is grouped according to the 
United States “Standard Industrial 
Classification System,” 1957 revision; 


and completely cross-referenced al- 


phabetically. 


OEM FACES NEW DESIGN AND 
COST PROBLEMS IN 1958 


- Macuine Desicn’s latest survey in 
the “Continuing Study of Design 
Problems” shows emphasis on: 
“New Product Design,” mentioned by 
63% of respondents 
“Reduced Costs,” mentioned by 59% 
Macuine Desicn has conducted 
this survey since 1946. Representative 
panels of engineers are asked to 
check problems on which they are 
spending the majority of their time. 


Results Serve as Editorial Guide 


Survey results have served MACHINE 
Desicn’s editors as guides to subject 
appeal and timeliness. Advertisers 
have used these findings to steer 
copy in the right direction. Ads have 
appeared in many publications in ad- 
dition to Macuine Desicn. 


New Product Development Data 


The current report on Design Prob- 
lems contains a special section on 
New Product Development. 

70% of OEM are developing a com- 

pletely new product 


80% of companies will market new 
product in 2 years 


MARKETING AIDS FOR SELLING 
TO THE OEM 


As a service to those who sell to 
the Original Equipment Market, 
Macuine Desicn’s Market Research 
Department will soon offer current 
revisions of these two aids: 


1. COUNTY MAP OF THE OEM 

This wall-size map (27” x 37”) is color- 
coded to show the geographical concentra- 
tion of establishments in the U. S. that per- 
— a design engineering function. 

2. MARKETING GUIDE 

A comprehensive manual, defining the Orig- 
inal Equipment Market and suggesting ways 
and means for employing MACHINE Desicn’s 
Direct Mail Services (limited to use for reg- 
ular advertisers). 


BL eae pha ale Cae E : aes ame. he) ee i + ew 4 or iy: See ey ae Syt Ne eet fz f jel ad ae ete cy Be ‘area i 
> ER: dae 3.) ee ; see etic 3 ae ee ae : ; : ce ee a fe Ss page ae. eT BS PS lS Si eee ee eae a ees 
ee ee isha ROOEA bare 8 lias ~~ ig eel eee Oe = eas: ‘ Soy wees : hs eer eae Mer ye Cee Uae ae ec | 2h a Seg to oy a ne a SAG sai ews 5 
Re ee er ee a a ge ae Te eee oe ey Se ee 
ioe t Bats ‘ Pes ie =F =e % ue * : ' . ea ee os, et : Piabteaks aa 4 ae Baie = ‘ Pare En ne eee ee & 4 ate es 
5 “ 3 Ad — ore _ omne 
| Pe 
; Be 
i | Po 20% a 
We ————— lOO OGG 
i 
rs 
rt 
a 
54 
a 
eal 
: 
ae 
3 
# 
- 
= 
-" 
- 
oa ; ————— ” a tas aa —_ 
ie 
= 
ae 
> 
z 
5, nn —_ ——_ eS oo 
ao 
< Se 
he 
Wy 
ae 
yi 
= 
ae, 
aey 
ie 
A 
ry 
. ee 
( 
a 
% 
ee 
a 
ees 
Pe 
nye 
Po 
i 
By 
es pe 
> 
Wes. as 
| 
Bo | 
| 7 e - | Po 
| 
™~ es 
! 
| 
} 
ae | 
a 7 7 
" i ie i ee ‘ ot geet eae, am . etl sete iy ie a. ena ’ eed a ‘ : 
2 uae Fe aKas : a os oo ae waa eas eee % are ee es ee Ia" A Si tiie = Se | ee 
ae : en re ea > ye SE eit ° SOG ell. Sige a c-ties a yl ah oe eS Pe 12s eee! bt : E eee ae ee i ce Ee as : ee 
Pe ; + iin une ES ony VER oN hae ete we Ge. et ih ogee "ee Steer ae ae, es : ON ones Be OE oe eh Ol a A ‘ 
Ae mney Sl ie aa Maen eae ae Sac e ol = i ey : a Poe ge eS NN CE NL ee RR Ro a fee See Og a pe ae oes ve Fe sc ee ee oo "y ta eee 5 righ Vee 


Advertising Age, April 14, 1958 
where none existed before, brain- 
storming is at best an empirical 
method with little or no basic 
understanding of the creative proc- 
ess as it is being revealed by 
contemporary scientific investiga- 
tion,” he said. 


s “As a matter of fact, this partic- 
ular variety of ‘groupthink’ has 
been placed under considerable 
suspicion by recent researches at 
Yale which suggest that you just 
don’t get really creative ideas by 


committee. 

“Last June...President Gris- 
wold of Yale asked a few ques- 
tions: Could ‘Hamlet’ have been 
written by a committee? Or a 
‘Mona Lisa’ painted by a club? 
Could the New Testament have 
been composed by a conference 
report? 

“It will probably come as a great 
blow to the natural shoulder, grey | 
flannel set to learn that in an 
experiment conducted with 96 Yale 
students, the individual problem 


solvers came out far ahead. Those 
who worked in groups did not do 
as well as those who worked alone, 
not only in total number of ideas 
but also in terms of original and 
good ideas. 


“Apparently the important fac- 


tor is not the size of the group of 
minds but the size of the minds in 
the group,” he said. 


8 Brainstorming also was attacked 
by Saul Bass, Los Angeles designer 


in an_ unscheduled 
from the audience by Willard O. 


Pleuthner, BBDO vp in charge of | 
/brainstorming and communica-| 


tions. 

Mr. Bass said, “The dictionary 
definition of ‘brainstorm’ is ‘con- 
fusion of mind,’ and this may not 
be too far from the truth.” 

He added, “It seems to me that 
brainstorming can be useful only 
to giving birth to gadgets, or their 
visual or verbal equivalents. Gim- 
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NEW SURVEY SHOWS HEAVY 
REVISIONS FOR 1958 


Thousands of designers are working on crash programs to rede- 
sign existing product lines, according to a survey just completed 
_in the Original Equipment Market. 

| Macuine Desicn’s timely survey reveals that 68% of Original Equipment 
_ Manufacturers plan changes in standard products this year. 


The accom- 
panying bar charts tell the story. 


. . 
Survey Results _ Trend to Redesign Continues 
OEM STANDARD PRODUCT CHANGES This continues the trend in product 

1. Do you plan standard product 4. What was the nature of changes? redesign, begun in earnest last your 
changes this year that will require Rercent when 72% of the OEM actually made 
new specifications? ‘oning | specification revisions in their exist- 

Better Production Methods Te, "to ninete 
Reduce Costs 15% | € produc. 
YES - 68% Improve or Save-on ‘ | The results of the survey show man- 
NO one i ——s Si oe ufacturers in every industry segment 
i nm ‘ ) + : ° 
ke ieetteaen tone 40% of the OEM concentrating on improv- 
sengoove dam eony , 3200 _ ing their products to maintain their 
asier Operatin ntrols % are i > 

2. Did you make standard product Automatic Ghenution 29°; | share of a tighter market. 
changes last year that required Reduce Weight 29%, 
new specifications? Quieter Operation 22% Engineers Are Source 

Improve Lubrication 
a ethods 20% _ of Product Changes 
90, ! er peed | : ss . . 
YES 12% Reduce Vibration 11% Of the companies participating in 
NO 28Y, 5. Where in your company do most the survey 97% said the changes origi- 
product changes originate? nate in the Engineering Department. 
Percent , , ificati » 

° Wee sine eth bee om Moutosieg | The new specification sheets to put 
MAJOR, MINOR, or BOTH? Engineering 9707 these changes into effect are almost 
(“Major” meaning more than half ba | always written in the Engineering De- 
new specifications.) Sales 36% on ae 

Production 27% | partment. 
Management 26% 
a“ 4 7 

MAJOR 189%, Research 25% || Changes Are “Major’ 

BOTH 479,* | 6. Who writes the required specifica- All of the product changes men- 

MINOR 339 tions for these changes? | tioned in the survey involved specifi- 

, a Ey Le wae ee | cation revisions. 18% of the respond- 
ya at companies. ere Kr . , 7 . “ . ” 

were over 650 engineering titles | ents said changes were all “major. 
(*) “Both” meaning “major” mentioned as responsible for writ- | Another 47% said changes were 
em a others. products and ing new specifications for these | “major” on some products, “minor” 

minor oO TS. ar . | : 

= siete | on others. 33% said all changes were 
The survey was conducted through the mail. 1estionnaires were mailed on | “minor.” “Maior” meanin the 

February 12, 1958 to 2000 different companies in the Original Equipment Market. kind f h } ow 8 h 
Returns totaled 584, or 999, ind of change involving more than 

half new specifications.) 
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course invaluable, but we must 
recognize that they are also quite 
superficial.” 

Creativity is a total process, he 
said, adding, “It cannot be turned 
on and off like a faucet every 
Thursday afternoon. Techniques 
such as brainstorming place no re- 
sponsibility on the individual and 
kid him into thinking he is not ac- 
countable and not evaluated by 
his thoughts.” 

He also quoted from the Yale 
University experiment in which 
brainstorming did not come out too 
well. 


® In a rebuttal, Mr. Pleuthner said 
the Yale experiment was not a 
controlled experiment, that it had 
four individuals in a test group 
(“BBDO has 10-15 in a group”); 
Yale did not give the problem in 
advance (“BBDO gives the prob- 
lem two days in advance’’); Yale 
'groups last 12 minutes (“BBDO’s 
last 30-60 minutes’’). 

Mr. Pleuthner said that in 452 
brainstorming sessions held last 
year by BBDO, 5% of the ideas in 
the sessions were considered wor- 
thy of future development and 
presentation to clients. 

Mr. Bass returned to the lectern 
to add: “I notice that the alibis 
for brainstorming failures always 
say the conditions were not right 
for brainstorming. The establish- 
ing and promoting of brainstorm- 
ing by Mr. Osborn should take the 
responsibility for variations and 
misuses by other companies. Brain- 
storming has received a distorted 
importance. The known results of 
brainstorming are minimal and in- 
finitesimal—only froth.” 


/@ At a luncheon preceding the 
conference, the Art Directors Club 
of New York showed its annual ex- 
hibit (AA, April 7) and presented 
special management awards to the 
following: Mrs. Carmel Snow, re- 
tiring editor of Harper’s Bazaar; 
Morse G. Dial, president of Union 
Carbide Corp.; Marion Harper Jr., 
president, McCann-Erickson; Rob- 
ert E. MacNeal, president, Curtis 
Publishing Co.; and George V. Al- 
len, director of U. S. Information 
Agency. These awards have been 
given annually since 1954 and sig- 
nalize the outstanding use of 
art and design by companies. + 
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On the mark, set and gone... 
| to new heights! LAW AND ORDER 
is now FIRST in advertising 
| dollars, FIRST in executive 
circulation, FIRST in editorial, 
FIRST in the hearts of its readers. 


- 


Now, more than ever before, you \ 
stand to benefit by advertising 
your products and services in 
LAW AND ORDER because it is 
highest in reader response. 
12,000 copies blanket 6,301 
police departments. All issues 
ring-punched for saving and study 
yet coupon cards and every-issue- 
a-special-issue policy 
[ produces direct sales— 7 
exceptional results. 97.48% 
verified BPA circulation. 


BPA 
LAW aw» ORDER 


| 72 WEST 45th ST., N.Y. 36, N.Y. 
MUrray Hill 2-6606 


For the details, write 
or phone: 
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“ADVERTISING GAVE US 
GROWTH CAPITAL 
AS WELL AS PRODUCT SALES” 


Hewlett-Packard management telis how busi- 
ness magazines help sell test equipment and 
build company recognition. 


“Our company has been a consistent user of business magazine adver- 
tising,”’ relates David Packard, President. ‘‘We consider it basic to our 
sales program. Its objectives are straightforward—to inform customers 
and prospects of our test equipment and to build brand acceptance and 
preference. We have ample evidence that advertising does these jobs weil.” 

Vice President William Hewlett comments: ‘‘In addition to implement- 
ing the efforts of our sales representatives, we feel that the success of our 
first public stock offering is due, in no small part, to the corporate recog- 
nition built by business magazine advertising.” 


IF WHAT YOU MAKE OR SELL is bought by business and indus- 
try, you can “mechanize”’ your selling by concentrating your advertising 
in one or more McGraw-Hill publications serving your markets. 


McGRAW-HILL PUBLICATIONS 


App McGraw-Hill Publishing Company, Incorporated jum 
330 West 42nd Street, New York 36,N.Y. * 
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SUCCESSFUL 4 A 


SELLING 


| __ MORE ADVERTISING HERE MEANS MORE SALES TIME HERE 
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Armour Offers Premium 

Armour & Co., Chicago, will use 
color ads in the May issues of La- 
dies’ Home Journal and Good 
Housekeeping to promote its offer 
of a steel food server for $1 and a 
; tab from a carton of Armour Star 
: lard. Posters and retail mats for 
store use will also promote the 
premium offer. Retail value of the 
server is $3.50, Armour said. The 
promotion will run in May and 
June. 


Ware Names Western Rep 

Ware Bros. Co., Philadelphia, 
publisher of farm publications, has 
named Townsend, Millsap & Co., 
Los Angeles and San Francisco, ad- 
vertising representative for the 10 
western states. 


Guild, Bascom Boosts Arnold 

Maxwell Arnold Jr., vp of Guild, 
Bascom & Bonfigli, San Francisco, 
has been named copy chief of the 
agency, a new title. 
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High Batting Average 


bs Here Type Can & SERVE You 


‘ J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6 -7292 * Chicago 1 
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Atlas Boosts Ad Budget 

Atlas Sewing Centers Inc., Mi- 
ami, has increased its ad budget 
20% to more than $1,000,000. This 
year, the company will also start 
operating through franchised deal- 
erships in addition to company- 
owned outlets. 80% of the budget 
will be invested in newspaper, tv 
and radio campaigns in Atlas sew- 
ing center cities; the remainder 
will be in magazines and participa- 
tions on “The Price is Right” 
(NBC-TV), “The Big Payoff” and 
“Beat the Clock” (both CBS-TV). 
The account is handled by Allstate 
Advertising, Houston, and Leo J. 
Rosen, Miami. 


CBS Shifts Hollywood Statf 

Guy Della Cioppa and William 
Dozier have been named vps of 
CBS-TV in Hollywood. Mr. Della 
Cioppa is program director. Mr. 
Dozier was advanced from general 
program executive to vp for pro- 


grams in Hollywood, replacing Al- | 
fred J. Scalpone, who signed a con- 
tract with CBS as an independent | 
producer. 
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Pictured above are the 
recently completed D-X 
Sunray, Warren, Ke- 


Advertising Age, April 14, 1958 
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‘LIGHT THIEF‘Y—New in p.o.p. display 


is what Einson-Freeman Co. calls 


its “Light Thief.” It is roughly a v-shaped trough, top end open. In- 

side of back is painted in Day-Glo colors. Front plane has die-cut 

trademark, fastens by wires to ceiling fluorescent fixture. Ceiling 

light hits Day-Glo background and bounces out through die-cut 

opening, providing eye-catching illumination equal to 100 watt lamp 
at no cost for electricity, and requiring no cords, lamps. 


Copyright Volume Published 

“Decisions of the U.S. Courts 
Involving Copyright 1955-1956,” 
compiled and edited by Benjamin 
W. Rudd, is ready for distribution 
at $2.75 a copy. The volume, Copy- 
right Office Bulletin No. 30, is the 
14th in a series compiled by the 
copyright office, Library of Con- 
gress, Washington 25, for official 
and public use. 


Parkson Boosts Blauhut 

Don Blauhut, associate tv-radio 
director of Parkson Advertising 
Agency, New York, has been ap- 
pointed director of tv and radio. 
Charles Boland, the former direc- 
tor, has resigned. 


Car-Nu-Ba Starts Spring Push 

Continental Car-Nu-Ba Corp., 
Terre Haute, Ind., will be using 
1,000 television spots a week for 
eight weeks starting April 7 in a 
saturation spring cleanup cam- 
paign for its Grip-Kote floor wax 
in Texas, Louisiana, Oklahoma, 
Georgia and Florida. Product Serv- 
ices, New York, is the agency. 


Ford Promotes Dearborn 

L. E. Dearborn has been named 
general sales manager of the trac- 
tor and implement division of Ford 
Motor Co., Birmingham, Mich. He 
succeeds E. H. Woods, who resigned 
to take over a Ford tractor and im- 


|plement distributorship. 
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Oil Capital of the World, and center 
of the Fabulous Magic Empire.... 
That’s Tulsa today...and now with 
a population of more than *337,600 
Tulsa is recognized as one of the lead- 
ing MAJOR markets in the southwest. 
Oil companies expanding ....new 
buildings completed .... More people 
employed than ever before . . . . people 
who are paid well, and people who 
regularly read the Oil Capital news- 
papers, The Tulsa World and The 
Tulsa Tribune. Call a Branham Man 
today, get the facts...and be sure 
to include Tulsa on your next adver- 
tising schedule. 


* 1958 Sales Management Survey of 
Buying Power for Tulsa County 
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TULSA WORLD ¢ TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY 


REPRESENTED NATIONALLY B ) 3 
OFFICES IN THE PRINCIPAL CITIES OF THE U.S.A. — 


-@ THE BRANHAM CO. 


By the time Lansing Moore reached Anderson & 
Cairns in 1949, he had run his own agency, been 
an ad manager, worked in production and copy, 
and ranged across the globe from Buffalo to Tonga 
Tabu. Like every A&C account executive, Lanny 
is an advertising G.P., jack-of-all-trades and 
master of one: The use of advertising in making 
profits for A&C clients. This he does on behalf of 
Eberhard Faber writing supplies, Dictograph- 
Acousticon, Facit business machines and imported 
Dutch flower bulbs. Clients are frequently amazed 
to learn that Lanny knows as much about their 
business as he does about his own. That is as it 
should be—at Anderson & Cairns, where an 
account executive is more than a customer rela- 
tions man. Seasoned professionals like Lanny 
Moore are dispensable to producing the kind of 
advertising we take pride in at A&C: “The 
Quality Image... that sells!” Call Jack Cairns 
today and find out more about all of us at A&C. 
The number is MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
Advertising of Distinction 
130 East 59th Street + New York 22,N.Y. 
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By BARBARA BARNES 


Unusual, Imaginative Window Treatments Add Interest to Rooms 
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from the book, “T! 
scan Teenager,” > 
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SCIENCE HAS & 
increasingly tmport 
in the developmer 
modern civilizatior 
surprising. theret: 
many Americans re 
alarm when they ' 
cently that Americ 


| DOES YOUR HOME need a quick pick-up? 


HOME IS A REASON WHY 


in Philadelphia nearly everybody reads The Bulletin 


Among the largest cities, Philadelphia has 
the highest percentage of home ownership. 


It’s a city where life revolves around home, 


family and friends. 


And this good life is 


accurately reflected in Philadelphia’s home 
newspaper—The Evening and Sunday Bulletin. 


To the other contents of a great metropoli- 
tan newspaper, The Bulletin adds its distine- 
tive and characteristic reporting of local news 


and exclusive family features. 


To advertisers, The Evening and Sunday 


Bulletin offers important advantages. Your 


sales messages are carefully read by the entire 
family—in the home, where most of the de- 
cisions to buy are made. Philadelphians like 
The Bulletin. They read it, respect it and 
respond to the advertising in it. 


The Bulletin goes home . .. delivers more 
copies to Greater Philadelphia families 


every seven days than any other newspaper. 


Advertising Offices: Philadelphia * New York + Chicago 
Representatives: Sawyer Ferguson Walker Company, 
Detroit + Atlanta + Los Angeles + San Francisco « Seattle 
Florida Resorts: The Leonard Company, Miami Beach. 


The Bulletin publishes the largest amount of R. O. P. 
color advertising in Philadelphia—Evening and Sunday! 


so 2 gee! orerver mere 
erything being for the best.” 
declared astronomer Levitt, 
who is director of the Fels 
Planetarium of The Franklin 


Institute. “For one thing, I'm 
jelighted that the Russians 
did it first; I say @ prayer for 


them every night, honestly. It 
“ke us to the fact that we 
st aren't superior in every 
wie way. If we had done it 
first, we would heve been «o 
cocky as to be insufferanie 
Even the 11 pounds he lox 
na few weeks had it's good 
side: “My figure could stand 
it and I didn't have to diet 
He guarantees that a succes 
sion of early-morning phone 
calls, interviews, lectures in 
and out of town, conferences 
and quick trips by car, plane 


. it neatinneneneneee ~ > 
ON AN INFREQUENT quiet evening at home, Dr. and Mrs. L. M. Lewitt talk, 
watch television and lodk over some of his notes together, all at the same time 
Both can predict the outcome of TV plots without looking; but Mrs. Levitt can 
aiso finger the murderer in mystery books, which Dr. Levitt can't. 
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There is no better way to give it one than by chang- 
the window treatments. 
And there is no surer way to let it become “dated” 
in by leaving the same old curtains up year after 
ir. 


If you're doubtful about new ideas, you'll find that a 
yup of rooms recently done over at Lit Brothers will 
wide a dogen or so-—el) of them fresh and imagin- 


The first lesson the rooms teach is: “Don't overdo.” 
Vt clutter up windows with leyer after layer of ma- 
tat. 


The next is: Consider windows and walls as a single 
ft, not as a lot of separate little cut-up areas. 


WITH THESE TWO principles in mind, you can take 
“ly in a lot of different directions. 

“qua, homefurnishings co-ordinator at the 

*ed unusual windows to go with Spanish, 

““terian and Contemporary furniture— 

= adaptable enough to go with any- 


ting is a pair of windows 


Ne conventional] sense 

~¢ with black grill 
Sambra 

“< cut from 

* fabric 


1 room, in which 
s the with the 
shocking pink.” 
esting contrast 

up in a floral 
ttween the win- 


Italian room is 
‘ec of their being 


1g on a balcony 
tains, you'd see 
sd by a “marbie” 
a Poge 11,Col.! 


and pale gold. 
ons of Renais- 
t Lit Brothers) 


V i 
y wives are as 
dark-haired, fine- 
ice: two children 
ercrr aie 


prints ten years ago. And no. 


ens: at home he's husband, 
father, handy man, pal and 


Look, Dad, I can stay this 


way for hour boasted Nan- 

y. sliding t way down the 
b aster her ruffled pink 
party dress and stopping sud» 
jerdy. Dad obediently lookea 
and applauded 


Wher Peter prgtested 
against going to a school 
danee, on the grounds that he 
would miss Zorro, his favor- 
ite program, Dr, Levitt per- 
suaded him to make the secri- 
Continued on Page 10, Col. @ 
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TOP CAMPAIGNS—Associated Business 
present awards April 14 to winners of its 16th annual 
competition for outstanding merchandising advertising. 
Shown here are the first award winners in the seven di- 


visions. 


1. Advertising to introduce new products or new pack- 
aging to dealers and distributors—E. Ingraham Co., Bris- 
tol, Conn. (Wilson, Haight, Welch & Grover, Hartford, 


Conn.). 


2. Public relations advertising, including trade associa- 
tion campaigns, institutional advertising, advertising by 
consumer media to influence dealers, endorsements, policy 


ABP to Honor 
28 Advertisers 
for Business Ads 


(Continued from Page 2) 
rent merchandising and marketing 
problems. Kenneth Collins, Wom- 
en’s Wear Daily columnist, will be 
the moderator. Members of the 
panel will include Ralph Head, vp 
in charge of marketing at Batten, 
Barton, Durstine & Osborn; Ear] 
Puckett, of Allied Stores; Louis 
Stein, president of Food Fair 
Stores; Mort Farr, appliance deal- 
er of Upper Derby, Pa.; and J. 


Gordon Dakins, of National Retail | 


Merchants Assn. 


s Award winners in each of the 
seven divisions follows: 
1.—Advertising to introduce new pred- 
ucts or new packaging to dealers and 
distributors. First award: E. Ingraham 
Co., Bristol, Conn., for campaign to an- 
nounce to retailers Ingraham’'s entry into 
the electric clock field (Wilson, Haight, 
Welch & Grover). Awards of merit: P. H. 
Hanes Knitting Co., Winston-Salem, N. C. 
(N. W. Ayer & Son); Wesson Oil & Snow- 
drift Sales Co., New Orleans (Fitzgerald 
Advertising Agency); General Electric 


Publications will 


Co., miniature lamp department, Nela 
Park, Cleveland (Batten, Barton, Durstine 
& Osborn). 

2.—Advertising to promote product fea- 
tures and give product information. First 
award: Catalina Inc., Los Angeles, for 
campaign announce to the trade the 
most important sweater line and sports- 
wear coordinates in the company’s history 
(Foote, Cone & Belding). Awards of mer- 
it: E. L. Bruce Co., Memphis (Greenhaw 

Rush); Campbell Soup Co., Camden, 
N. J. (BBDO); Polaroid Corp., Cambridge, 
Mass. (Doyle Dane Bernbach) 
3.—Advertising to merchandise consum- 
er advertising to the trade. First award 
to E. I. du Pont de Nemours & Co., textile 
fibers women's wear division, Wilming- 
ton, Del., for campaign to introduce to 
hosiery buyers and retail management the 
concept of tinted nylons and to produce 
maximum number of store tie-ins 
(BBDO). Awards of merit: Wembley Inc., 
New Orleans (Fitzgerald Advertising 
Agency); Taylor Instrument Co., Roches- 
ter, N. ¥. (BBDO); Prince Gardner Co., 
St. Louis (Grey Advertising Agency). 
4.—Advertising to sell services; equip- 
ment and products not for resale. First 
|award: Pellon Corp., footwear division, 
New York, for campaign to acquaint shoe 
manufacturers and retailers with Pellon, 
promoting its use as innersoles, box toe 
liners, and as backing for leathers, fabrics 
and vinyls, to exploit its contribution to 
fashion, etc. (David J. Mendelsohn Ad- 
| vertising Agency). Awards of merit: Na- 
| tional Cash Register Co., Dayton, O. (Mc- 
Cann-Erickson); Talon Inc., New York 
(McCann-Erickson); Industrial Rayon 
Corp., nylon division, New York (Grey 
Advertising Agency) 

5.—Advertising to link merchandise with 
seasonal promotion and to describe and 
/enecourage the dealer to use sales promo- 


to 


sweaters and fall sportswear! 
Etaton 
mm 4 


| buying 


The more she sees 
the more shell buy 


wis 
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announcements, and all other advertising not covered by 
other divisions—Glass Container Manufacturers Institute, 
New York (Kenyon & Eckhardt, New York). 

3. Advertising to link merchandise with seasonal pro- 
motion and to describe and encourage the dealer to use 
sales promotion aids—-Kraft Foods, Chicago (J. Walter 
Thompson Co., Chicago). 

4. Advertising to sell services; equipment and products 
not for resale—Pellon Corp., footwear division, New York 
(David J. Mendelsohn Advertising Agency, New York). 

5. Advertising to promote product features and give 
product information—Catalina Inc., Los Angeles (Foote, 


tion aids. First award: Kraft Foods, Chi- 
cago, for campaign to give advance notice 
of Kraft advertising and promotion to 
food store buyers, advertising and mer- 
chandising managers, store managers and 
owners, and to provide Kraft salesmen and 
store operators, alike, with a single, easy- 
to-use promotion package (J. Walter 
Thompson Co.) Awards of merit: Radio 
Corp. of America, RCA Victor radio—Vic- 
trola division, Camden, N. J. ‘(Kenyon & 
Eckhardt); Surface Combustion Corp., 
Janitrol heating & air conditioning divi- 


sion, Columbus, O (Beeson-Reichert); 
Lewyt Corp., Long Island City, N. Y 
(Hicks & Greist) 


6.—Public relations advertising, includ- 
ing trade association campaigns, institu- 
tional advertising, advertising by consumer 
media to influence dealers, endorsements, 
policy announcements, and all other ad- 
vertising not covered by preceding divi- 
sions. First award: Glass Container Manu- 


facturers Institute, New York, for 
campaign to *fllustrate the unique ad- 
vantages of glass containers, and to 


emphasize that glass stimulates impulse 
(Kenyon & Eckhardt). Awards 
of merit: Amalgamated Clothing Workers 
of America, New York (David J. Mendel- 
sohn Advertising Agency); Molla Inc., 
Westbury, N. Y. (Zlowe Co.)}; Louisiana 
Sweet Potato Commission, Opalousas, La. 
(Fitzgerald Advertising Agency). 

7.—Use of dominant space, multiple page 
advertising which makes the most effec- 
tive use of three or more consecutive pages 
in one issue. First award: Sargent & Co., 
New Haven, Conn., for campaign to make 
it clear to dealers and builders that locks 
should be used for decorative purposes 
as well as security (Marschalk & Pratt di- 
vision, McCann-Erickson). Awards of 
merit: American-Edelstaal, New York 
(Harold J. Siesel Co.); 


Whirlpool Corp., 
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Cone & Belding, Los Angeles). 
6. Use of dominant space—multiple page advertising 


which makes the most effective use of three or more con- 


Conn. (Marschalk & 
New York). 


St. Joseph, Mich. (Netedu Advertising) ; 
Courtaulds (Alabama) Inc., New York 
(Lewin, Williams & Saylor) 


National Dairy Denies FTC 
Charge of Unfair Discounts 

National Dairy Products Corp., 
New York, has denied a Feder- 
al Trade Commission complaint 
which claims it gives large chains 
discounts and advertising allow- 
ances which are not available 
to smaller firms. Challenging 
FTC’s complaint, National Dairy 
said there has only been one in- 
stance where chains were reim- 
bursed at the national advertising 
rate for newspaper advertisements 
for Sealtest products. This oc- 
curred in Toledo in one week of 
1957, the reply said, but the offer 
was available to all dealers in the 
area. 

National Dairy also denied its 
method of discounts discriminates 
| in favor of chains. It said discounts 
reflect lower costs of selling to the 
chains, and represent an effort to 
meet competition. 


Bertren-Matthews Joins ‘Time’ 

Alex G. Bertren-Matthews, for- 
|!merly of Thompson-Petersen Ad- 
vertising, Montreal, has joined the 
Montreal sales staff of Time Inter- 
national. 


secutive pages in one issue. The themes of this advertising 
could embrace any one, a combination of two or more, or 
all of the preceding divisions—Sargent & Co., New Haven, 


Pratt division, McCann-Erickson, 


7. Advertising to merchandise consumer advertising to 
the trade—E, I. du Pont de Nemours & Co., textile fibers 
women’s wear division, Wilmington, Del. (Batten, Barton, 
Durstine & Osborn, New York). 


Helene Curtis Signs Consent; 
Enden Claims Restrained 

The Federal Trade Commission 
has announced that a dispute over 
advertising for Enden shampoo 
(AA, Sept. 2, 57) has been settled 
in a consent order signed by 
Helene Curtis Industries Ine. 

The order forbids claims that 
Enden will have any lasting effect 
on dandruff except during regular 
use. The condition will return 
when the product is discontinued, 
FTC said. 


KGMC Sold for $290,000 

KGMC, Denver-Englewood 1,- 
000-watt independent radio sta- 
tion, has been sold for $290,000. It 
was purchased by Robert B. Mc- 
Williams, exec vp of Galen E. Broy- 
les Co., Denver agency, and Lee P. 
Mehlig, formerly with KTLN. The 
station was founded in 1952 by 
Grady F. Maples and R. B. McAI- 
lister, who still own a station in 
Texas. 


Haughton Advertising Bows 

James F. Haughton, formerly 
with Gross Advertising, Philadel- 
phia, has formed his own agency, 
Haughton Advertising Agency, 
with offices at 5601 N. Broad St., 
| Philadelphia. 
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What's the buying philosophy of BBD&0’s V.P. for media? 


Fred Barrett (featured on the cover) speaks up—in the April issue of 
Media ‘scope, out this week. 


How much are media directors paid? 


See the encouraging results in Media scope’s annual survey of salaries, duties 
and status-——in the April issue. 


What’s happening to media costs? 


Rate expert Harry J. Johnson charts their course (mostly 
upward) via Media scope’s exclusive Ad Rate Meters. 


(Whether your metier is print or broadcast media, this feature 
alone can make you an agency hero at the next client conference. ) 


How’s advertising working on the railroad? 


Media scope’s staff offers some suggestions for investing limited budgets more 
effectively —in the April issue. 


ma) 
A> 
>, hy did Slenderella put on tv weight? 


Advertising Manager Suzanne R. Wells tells why radio is no longer the whole menu— 
in the April issue. 


x have problems? Ever buy media for pharmaceuticals? 


Ed Johnstone, exec. v.p. of Dowd, Redfield & Johnstone, shares his prescription— 
in the April issue. 


These ... and a dozen other features —are part of the 


stimulating package called Media/scope for April. 


serving the media-buying function 
ony Meee o 


WaLTER E. Borruor, Publisher 


420 Lexington Ave., New York 17, N. Y., MUrray Hill 9-6620 


1740 Ridge Ave., Evanston, Ill., HOllycourt 5-2400 


1709 West Eighth St., Los Angeles 17, Calif., DU 2-8576 


LV SCOPE 


published by Standard Rate & Data Service, Inc. 


If you have interest in media, you have interest in Media/scope. 


Up Media scope—and see with a wide-angle lens the changing picture of the 

entire media-buying function. Only the new monthly, Media/scope, covers all media 
fields and confines itself to ideas and methods directly related to media selection. 
Media scope appeals to interested, selected readers. Media scope reaches special 
interest groups when they are ready to be informed. 


Because it tells buyers of all media what they want to know, Media/scope 
presents an unparalleled opportunity for advertisers. 


Media/scope, 1740 Ridge Avenue, Evanston, Illinois 


() Send Media/scope for 1 year at introductory rate of $2 (regular rate will be $3). 


Start with April issue. () Send advertising rate card and 
() Check here if you want 3 years for $5. circulation breakdown. 


Name Title 


Home Address (fill in above line if mailing to home address is preferred) 


620° 


Business Address 


City Zone State 


Name of Company 


Nature of Company's Business 
© Bill me 02) Bill Company DC Payment attached 
Order form must be filled in completely to insure prompt service. 
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HERE ARE THE RANKINGS... 
California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


Los Angeles-Long Beach 
San Francisco-Oakland 
San Diego 
RIVERSIDE, SAN BERNARDINO, 
ONTARIO 


a ww = 


. San Jose 


Sacramento 


Bakersfield 


5. 
6 
7. Fresno 
& 
9. Stockton 


10. Santa Barbara 

see the man from 
RIVERSIDE PRESS 
and ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


Represented nationally by Doyle and Howley, Los Angeles, 
‘ San Francisco, New York, Chicago, Boston, Minneapolis. 
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ANSWER SCHOOL—Gossard Co. is combining animation 
with a “live” pitch in its new commercials on 
These stills from the ani- 
mated portion of the company’s Answer girdle pro- 


Tac Dough” (NBC-TV). 


Branham Names Hanrahan 

Branham Co. has named Robert 
Hanrahan, formerly with CBS Tel- 
evision network sales in New York, 
lto its San Francisco office. Bran- 
jham also named John Murphy 
manager of its Chicago radio and 
television department. 


etait 


“Tic then await their 


left. 


Nelson Named Ad Manager 
Charles E. Nelson has been ap~ | 
pointed ad manager of American) 
Seating Co., Grand Rapids, suc- 
ceeding W. E. Backus, who is re- 
tiring. Mr. Nelson has been a mem- 
ber of the company’s advertising 


| department since 1947. 


TOTAL DAILY 


cIRCUL 


ATION 


a, A 


New leader among Houston newspapers is The Houston Post. Total 
daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198." The best newspaper buy in the South's 
Number One market is The Houston Post-first in total daily circulation. 


*As filed with A.B.C. for six months ending September 30, 1957, subject to audit. 


HOUSTON POST 


REPRESENTEDO NATIONAL 


SCHMITT 


motion show how “students” 


learn about the girdle, 
turns to try it on. Woman behind 


the screen at right is the accordion-shaped one at the 
Edward H. Weiss & Co. is the Gossard agency. 


Unilever Tests 
Dove Ads in Two 


British Markets 


LONDON, 
through 
| (CWG) 


April 8—Unilever, 
its subsidiary Crosfields 
Ltd., is test marketing 


An advertising campaign, han- 
dled by J. Walter Thompson Co., 
has been launched in Ipswich and 
Oxford. Pages in local newspapers 
|followed the theme used in the 
U. S.: “Suddenly Dove makes soap 
old-fashioned!” Dove was intro- 
duced in the U.S. in 1956, via Ogil- 
vy, Benson & Mather. 

The test campaign is to continue 
|with large space ads in the local 
|evening newspapers and these will 
be backed up with short cinema 
advertising films shown three 
times daily in all movie theaters in 
the two cities. 

Dove is being sold in Britain in 
ja foil-wrapped carton at the equiv- 
alent of 21i¢ per bar. National ad- 
|vertising will follow if the test 
marketing proves successful. + 


oan in two British cities. 


| Tokyo Ad Assn. Boosts 
Japanese Ad Group Meeting 

The Tokyo Advertising Assn. 
has mounted a nationwide public 
relations campaign in behalf of ad- 
vertising in connection with the 
1958 general assembly of the Ad- 
|vertising Federation of Japan, to 
|be held in Tokyo at the end of 
April. The campaign has three 
phases: (1) An appeal to the pub- 
lic for contributions of a slogan for 
the convention; (2) the establish- 
ment of Advertising Week as an an- 
nual event throughout the coun- 
try; (3) an exhibition of materials 
to explain to the public the impor- 
tance of advertising in the modern 
world. 

Newspapers, magazines, broad- 
casting stations and advertising 
groups throughout Japan will par- 
ticipate in the campaign. 


TV Clearing House Files 
Petition in Bankruptcy 

Television Clearing House, a 
merchandise-for-time barterer, has 
filed a voluntary petition in bank- 
|ruptcy in the southern district 
| court. The company, which began 
|operation about two years ago as 
|a prize supplier for stations, listed 
| liabilities at $214,275 and assets at 
$6,754. 

Federal Judge Gregory Noonan 
has signed an order, based on the 
petition, adjudging the petitioner 
to be bankrupt, and has referred 
the matter to Bankruptcy Referee 
| Robert P. Stephenson for a hearing. 


WFLB-TV Cuts Programming 

WFLB-TV, Fayetteville, N.C., 
the only remaining uhf station in 
the Carolinas, has cut its opera- 
tions from 15 to eight hours a day, 
and its staff from 25 to 15 mem- 
bers. It will now operate from 
3 p.m. to 11 p.m. 


Selz to Keyes, Madden 

Preston Selz, formerly head of 
the Selz Group, which supplied 
|creative services to agencies and 
| direct advertisers, has joined 
Keyes, Madden & Jones, Chicago, 
as senior writer. 
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Marketers Fail to 
Grasp Puerto Rico, 


Says Diaz-Hernandez 


New York, April 8—U. S. ship- 
ments to Puerto Rico have climbed 
86% in the past 10 years—from 
$339,000,000 to $630,000,000. 

The island today represents the 
“best per-capita market in the 
world for U. S. goods and services.” 

It is a “bigger market for the 
U. S. than Argentina and Brazil 
combined.” 

This economic picture of Puerto 
Rico was drawn today by J. Diaz- 
Hernandez, director of Rums of 
Puerto Rico, in a luncheon talk to 
the Export Managers Club of New 
York. 

Mr. Diaz-Hernandez said that 
despite these gains many export 
managers continue to overlook or 
misunderstand the Puerto Rican 
market. 

He listed four areas of confu- 

sion: 
e Too many companies consider 
Puerto Rico a foreign export mar- 
ket, when it should be treated as 
an “overseas domestic market.” 


e Too many exporters regard the 
island as a “low-wage, low-living 
area in which to dump seconds and 
rejects.” 


e In arranging for distribution, 
some companies “try too hard to 
get exclusive representation, which 
usually just isn’t worth the effort.” 


e Puerto Rico’s possibilities as a 
test market for all of Latin Ameri- 
ca are often ignored. 


s Mr. Diaz-Hernandez noted that 
while total income has doubled 
since 1948, as a result of the influx 
of new industries, Puerto Rico still 
falls far short of an “economic 
Utopia.” Unemployment is cur- 
rently around 86,000, or about 14% 
of the total labor force. This, he 
pointed out, is the equivalent of 
10,000,000 people out of work in 
the U.S. = 


Three Manufacturers 
Push Hot Strawberry Hue 

Two ready-to-wear manufactur- 
ers are tying in with Northam 
Warren Corp., Stamford, Conn., to 
promote the new Cutex color, Hot 
Strawberry, this summer. Ship ’n 
Shore Inc., New York, has designed 
a strawberry-embroidered blouse 
for the promotion, while M. C. 
Schrank Inc., New York, sleepwear 
manufacturer, is tying in with 
three strawberry-decorated styles. 

The three manufacturers will 
join in four consecutive right-hand 
color pages in the June Seventeen: 
two by Cutex and one each by 
Ship ’n Shore and Schrank. Cutex 
will also run color pages in the 
May 26 issue of Life and June is- 
sues of McCall’s, Miss and True 
Story, as well as two-color and 
b&w newspaper ads from late May 
through June. Window and coun- 
ter cards and fashion shows are 
also planned. J. M. Mathes Inc. is 
handling the promotion for Cutex; 
Jesse & Mervine Levine Inc. for 
Ship ’n Shore; Ehrlich, Neuwirth 
& Sobo for Schrank. 


Fuller Joins ‘True’ 

Donald Fuller, formerly mid- 
Atlantic advertising manager of 
Sponsor, has joined the eastern 
sales staff of True, New York. 


43 
Allied Boosts Richardson and sales promotion since 1935. | Dollar Savings to F&S&R |Perlman Adds Marum Mills 
| Allied Mills, Fort Wayne, Ind., _ Dollar Savings Bank, New York,; Marum Knitting Mills, New 
has promoted John L. Richardson| WT Moves in Denver has named Fuller & Smith & Ross,| York, manufacturer of men’s and 
to the new position of general mar- J. Walter Thompson Co. has| New York, to handle its advertis-| women’s hosiery, has appointed 
keting and promotion manager. He | moved its Denver office to the new | ing. The previous agency was Muir Philip J. Perlman Associates, New 
has been director of advertising| First National Bank Bldg. & Co. | York, to handle its advertising. 
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f j , a A typical neighborhood in . pone Pie. ei 
“ANIA | ken Monrovia, California—one of ; ‘ 
4. ? ~ many prosperous communities ; a 
’ “H covered by the COPLEY “Hometown” é Sai 
l st t ») Newspapers in the rapidiy expanding eg ay 
Yet Greater Los Angeles Market. Rea eae ~ Bae a ‘ 
x * ge Sa se S', caet — ade on : 
f %, 
— 
m : Only “hometown” newspapers can give you 
\ . 


effective coverage of Greater Los Angeles . . . the vast suburban 


market which surrounds the city itself, 


Of all Los Angeles County sales, 53% are made outside the city, 
And 25% of the people in this Greater Los Angeles 

market live in communities served by the COPLEY “Hometown” 
Newspapers. Sell them where they live! Include these 
newspapers in your advertising plans. Maximum penetration 

. . complete flexibility . . . and strong 


merchandising support at the local level. 


ALHAMBRA POST-ADVOCATE + MONROVIA NEWS-POST 
BURBANK DAILY-REVIEW + SOUTH BAY DAILY BREEZE 
CULVER CITY EVENING STAR-NEWS + SAN PEDRO NEWS-PILOT 
GLENDALE NEWS-PRESS + VENICE EVENING VANGUARD 

. Ne 3 

"The Ring Cy of Truth” | re sna 


COPLEY NEWSPAPERS 15 “Hometown” Newspapers covering 
Greater Los Angeles—Springfield, Illinois—Northern Illinois — and San Diego, California. .. 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Don’t miss the big parade 


in Syracuse 


What’s happening in this bustling city in the 
heart of the Empire State? Plenty — enough to 
make your eyes pop! 


Today — population in metropolitan Syracuse is 
nearing 300,000. Buying power has taken a 
giant step forward (up 54% since 1950). And 
at retail, the prosperous people of this area are 
buying at the rate of $500 million annually — 
a 127% boost since World War II. 


Where’s all the money coming from? From the 
420 odd industries — Bristol Laboratories, John 
Deere Plow, General Electric, General Motors, 
Sylvania and Western Electric are a few —that 
have settled in Syracuse to be near the great 
network of thruways that come into the city 
from East, West, North and South. Anxious, 
too, to have sites close to the St. Lawrence Sea- 
way, which city fathers predict will help make 
Syracuse the second-largest city in New York 
by 1975. 


Syracuse attracts people not only because busi- 
ness is booming. It’s a cultural center —a place 
where it’s nice to live. 173 parks, 10 colleges 
and universities, 35 theatres, 6 country clubs 
— these are several more reasons why Syracuse 
and surrounding Onondaga County comprise 
the fastest-growing market in the Northeastern 
United States. 


Now is the time to get your share of sales in 
this growing market, The Syracuse Herald- 
American and Parade can help you. Each Sun- 
day they call on more than four out of five 
homes in town. Each Monday they begin to 
move goods off dealers’ shelves. 


PARADE...The Sunday Magazine section 
of 59 fine newspapers covering some 
2800 markets...with more than 16 million 
readers every week. 


Per cent of families reaches 


POST........ 15% 
LOOK ....... 15% 


LIFE... 38% 
at ite thes Nhe. 


teme County 


The Sunday Picture Magazine 
(a 
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Represented nationally by Moloney, Regan & Schmitt, Inc. 
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Sun., Mar. 23,1958 Los Angeles Examiner 


Slim’s Pickin’s: 


Makers Should 
Publish Prices 


By SLIM BARNARD 
Automotive Editor 


wget advertising what the cai 


SHOULD cost, and what it 
ought to cost here and whai 
equipment should be on it 
Tobin Right! It's 
Galveston on Run 

Jim Tobin was rig 
The Mobilgas Eco 
Run will leave Los 


Sunday, April 13 To al- ceive 

veston, Texas. This will be Harr 

the longest run in history. ern1 

It will take 442 days for forE 

the distance of approxi- duct 

mately 2000 miles. There last 

He Los Angeles will be no “practicing,” be- Hick 

usiness Bureau recentlY\ cause no one will know in D 

published an editorial from }ene route until three days tend. 

Advertising Age with which efore it starts Picki 

whole-heartedly su ‘ finer 

scree snaeni S There are three possible the 1 
out that the biggest market TOUtes: Highway 40, which 

problem in America re- ~~ through Reno, Salt sp 

volves around the sale of Lake City, Pueblo, Okla 1.1) 

automobiles. homa City, Dallas and com 

‘ ‘ } 

. Houston to Galveston: : 
It says the American yighway 66, which goes ‘°°: 
economy has evolved throneh Albuquerque, Fort [OU 


EDITORIAL STILL WORKING—Advertising Age’s editorials on automobile 

pricing are still working, says Robert M. Sample, vp, Better Business 

Bureau of Los Angeles, who submits this clipping from the Los An- 
geles Examiner as proof. 


AMI Launches Portable vertising will run in about seven 
Washer in Fourth Market |metropolitan newspapers. In May, 
AMI Inc., Grand Rapids, is|half-page ads will run in Good 
launching its “personal, portable” | Housekeeping and Parents’ Maga- 
washing machine in the New York |7#"e. National distribution is ex- 
market this month, following in-|Pected by September. Edward H. 
troductory campaigns in Detroit,| Weiss & Co. is the agency for AMI, 
Cleveland and Louisville. The| Which also makes juke boxes and 
diminutive machine weighs 9 Ibs. | hi-fi sets. 
and stands 14” high. It can be used | 
in a kitchen sink, tub or large pail Evans, Kemble Agencies Merge 
to wash 4 lbs. of clothes at one! Bradford A. Evans & Associates, 
time. It sells for $59.95. Santa Barbara, Cal., public rela- 
Starting April 12, the campaign tions company, has merged with 
will run a minimum of six weeks. Kemble Co., Santa Barbara adver- 
500 tv spots will be aired over five |tising company. The new company 
New York stations, and co-op ad-/ will retain the Kemble name. 


B &W reproduction 


have long been famous for the finest color plates. 
We put the same careful craftsmanship into every rine 
and halftone that we put into our color plates. For the 


finest possible halftones, zincs and combinations call us. 


COLLINS, MILLER & HUTCHINGS, inc. 


America’s Finest Photoengraving Plant 


333} WEST LAKE STREET, CHICAGO 
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Advertising Age, April 14, 1958 


Y&R Is Top Shop 
in Network TV in’: 


(Continued from Page 3) 
relatively small budget can put an 
agency up among the leaders. To 


Geyer Advertising ...... 
Earle Ludgin & Co. ....... 
Peck Advertising ........... 
C. J. LaRoche & Co. .......... 
Bozell & Jacobs ................ 


. John W. Shaw Advertising 


Last ‘57 Quarter |. 


67. 
68. 
69. 


70. 
get 75 agencies, it was necessary |7} 


to go down to the $80,000 level; | 72. 


Kastor, Farrell, Chesley 

cf Saaaes 
Emil Mogul Co. .......00000006 
Product Services ............... 
Cramer-Krasselt Co. ......... 
Carson/Roberts ............... 
Richard K. Manoff Inc. ...... 


. Geo. H. Hartman Co. ........ 


Oe GB QED ciccsseceissiores 


313,981 | 73. W. B. Doner & Co. ..... 95,772 
310,199 | 74. Buchanan & Co. ........ 83,978 
283,379 75. Cohen & Aleshire ............ 80,772 


279,009 | 
260,510 Kaufman Gets WMGM 
251,015, Henry J. Kaufman & Associ- 
ates, Washington, has been ap- 
217,281 | pointed advertising and promotion 
187,133| counsel for WMGM, New York, 
168,353 | Loew's Inc. radio station. Arthur 
150,247|M. Tolchin, vp and director of 
147,752} WMGM, said the station contem- 
134,673| plates the most aggressive trade 
133,522|and listener promotion in its his- 
108,850 | tory. 


Sight & Sound Formed 

House & Gersten, Washington 
advertising and public relations 
company, has set up Sight & Sound 
Inc. as a separate company to 
serve as audio-visual consultants 
for the agency. Edgar Parsons, who 
has been film director of American 
Automobile Assn. for the past 
seven years, has been named pres- 
ident of Sight & Sound Inc. 


Matchabelli Names O'Reilly 
Gerald A. O'Reilly, assistant 
sales manager of Prince Matcha- 


45 


belli Inc., New York, manufactur- 
er of perfume and Seaforth men’s 
toiletries, has been named sales 
manager. These duties were for- 
merly handled by Paul P. Woolard, 
| sales vp. 


| Bymart-Tintair Slates Drive 

Bymart-Tintair, New York, will 
start a spot tv drive in 18 markets 
late in April for Tintair and Satin 
Cream Formula hair coloring. Most 
of the spots will be scheduled 
| Thursdays through Sundays. Prod- 
uct Services is the agency. 


Cohen & Aleshire placed 75th,| 
with $80,772. 


75 Leading Agencies 


in Network TV 


4th Quarter, 1957 
Compiled by Leading National 
Advertisers for ABC-TV; ranked 

by ADVERTISING AGE 


Gross time 
billings 
1. Young & Rubicam ............ $12,955,224 
2. J. Walter Thompson Co... 12,775,442 
3. Ted Bates & Co. .....cccccs 11,965,433 
4. Batten, Barton, Durstine 
By TIE siciscesnktnitenniinnns 11,227,477 
5. Benton & Bowles 8,530,696 
6. McCann-Erickson 8,284,637 
7. Leo Burnett Co. «0.0.0.0 6,631,289 
8. Dancer-Fitzgerald-Sample 6,149,480 
9. William Esty Co. .........00 4,348,087 
10. Compton Advertising ....... 3,842,832 
11. Kenyon & Eckhardt ........ 3,519,887 
12. Grant Advertising ............ 3,100,853 
Pi BIND DID: sccdrcstenccecess 2,934,553 


14. N. W. Ayer & Son 


15. Lennen & Newell .......... 2,394,897 
16. Parkson Advertising 

BIE: Sadietticmincctadenineanes 2,387,520 
17. Sullivan, Stauffer, Colwell 

ID sccdiscscrctsiivncsceee 2,247,882 
18. Foote, Cone & Belding ... 2,210,847 
19. Campbell-Ewald Co. ........ 2,039,185 
20. North Advertising ............ 1,970,978 
21. Edward H. Weiss & Co... 1,698,768 
22. Bryan Houston Ince. .......... 1,653,746 
23. Raymond Spector Co. ...... 1,384,875 
24. MacManus, John & Adams ‘1,365,161 
25. Geoffrey Wade Advertising 1,305,542 


26. Campbell-Mithun .............. 
27. Needham, Lovis & Brorby 
28. Kudner Agency ............... 
27. D. P. Brother & Co. ........ 
3). Norman, Craig & Kummel 
31. Fuller & Smith & Ross 
32. Doyle Dane Bernbach ...... 
33. Gardner Advertising Co. .. 
34. Guild, Bascom & Bonfigli 
35. Grey Advertising Agency 
36. Tatham-Laird 00.0... 
37. Reach, McClinton & Co. .. 
38. Doherty, Clifford, Steers 


1,250,237 
1,231,973 
1,223,753 
1,186,958 
1,168,157 
1,125,409 
1,120,156 
1,007,554 
871,808 
857,919 
851,829 
809,307 


& Shenfield .............00 777,233 
39. Henry Eisen Advertising 

DDO feaititicnsivinenniivins 771,706 
40. Wherry, Baker & Tilden 756,312 


41. Perrin-Paus Co. oo... ccc 
42. Erwin Wasey, Ruthrauff & 

Ryan 
43. Fletcher D. Richards Inc. 


638,402 


634,187 
599,439 


44. Warwick & Legler ............ 599,427 
45. J. M. Mathes Inc. ........... 551,355 
46. D’Arcy Advertising Co. .... 524,803 
47. Morse International ........ : 497,297 
48. Anderson-McConnell 
Advertising Agency ...... 483,180 
OD. ©... GaP Ga, ccicceeccrsees 480,639 
5). Sweeney & James ............. 478,755 
51. Keyes, Madden & Jones .. 463,471 
52. Gordon Best Co. .......0.0000 431,845 
53. Knox Reeves Advertising .. 421,034 | 
54. Clinton E. Frank Inc. ........ 411,385 
55. Wesley Associates ............ 402,570 
55. Mathisson & Associates ...... 384,569 
57. Joseph Katz Co. ............. 344,241 
58. Cunningham & Wolsh ...... 316,715 
WON GR ee SO 
IMPRINTING 


@ TABLOIDS 
@ FOLDERS 
@ NEWSPAPERS 
@ MAILING PIECES 
@ MAGAZINES 
@ POST CARDS 
We imprint all types of litera- 


ture in any quantity and ship 
to arrive on schedule. 


Shipping trom Cleveland saves 


WRITE: you time and money 


Tke RALPH J. BISHOP Co. 


2000 SUPERIOR AVE. « CLEVELAND 14, OnIO 
CALL: PRespect 1-6220 


> Oy re 


igs 


— tee 
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...the rich Latin American Market?...we deliver! 


Get full details from Robert Kenyon at Plaza 5-1282. 
Offices at 527 Madison Avenue, New York 22, N. Y. 


@ Now audited by the Office of Certified Circulation 


@ Product of Latin America’s most successful publishers 


@ Now—almost 1 page in 3 is in full color 


@ Big advertising promotion to increase circulation in $ markets 
@ Over 90% newsstand sales 


@ Second largest circulation of all international magazines in Latin America 


BY AND FOR LATIN AMERICANS 


@ O Cruzeiro International is a hot magazine 


@ Circulation doubled in ten months! 


@ Lowest actual cost-per-thousand in field 


@ Biggest bonus of all Latin American international magazines 


@ Favorable soft currency exchange saves advertiser over 35% 


@ NOW ONE YEAR OLO 


Guaranteed Circulation: 200,000 


= 


Basic B&W page: Cr$66,000 4-color page: Cr$112,200 


CRUZEIRO 


INTERNATIONAL 


NEW YORK 22. N Y PHONE PLAZA 5-1282 
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Wherever executive 
and professional 
families live... 
there you 

will find TIME 


HIS FACT about TIME’s audience is clear: it is 

heavily concentrated in the suburbs. In fact, TIME 
delivers to advertisers the greatest concentration of 
executive and professional families available in 
America today — 


families that are the country’s most courted 
consumers, most desirable industrial custom- 
ers, most fertile source of capital, and of per- 
sonal and corporate good will. 
The location of a magazine’s readers is a factor that 
is receiving particular and critical evaluation from 
marketing men today. Your review of magazine cir- 
culations in the high income suburbs of eight of the 
largest cities will show that... 


TIME delivers 39% more circulation than News- 

week and U. S. News combined . . . almost as 

much circulation as the biggest mass weeklies. 
And wherever executive and professional families 
live, there you’ll find twice as many copies of TIME 
as of either of the two other news weeklies. 


These copies of TIME are concentrated in the hands 
of America’s best prospects— families with a total an- 
nual income of $27 billion, and liquid assets* of more 
than $85 billion (a figure higher than the total federal 
budget). 


The one best way to reach the country’s big con- 
centration of best prospects, reach them efficiently 
and economically, is TIME—with 2,250,000 families 
in all the best places. 


, 


*Includes cash, checking accounts, all types of savings accounts, 
corporate stocks and bonds, and government bonds. 


‘ 
. 


TIME readers abroad also live in executive and professional residen- 
tial areas such as: Epsom, London; St. Cloud, Paris; Monte Parioli, 
Rome; Djursholm, Stockholm; Hurlingham, Buenos Aires; Westmount, 
Montreal; San Angel, Mexico City; Denen Chofu, Tokyo. 


TIME 


THE WEEKLY NEWS macaTiNne 


TIME 


The Weekly 
Newsmagazine 


BACKGROUND: Looking northeast over Phila- 
delphia’s midtown sky line. 


FOREGROUND: Haverford, looking northeast 
over Cheswold Lane. 


bie 9 Ae cae ee <p ee ae Bai x yl aa ee : F “eee CR ea eRogeesiy tS! eel a a Rene Re Fe) ag “SG Saas Mig eres eerie ca on (1 a eae ee ' 
Eig ng , i's Ce ag aU ithe tee a ee) ee ae nn eee oe ta 1 I eerie sie foe RUE i oe oo ee ee ae ee, Maat le 3 
“GBA taco 7 ee a ae : Se iE Rae ces ; prices tee eet, a Domenie Sar cane ey oS ie me " a <i aera. Tie rok ; fer 
ae 27 ae Sathana be Sean ae ' Bae ae ca ers ee ee bee 5 fe a ee. ae. ee, ‘ Be ony ee * eee ees Pier ie 5. ae 
eRe oe ee 7 is eet SRR nee? : Pe reed es ; we ee re Sere ee ge ae eae t  e Se eh Mee oo oe ‘OE alge tei ie Mas, 5” ace Samia 
ie i etre Be eg aaa? | omeee ian ; ma See en: meen eet cet fae aaa 
Me: om Ss a i ca fy tem bs i ee a : Co gees uae et eee ee ns op is ee Pet cece a le See 4, oe 
‘ ' ’ as aia ‘eet mn ak ‘ 
f 
5 
< * a 
2 SY of fy 
J Ay ‘ : ‘ 
Pr xX ‘ a, ee P : . ye 
‘> . fi ‘ 
‘ ‘ M , sal 
j eee hove apy Si q Be fod 
4 x ae i at nae ea 
; ; be ol SA 
P . je : 4 F ; i | a 
| ‘ er park yen Sites . psd 
" a at F P ros Hila ae ea. As bal 
, / “4 : ; ie 3 z = a i pi * 
; ? ee ; a Lake ey aie 3 = sy 
pa parce sores. eae ae eet BRN eg re, aa) 
“i eee i. ES es: Bs, 
iy eo ae — en et 7 Shree = ae oa a : hss a nd ae Shia 
: e ¥ ee ‘ I Sed i hr gee aan a ones 3 ie * i 
‘ne Sacieill o a oe a eg a ee a Ee 4 
: oe age ee bes Gs a al ee i : se ebaheies ey Pen wear me 
i "¢ ee . ee ee ry, : . 3 Pe 5) te ae fe ay e as i 
i yes Be mee EE? olin, Sat RE nae 
: okie gene) as Bie gs eh er eee ered nee sects be ae oa tts 
‘ Be a Ee >. Sake Sys ee cee ae a ere one, et i 
ae ee ey aD, a ia pois a ce 1° igang Bae i erie i he eee . 
ri rs Span le RRR a — re is ie ee ea | mo ie a at 
a a a es Be ne Gee dee ie naa a7 ae oe . ii 
_ . we esd RON eee PP meee ge SS fgets ie ei 3 
+ ee 6 Naa iets a pone eee ms 
; =. oe bail ae ae aX ae ; of : ie Mss 
i 4 (eters 5 ; at Sones Sas: ; a 
t es tg ee ae remy, © 5 ¥ ri : eres © a8 a 
Te Ge. Poe Ceres ear bet} eae ae ee ; 
2 bs ae ae ee ; on, os rage nae a6 KS t 
; : Cae. ars a ald : ‘ ee ae ag 
‘ile x ie a es i i - ah ‘ i = 2 
?: . one = "es Se ee ee Tt kD ‘ sree: coe. ae ti st ale j 
eee ee a i ee cs ee. ee ee “Ss 
“ ie a3. ae ea Spe afin ama net be ye ie oe oe See pa eth ges . : 
4 PS > ee ee i ae sigh Gos es ea Se 2 a ee cs 
es SENIOR te ges al oe Sa ey TE, ee A oe car ee eo te = 
. f° Pe ee Sp AMM MME Tak ee ee eA es “i 
: I i oS a Jee Le a er) ss 
# vs — ow 4 es J 
he) as ; is bs ¥ B 
tal —— —— a ae wT | 
; 4 ime 6 ae me >, - 5 i \ 
; = si — se ae ¢ 
2 ( A = ae - 2 
‘iy er es os ie . ; 
ers : sf ole = bea 8 fee 
i Y Pe ; face ‘ eee 1 puna lS ae ‘ “ae 
. i a ee cn a en eee Bee ee 
te game ve, 5 a uae te, ‘ 4 ae oa ae eee: a 7m \ : 
— Ge ee St ee ae Qa . aie 
ni ee ee hg a Bi OS Es a ak es ie = | oe E 
ep Tog : eae Me Oe ee a ae a oe . 
< pean, 2 ‘eames Boe)? ane 5 : \ loo! . re * oe 
~ Seth Ses A ew ly - - er “OR > de 
a hve ee ae ; ee ty 
: pe eee 3 - i he A 
$ Tae 4 * t.4 Y BS ‘ss , ad 
Shgsoe ne i ale 
i Be ot " pe ten ee . 
A ae aay 
; ew x 13 ; : eee. a 
MS Re he Rt oie E m ee a 3 ie ” | ha ae i 
_ el a ine Falls aa . 
; Be oe oh Cui es . a b ’ F 
ee sn “ph ae te i See ee ee, + 8G vey Bao cy % “se Z 
i ae oi Eo. ae we eee. eae, Sad en * 
i 0 Ee So hacen ee: oo Ce re ay ae ; e 
i, are ay: bere eS aan “ Re: f =) pee. Sa 7 Ty “ae oe = et ‘3 > = 
ff . pes ae a" ae an me ae 2 eee Rah e: > a x. bY +a a 
ss Be gies. . ~ S ealaee > A” a 
Z Ca ood | ie wa a . i. 
- semen = ig A ee ee co en 
p ar ; “Eoo gs eee eee ae . 
<y Soa igh piglet ea aa Set ea iii ee yak oe 
Ae . jee : ee e, 
pf - eagiamehad che. 
i . . oF ; sn ae ; : 
f an “— : oe : ™ 
ne Mic ae) a 7 ae ie ee ee ema . “ 
“ A aay ee, a 7 : 7 = ale eo ms) ’ 
: Et , eee Wb 
eS - oa Pig v NS : é EF LJ i ie ’ 
“4 es * _ lee ae if g- AY. ee Ere ‘ 
F 2 , a a = | oe Eg SR | . 
. ee. ~ et i eid Cn | la 
“ OO OT eee Te = *« ings Loe amy _ & » & 
ci Lee ee 2 q 4 as, oe E ai an | ah. 
ene 2 ae site ' : 
‘ ‘ 5 ; . ‘ae . a a * | 
Cg i eae ae Pe ‘ — > ; ‘ } 
aid z pan Ae ee ee sll en + Soa  y % 
ac es ee ett ee = els oe yi oem ae rt 
bas fs i 4 ee ae, sot ard HTN, oi Se es ge sh it thine 9 x 
ij Ro # ares Beara = be ss Sag - ’ % 
7 a eee re eee ah a cr oh Ho # aig » 
5 a ee ee re Mee ed SO Rak, oy SEU ial ae a Te ~ allt " 4 
a EEE SG, pent nes ‘ 
P =e & Pe i ey et ae Ae meee re. ey fhe Nee eet — od rag 
7 i ae Ea Se get = A ee ee Meee Beker. ig eae i p oe ee aw id p=) ibs 
: ? : Say ar Sage pofee ae? Me cgi he Cane ee ri oy 
ie & ae Pee ieee ee ee eK Ae et ee or eee ND eee pee Clete ae oe ae 
: ea eee ee ee on oe Babee el ON eee ene Bee Pst ~ Xe 
eae’ ee + aren ct Nahe vi Pa wer. ad ar 3 S 2 ee . 
; Rh etl! I et a” Lan ee hoe Fi 
ae PRS i ig ero gs AE. 8. Se ER ay ME! one ol a RE ; * 
ts eae Sh eS a Nae emer ee St 32h eet aca, eee ees ih) aes ee re B 
+3 rae eG Bact ee bn eh ee ee an ae eres sir : aes . VETS vce Eee Lr ve ‘ 
cE meet. ees eos i eee ei ~ oe i ce te 
“ee 7 ee i Soe rea. ae RET eS i . ip 
‘. ee ee cate es ao. ae * . 
: eae rae cee pee —- 
PS ee ae) a ee a 2 
: . ee ee OS Sy greg rae Wares i Pa 
DS ee NA ay es Pe ee aarecs aii CMa Oe a tale ¥ _ 
; Pee) Pol. SS Oe ee 3 
re “> eae! e “ad LaF oS per re “g Sie “ t 
as ee Ss & ar ie ee "1p dling ca a 
| oo) nn : 
s, “ar See ee a Ley Cree nea : 
: ¢ Ree a a : ; 
= a eg Sins ape tee nes - pr ly ae en ae ee ¥ <3 
: ee we ee ‘ ” = 
eS f “Saee a Peat a. oa = = fh Poe " — a . ¥. a 
) ty a ieee. kee cine 
ae ~ eae ee eee As ee ey } 
7. Aidt oo ex es CP ok Ks > ‘ a ‘ 
i wine ee Rr ee See ae ae oe " »* ; 
a i eee Mae: fg Seeley San Re eS 9d Peer? gg > » . : 
anaes Baers te ae ” =. . oe ee a “ \ —. « . oe, 
ag ee Oe SaaS Sy eS ot Sr . 7x 
ze. sate ML? Ta Paar Rae een ebony tsa ecg 5 os - * ' - « 
at GN, an gata eae AEE eee ae heen aia eg “ eal ne 
ce : hee [ ; ee ol a —— = . + . 
: ; - x 4 nd 
“« Be eee j tnd ‘ ae 
Pug << , rg Fd 
‘ a? ° — ; ts 
‘i ss a , s % + = a ae 
j ‘ — | _ yy . > € 
2 i” ite Salis t=, = oa , 
$ ¥ eee e. a, 2 Si yh, Sl 
‘ — are ee * ; 
a ———! ee” 7 se Oe. eee en, ¢* “i ‘ 
+8 be . . . ae re 
a. a. R ee 
~ * a bi eg ee ? sha ? ~ ‘ ‘és ? I ; 
' « i : aR ‘ote ri ae ~~ 
~~ “a dtl, un, & Oe = , 
a aus? pe ao “ 
fr. 7 “ o pol ( 7 4 
7 ein no ty SS - A BS ee | 
5 a, t ~ ¢ ‘ a ad 
ss cate “te, ' 2 : os 
ry > ; aly om P > i 
< ~*~ - / 4 . ~ a? i al ‘ P 
. ‘ a * 3 . 
- ee » = alictgl ee * —_ > * 2. Ee 
on -< a“ oe -* . - — ns . 4 .~ ‘ 
o Fons # ke . ‘4 
*, « ‘ s* , we al ~ ., ‘ ~ a 
_ 4 —.-.  Beae ne EE . “y ' z 
bs - “ie , a ed ae oe ‘ net ‘ 
4 Rie eS POs See a ee P+ 7 ¢ 
: re ” ; ° lS ey Ya 2 
aN “ a, td ae hel, " . a. £ 
» ‘ ms aa % 7 mae Y a Wo ; 
a : : a 7. , ae ~~ ~ , “ 
| — ee: Re i ie a 8 
L & ans Fry i a. 
- we a - , ie t c Sy Bs, 4 
: ra on ee > 4 TEES is % =~, »." ent ao. 
+e . ? 5 5 eet m7 
“tao"~ by ; 
} i ; 2 SS , is 
r a, Pre . Pa ree ~~ a; * a ; 
oS el ee : Be ge in, gg w gat 
, m.. * . ies F a a " oe j i : 
. . . oa Baa om 4 tee ‘Bs 
B — ; ‘> eee eee ee ye ey oe i 
oe * 2 ae en Te te is = als ee ; ue iE. Sea 
: ee a es, ee oe 
Me ‘ ae Se ee aS a, eave Sas ped ele si aa es 
be Spee. a pa PN a Ce eR, Sa a eta ol ies ee 3 fh 
* a noeR a eee s * by wei ae 
Ls ie ae F ; gl : tet See — : = oo wee vor A ane em. “ on oe lie a cottagh 
y ake BEA Ses ey : > ae pa 5 iid cs 3 
CO ete ee eee. tse Pe 7 : be ge eye se he tore j pee, eee Paes aoe ae Aa 5 ageheee ae, 2g ee 5 es Sh ee amen ie 
eg ee A en TS De ih re ee a eee nea ee ls tele beh A pee ies ek <p eee oath te = ian : a sere a ee sek el - : ak, ean Bee in Gee. sees es 
? i ee 2) Ps = Ae aa PL Seg a a oe pas * Be id < Soa ER ee easly 1 es a, q Bg ny pe F ae By ga * 
2, Ti see piace ut aR ie, ante Pitas AO caes ire a ime eh Wat twee Mec Se ca et : re Ba tases ae Sete Peek SOON ee 
Ce eae” eR nee ee, OE oe ee Se a Tr ee 1! ae 4 ara” tame oO? meee eee ¥ Si a ee 5 ee oN h ‘ ete eae Dee a er ee | Pe es as eo ee oe ee ies ky ee ee ee - 2 tS ee ee eo a ee Se 


+d or anna © — 0 3) el ae a oe a an ee ere ew oo Pc ok, eae 
, ee es ae. a eA A Sem a ee See Gate adie eae aes: Se ies ~"; Sane See tS SS AR a eS re ee i ee aa Re ce ope : co a aula 
i Se gio ee OMe ee SE a ee ee an ee Pe. Me ae 
eden ee oe : a be nee ier eee os ee Sate a AM ee a ee ee gt ue leat oe heel Ea he oo eco : tee psa “See 
as ee Prod ai = ee Be ee ee eM ee ee ne Sap er red. a ae +. ee ie ‘ et oe Sorcery ; 8 eg Pe i ag a NT ra Pea rae, ee awit ast a 
a hime Ye egies: |. > arr rah arr eel ee at ge eS ee re Bis: ie Le cea een: ee Se PART oe ar ents Sil °c ret a es aR LE NOt eo eee eam 
tie gers poles 7 Panera oS es Fs ees slam ae se a ae 3 ee eg eo rece are mo a ie a a 7 ee oe fa eee 
eS a eee eee ea Pee ae ae ee eo ae Ge ee ee ee | ae ge et 1 ea RE eo de NS eta eae 
i > cacti A v.25 ines me Pak oo" Riper i ToS ager Ce See Poo a rk Me aro age Ce We elem ae A) ee ae. EC a” geet 2 : ‘ Tae, 2s Oe 
Pete, Oak eee Petree MMMM, 660 cen ae gee i ee ae, Pip eee 2 cg ae a eee a= 
ae A RG RE 0s iter aealpgiag ~~ so r Bee cae fo Gece ue é ¥ ‘ Oe Eo eg 
p> ae ae aa ae 4 . a . - . Dali a 
: - * i eo ot 
(se RERNMEMac e ‘ Page = a 
t ay see 
; oy ; 
ie ae 
ee 
ge 
tas) 
a ee 
See's. 
ae 
se £ bee ere 
Jp eis Bs 
, oa 
a: ik a hy 
bt od Sai 4 ; ; cell oie : 
, P , . —" ; ; i Take oe 
ai F , P 9 —* $ ae! cae. ioe. 
a a iy int : ee ee : es f iste es et 
° . Se ’ ; sat Pee Seth 
ro ee en," - a fie : ic 
gery As : ieee 
ia a oy baat ie Se ? i ae “s oe es Gore F ga Sage 
Fe A ae . : sy ote “ f» he " F ee ea ee ee Pi ae 
Ae ; ae 4 Ye cae 2 -- f eS ioc &. : PS me = ‘iad sas gay Paley ae ae | ; 
eee a met . nf Bo ae ee as ~ ie PO oe. idee, 
(ee Do ard ee Rte ‘ 2: a e ‘“ “ Pex i . i eg : vi * i mies 3 a mews ee 
Seon a Rie ase! fo aae et pa ae ; f va ‘i : : . ie 3 “5 a ; oP IY 
ete Es, ee ee ages : ee a a yes ‘a ‘ ug j : 4 re ene @ ae Noe ae : rf a Bt Oe, 
er mae 2 ee eee ae - ; eee ee ead ' Hy : = ae ees vag > fey eS ers 
tae ae See Oe ee Agia" ze ‘ Sa Oe tt. WR as = 2 ae tie es, th Se ee e 2 of [ee eee ee 
Ce ee Tee: i ia se Fee. ee i em = sole, ; : oe ay vr Z ae : 
ns ees me. ee ete a Aa Fig te. : ee eS SRS a a irr ge J eis Pio A te oe , wae ae 4 Peat. 2 + Sa 
at ae ae = ise ] 2 Neg te a : a0 ie coe : ee Pee ae ane eS ‘oe aaa ey tale i : - aie 
eee OOS dM ee eee a el gee ye 2. as a, a a tin . om! eee 
oo ee oe ee ee ee Ge ee an | a ae rae 
Oo eae - . oe E apa ae ae Mes. ha ee r Rae ca es a aed 0 " 5 ¥ . ros ¥ seb aes 
‘ ino Bt eet : 7 es es then aden tg ue BE, 1 Fuca . oye * . Pry age Ey Ba ie iris 
oy 8) ee is se es | 2 ee me eiecm 
eee ace: atk a % * Wag x : i bs vagy *e tue ‘ 4 = OR ae z alee fet: < 
ae) Sea “Age a 3 4 e. ie 2 mE M s oe. 7 2 aR ee cae 
‘0 + ie See a cee ee RS 6 ET Seria . eg —* ate 
ran a ’ pe Se ae : Biplag ge eS a ee ci, | ee ‘ ae " epee? “ 4 “or i Tengen 
ae rig Se a 5, lg” _—- : cia are ds aE, t ane - ae iigie wimg ae g " ¥ * ie ya ema * be % aa ies” 4 oF eg et 
ch, sth sata Pea + ee ae oe pa Ne en Me Hes Pa sO al es een . math ki pa ? pu Tiga a — 2 - F, ra i ee 
Br sols a ec, ei i A ie See eee. ie Age Dh. A Shes sr tae Wi se OS ee - ome ie ih ‘ 5 ae. Seder a . bp Za i” ay * 1 sr 
Baie, Fag ee a ra 7 Fe tae a ce ie Ss, ER ry Ree raat! 3 ah. Place ee ee ST Se a a = p okt ae a m ; , f FH a 
eee ue.” * es. ae EA Oe eee be Vl ee a ae 1 Ste aia we eee Se mn ee a d ke” te Behe Mar® 
j _ . ae re < Re Ee ae eS eee a ie SS gh Ct eae es rae ee > +s i we a : ° wa fad . F se 
ts oO a ae 7 BR ae Te eee a ee ee . eo nied "age 2 aici is = * er ‘ i ‘ota : 6 ae : , , ‘ a eee 
| at reo oe oa Hs ae “ae ae : ee ee ae el id eee Lo pe , > _ “? = ve . * “ed % 4 aor. * ithe, me 
| pee Cee ees eae ee ui Ae “ 4 io a +; ae a ve ' - ws P’ - 
i es 2 -~ ie ot > oe 
} re . ; ia 3 ad * ‘ I Bent : ae ; 
Be a W Aa : } i itis. oe oe ee” eles 2B : % pa Bae Rbhe, we me : : 
‘ * = 2 ; hae 2 =? vs ge ‘2 3 ‘ _ * : so 
A Pt ete ee ie * ad A a2 i; 
1 ’ we? ee ae ne F : i . Pr ¥ ; sys ’ ga 
ee: i a , ‘ a * : " 4 ? ~ ‘ ; 4 7 
el sg Le dg ea a tune , , : a - = . es . 4 ‘i ee 
4 . " 4 es as , *., ih na * Se < ‘ F i eS a be I 0 ro = rete 1 case 
| 2 si : ‘hg hey oe 2 es iene le om — oe F ae) ee ge ee sed bab ae. ae ea en a ee Py dip, a bas 
, ae + : Se eee S y ® ad. ae ges ee ee : F * ‘. . z é ti “a4 eae ‘ * Be -wrkaese re RE ae et ey ee a Be: Z ae a gel ale el aera Gee ee Mek ee a ee 
3 do nae i a ue = he €% ‘ pew Ee 4 PCS why aa igs e aa. 7 ih >» af ¥ 8 ee cates bay 4 pe ee Moe 2: eg Me oe 2 
4 Sa ee fe is 2 be eet 4h : wt 9 AE Fig ® ae A ae . Te : . 5 haniee “ap ts _ He ‘ae = - es A ts He xf 4 a ets a bi ge : i seat hae la, Ra ee a ees 
| eum 0 gE: OR a ee We oe ! ee me 4 ee 
fe Bw | , \a aa oe es. me | Beard —~ , ee: eee ee ger Oe LG * Gis Wi ETE wen 
4 J ae Pg sa, Pr Se 4 =) ie a ee a 4 x = 2A . z od a re 4 ~ — _ a ie Y f > = é eee 7 ee oe as eae coy iat : 
bok? I il ae. > : — eet: ’ wee x = . Be " Di oe Sean gal ee Bia oa aa a ie Bas) ae Pn bs | SG eet 
ee. a ee = es i we * —. | ® 2g es & ae i de: A fy af x ee | ond ae Ne Cae Ls cg =e, on eS hy, Ss coe’ : ai ans 
ee : nr 3 — ee Si eee le sie ee es , ae 5 ° Ps Sane ee ee ee oe meer 
re aes : 2g a se an ) ——— . oe ° , “sage: — a Rego Pe oo ‘ ‘% } ete ee far a = ate —_ rp ae 
y 3 4 * aig a -— i, “a. A i, ee ies nin ie F - 7 ‘ . r : Ps a eae . alah ier eee ine 2 SS = Sn ee” 
Z Rai Soe aie em me eS ee Sty ae he i ey ae Sl eee r : } , =" ena * 5, lg re ek Se ee ole abt As 
. + 5 0. aa Ss oe Ss ae. eee ¢ fos ri [ne ane, ni 3 , Pet eo ee. eke enn ea , yee 
a ' oe. So oP Be. dy a ee oe ee eo Toae 4 oo eae ss . oe eis * eo ee ety wii ee ae rs ae ae, ey €or: . . ae . 2 woe 
: Cae oe alee Saat » aa Cage | ee ne oa i ae ic — fete, + a, ee’ ¥4 Fe Sellen 4, 4 ee "y js ty ee 
ee ae i oa se ig oe ot: ee me aes ae i a vias ay sa an at , ad tel *S., ;* ee. ae : i ee es = ce: “YR F eo ae 
: " Wt, me Nk ee els °C ieee Ne Pgs ee ree a tee asics “ ied he Pe 2 eer oe > ee as Sea ae ee : ee ee 
' ees. Oe. a a ae ae Feed et a _— ; tee Pe eee A 4 ‘et % A eiea 
r ieee y= = a al ~~. oa aah > i ee he eae et ae ae at ee Ph —_—e ‘ > & se a ar _* . & Pyar 2 ae, poe ee 
or” ee hy e “Oo ee am tne oe i ———— [,  —— a" > a e ep a gm a iS 
: ae es ee ee Sauclige 2) eS ee ee oe cog + (oe. - tee t. é ee ee Li ai a oe 
. aie" Pe cue payee ee oe, AR a ae ga pi { 4 y ae ae Ae 
; Es sf 7. a4 Se Mi pe i oy Ee Poe ae ee Fh , De ivan F ' OS aes 7 ee ee 
: a” Ge: @ 2 Se Oe ee ae oe ag tek - ee Saath te iis a, EE in Fale oe ae aa mY oo ee ae i. il we : : . + a, wk 2 4 im a 
i 3 . nee ee °c a cS ae ae oa a See = te eer eo ‘a’ a - “e. ak =e a7 ees 
A OSE ie le ie eR: Mo, oe eek ee he ‘. =k S Sein ’ es 
ily * oF. 7 ae. i ee eg ee ee ee Goes =~ “Be, Pet eS -! : ie ero 
a oe aes aoe wg a. os ee ee i ee — ee 4 * x $= . oon ae a ole Sena? 
j ; Picante ae oe re eae a i Bs it Se i 6 ae ie cee sos ae 7 : Q eae, 
& , st aged be ee a a eres 0 ee SSS hs ne, ee % ? , . , , +3 : Ptr Coe 
be ce. eo ee + lam Ge Samet et eR ea re Sr ies 2 a ate” i F . ” . e i id Lagan 
catia , ae : 3 ee nee a age ee" Bie 7) tonnes eee eid ert eee mn — ee . ‘ ; 7 . ty ey ere eas 
4 : pe . Sane Ae ee alte a Bs a _ Ly — |; \ - —— 
‘ Pe: * et =). Sree hc ee a Gast ieee ere ® St 3 a i nee “pint aes a X ‘ Pa hoger 
‘ a . “ e pee Hs Gk eine ot OEE A Ge te jal eae Cain eS i <a ae x 4 . oes z OK yi . ; es be ee 
Mis « : a's, Ph a ee eee ee aes i ete a ee & ee,  Se T ne Hs - J om i a, 
Pe ~ : . a 1 ie ria are sie fe ae ee Sse ak ee wage ie aaa igs * rica SS ek Serra a 3 . y 7 — ame . 4 , 2 aa Dae 
BaF aaa cl or enn pe eg is... tee roy ae -. , / $M S, Se eee 
=. ~~ ie . Spine Ea he ae eee nate ots 7 me, ° ae aes — . e. t ’ fie Be a 
' age ely TUM a TN ee a — & ” * eee 
. p} i x " oe Sy ay _ et en Tenn aerr. aee ee ee set" ag a : a : . — on} ey.” poige a 
] . Vie + eee aon. £ =e Sf a ee “ ~ ; , » ‘a2: —— 7 as 
of ¢, ae area aoe er ei ie Mg or ee: oo en . a 4? : i ¥ ass 
‘8 La h ¥ Pete... ee ae ee es pike Ee — “ae ber} ; if ry ~ 
3 a et : " — A ee eS S| . _ co “¢ at am ; : 2 es Bs 
‘ *¥ Ne dy my 4 : sg ep i: moe ate Te _ Pe os sl ne! i . « ve i 
ay gape ee ee hie er ¢ : =<: “s — =) 
= BS os _ ge i oe eas oem , =~ —* sé lethal ’ ? i wee ak oe F ee (> ee 
a _ se aa RAO See Reem 2 tS ES ’ . fe , site Pigg Sissi ee 
Bae ey + | . aS A coe he “ -s RS ag ' at a oe. ee 4 ag 
ee oe a ee ; 4 ‘ Keck ae es m . ; ae Vi a aoe ae eer 8 ee 
Ay emer Bate eo Se bal ee i and 4 ; ‘ ¢ 4 Sal i OT oe oo ee ae 
Pte” 8S ie el ee ~~ a eo 
ig nye ee Oe” > 4, eae wet - ai ie - . M * 4 ew ee oe 
ee oe 2. in tl ie aa eye . q ‘ = See = ate Peat ae 
ina ee a a PR. ; ‘ a £ ea ae ee a a” ers). 9 cee » Fee 
oo oS ee ae * ae Pt ee pees Ne. ers A bicons, 
ea eS ial : sake | cue ak plein: ms ‘ t Pe ye - ore oe A 3 hy “yan ae pe et ee ae new 
ie ee ee! Ree 8 i aah ts J 7e gue * 5: e" a7 ; ad i _— : io. se a gee tea Ge 
ne Se To. E he Pee a fare och eas g — Se ree 
ee ke Re eRe he ss ‘ ’ ae = ra : ‘ Sen i ee peed nae i 
. st a a : ‘ i: hy By u etd = q % f “sa. © Se y : . “So Me a ieee ee Se i 
i. m= nee m= ase. “4 . ae , ~~ ae eh. * —— - ‘ i ee ae 
a - “ oh at = A Cs de i He. al ‘ ‘ ney " : a3 pe tia . a rw ree ae rend 
, * Ae +r w ae TE we, Sas emt fv a ch : = ‘ Fa ae See 
i. me, hee. So" rest! BHeee ea Sieger ; a -# . s & =.) ae . eee ae i ee 
he 4 * a - ee eke. aie a aa . « E be ide * ae 7 rad pues ett 4 
: ) . 3 ry : . ere ; : - i - od or ° ’ . a eee : 
ie ng *> wt Se, : oo am ~ a, ‘) ” ~~ i | ee ieee ee 7 
: : Pict an se eee, — a. SS, <7 |e 3 
3 - i as : +3 pug ae ae eet ite. 3 ee 
; 2 pa le eee ie eo mee yg ee ee 
a i : (us bs arin ee ae ee So thw ° ic ie ee 
° a ie => —— tin, Se iii Pare so es Shey. ~ Te else: fi Toe So 
4 4 ‘ . i one i etre eile Mei Ligh Oe Pama eer ig dies gg Sy . here 
r wit > Soe ieee ee ep eee oe an ie Ae 
- pity a = ae i) eo) Sa CBee Ae eas ‘ i ‘ 5 ie feed 
i oe. jee “a : ee ° Ecce et Oe oa oe ee So a ae ss : : vig an: er By Lig 
eer ae ae oy . = phe 1, ae pi aroy eee a ‘ : meer , ee p par “sy ie 
ee ae 2 eS PRR a i * Pyne 
* ai a 2 - eo af : Ye a ea . att Ce eet \. a r~* A *. E veyed cae 
ges ae Toa i a Seaeee fas hee te a ' " » - : pia : 7 ono 
Ss: Ri Me et he ae is ee eae ee atte # F 7 Se ae 
Oa, a ee: he erg i Say 8 " ( ; : a he <= 3 —— ts 
‘ , y tip, EAE tee oP a : - - 4 ies * : ig ae cs Ei ear, ae 
= . P “ | ed ‘ fn eile eas ws . as oie 
- ssa 4 ? i - ee aie 
, * . = a a ee 
-* . . . - Paes eos ? am aoe le 
‘ ; ‘ oui , Ae 
ane R ’ ; it dof Fes 
-_ ' 4 > as. <- pay. 7 - : nda it 
ey gg ~ 2... _ P : 
é< - = , * x Lidia ’ i a - ae y ‘ SS ‘A 
a = ' a ee a - aw é 
a pe, : - 2? & ' s ¥ Z 
ali {i fed * “a: Seder ' me ¢ tee » }« — iy 
) < j ¥ ’ * i Aa a aig set eS ’ aoe - 
(/ Vike bie tig a oe “a —_ e- ee PP ae, o 
* i - > tA, cee a i = “os Ce os ee M . . . + + © 
\ ae igre § # —_ 2 a Ase 4 oe a. , wana are! 
i. + % : “ me ee [en face al 4 cb = : — 3 ais . ‘ J . a ¢ y 7. ' 
P 42 cma . sg i gee we = f ae . i al - : ~~} > 7 Ree 
‘ eh ee ; ey ant as ee aa as. 4 * i : si » 2 
we et SA Serge 5 , P a eo ae 2 em i Pe 
ie 2 te a A . a ot Sea | Smeg oe - . at us ‘ _ ~ % ay 9 : pea 
a — . eh oe a ie rite Hp Ak . = uaa J “ A aK % - . . . o- a % 
* ‘ % See as me Oe ‘ 4 og 7 ¢ . “aa A 5 ae 
re —* Fe a ip, . 2 : ai oe -_'s a —— . ~ Te7 Y=) 
2 = ‘ : ae: p Suge sear F re . + A : ot : > ae 
. ct gemeiie ee jks "§ Tee ee a rs ; : —_ se * at 2 : 4 C aS ; 
eet eee ee ee rr eet she “ P - a . so “a” d ta me ~ atta i ri 
Be a a ee: ad J of i <2 = 2 os " a eee 
§ esa) jp wg AS * P . hii , f # 2 , a |e ) =e 
A =, Oe et a TM 3 Y wey. a « a 3 Ye ; ray % ge eal eS S Rae 
m ”. Soh. ee ao” . sa iy ; ia 4 ~ ph cola ‘ art . ‘ ea ee a 
Fw te is Pag \ ay = ey , e q ears er. ‘ : fst 4 s _ ? h eee, “ay! 
ee & . ee — -. = “ae et: ‘# i gees ' . i 
. +e 3 i. > = ‘ 3 3 ye an P : ; ; i ‘ : yy toe 
oat * gal : . as % ry ti ee Bet % ea sd - : ; 
” - —— a ae X ; } nd att ity — —" ‘ A ~ ‘ a 
- ee ° por : oa ad — ai ast er - ~ ns ee’ ats 
eo ee Be Chee ee | ip ae cas 
? + i - oe ee fag ty , 4 Sd gir ahd se 4 ~ a - i a7 ’ =F alasod 
i 7 hl ane . ia ee pt Z . 5 I, fig 4 ites oe Yer i Y e ‘thee ee 
lg Some oe red ‘ if Lay. d : : : . Tins . : " 
a-"F ™ Si pa ae ‘ . f - aa a? - : . 7 
. + 3 3 +3 4 * f on ae oe a , ~*~ =< sre ae 
— - m _ 4 P . oe . . : * 7 Per 
ae. 7 A Ia -— < ~~ » < ae 
inte, “= sie a «aati _ ry, , . ~ . 1 ~ 
ws a és ae i. * §  -_? ... . A ; a * — ate 
Ca — . — 0 a= > * = . ~\% ¥ 
“ a % 8 es ° ae f a - _ ** eee a . te 
afc ed Bhan thee rg pelibe st 7 : > a! ie = id /_ ‘ : 4 ay 
et: be ae ‘ —-- = ae aS a : ‘ , ¢ ty ce 
at eel a + ya rely a ) a _— ml aie = ee 
~* Vion I oe a e on és 
oa - <= . Se E fe . >» <2 =~ * > coe 
i 4 ™ » og 7 a a ah eaters ; > > RAT = ab t tak 
: “ i nt "a ; as 
h ae ees i = 4 _ a 
a he i —s Be a ‘ he : 
Lae: , ss + ae c ‘ 7= a s ee am “ _ i . ‘ . | 
‘ : ; A — <4 thle. oat az cS ae e oe.7 - - a. . “ss 4 ee 
' — Re i ee dee. * ae > - - 4: 
i as ee is . Oe. a he + : —— 4 , ; 
_ a. le ; ef bP ie eon i : 
F on ae atin pele 7. ie aes E saat ie 4 _ > ~~ _ =.” eee 
t,o * oe a ut ey ee ee aii 4 : ” _ : Ct 
Be a “ wig sf wae at De gS aN econ ae cl ea : 3 ee tre . R ee es 
king Se eee So a Ts a el ae : sd * ea a eee . re ae ee : ee ea 
& Se ee a Ae: i es = ~ ee fe Ma ks a pie = a Se a same et: e . eS a) TT eS a : 
oa ie 2 Es ee oe - 156 ee Re) Be pele ie in ie ie $ Z Pe ta eae! ss = yest ee mea eg er “ le a et, ee ~ at F 
Pek eyed e Pee oe _ ; See reas hee SMa RS ey - eae 8 : Ee ey ee rae 2, eae { 2 geet er ee a 
Cy ee ee | eee eee | ee ee ee ae : Sea we ear Bs a aS fe Pe eee Cee eS es 
Be Saget 6 cine ies ‘ mage eee 2 ei ee a Mirren ee en rae ce eee at é co 4 ; Sar ee eres aS ees gar Sy hee) ee a 
as lad oo pte die ee eS f ere i a eee, 2; ana : - : : i : i aa <n " deat test, lt Fis sb oe SO P 
eg are Vito SRN a dle ara eos ete agen eee ee deems Lull ee ys eit wean A : pk I, RE eR pe SO +: F ghee ea E* i ae “a 
ae Ag rh i a ah Sw ee a a ee FA is 9 ag en ce leew i ap 8 Vt ate 
ae ei) Se eae at ae Pan tne ok a eee <a Dagokit' 


; 
: 


oe 


ee 
Neal at 


.. in the upper midwest 


NDBC 


TELEVISION NETWORK 


Let's face facts! North Dakota is a rich 
market—but the population is spread out all 
over the state. Not even one city contains 
10% of the state’s total population. In fact, 
74% of North Dakota’s families live in rural 
areas. 

That’s why television coverage is so im- 
portant in North Dakota. And that’s the 
reason to use the North Dakota Broadcasting 
Company stations to cover the state. The 
NDBC Market Maker stations reach three- 
fourths of the state, plus 22 counties in 
heavily populated western Minnesota, and 
nine counties in South Dakota. 


National Representative 


Weed Television Co. 
Minneapolis 
Bill Hurley 


KXJB-TV, Valley City; KCJB-TV, Minot; KBMB-TV, Bismarck 
300 Roanoke Building 


A Mountain of Money to Spend! 


Walker Saussy, 57, 
‘New Orleans Agency 
‘President, Is Dead 


New ORLEANS, April 8—Walker 
| Saussy, 57, president of Walker 
Saussy Inc., died April 3 after 
suffering a cerebral hemorrhage 
|while en route to a country club 
| gathering. 
| A native of Savannah, Ga., he 
was an employe of Chambers Ad- 
vertising Agency here until the 
agency folded in 1932, at which 
jtime he began operation of his 
‘own agency as a one-man venture. 

He was married to the late for- 
mer Virginia Parker, daughter of 
|the late Louisiana governor, John 
M. Parker, who died less than a 
year ago. 

Mr. Saussy’s agency was recog- 
nized as one of the leading adver- 
tising companies in the New Or- 
leans area. At one time it was a 
contender for the Pabst beer ac- 
count. National accounts handled 


Retail Sales for Jackson and Jackson County, 
Michigan, in 1957 Totaled $169,979,700* 


That’s a mountain of money and indicates that the 
Jackson market is an excellent one in which to sell 
merchandise of all kinds. 

Retail sales for the city of Jackson in 1957 
amounted to $144,802,891*. In the county $25,176,809* 
was spent. This is a gain of $5,550,952 over 1956. 

The people in this market are easy to reach 
with sales messages. Jackson Citizen Patriot, daily and 
Sunday, has 97% of its total net paid circulation 
concentrated in the retail trading zone. This is the 
newspaper—and in many instances the only one— 
purchased and read by practically every 
family in the area. 

Want your share of this mountain of money? 
Try a consistent schedule of advertising in Jackson, 
Michigan, Citizen Patriot. 


*These figures compiled by extending Michigan 
State retail sales tax figures 


Jackson Citizen Patriot 


THE ANN ARBOR NEWS 
JACKSON CITIZEN PATRIOT 


[| THE BAY CITY TIMES 
THE SAGINAW NEWS 


B. Newman, 435 N. Michigan Ave., Chicago 11, 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


SUperior .7-4680 @ Brice 
San Francisco 3, SUtter 1-3401 © William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodweard 1-0972., 


THE BEST OF MICHIGAN 


S BOOTH NEWSPAPERS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
McQuillin, 785 Market 
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by the Saussy agency include 
Wembley ties; California Wine 
Assn.; Elmer’s Candy Co.; Inter- 
national Lubricant Corp. and 
|American Mfg. Corp., in addition 
to a regional account, American 
Brewing Co. 


EVERETT CASTO 


New York, April 9—C. Everett 
Casto, 74, retired president of 
Ward Baking Co., died yesterday 
in Doctors Hospital. After his re- 
tirement as president in 1953 he 
continued with the company as a 
director and consultant until his 
death. 

Mr. Casto started his career as 
a cost accountant after graduating 
from West Virginia University. 
Several years later he joined Gen- 
eral Baking Co. to set up a new 
accounting system and was later 
elected a vp of the company. In 
1940, following a reorganization, 
he resigned. The following year he 
joined Ward Baking, where he be- 
came vp in charge of sales and ad- 
vertising. He served as president 


_|from 1945 through 1953. 


AUGUST C. RAGNOW 

Omana, April 8—August C. 
Ragnow, 49, merchandising vp of 
Fairmont Foods Co., died here 
March 26 of a cerebral hemorrhage. 

Mr. Ragnow joined Fairmont in 
1950 as merchandising vp. Pre- 
| viously he had been vp and gen- 
/eral manager of Campbell-Mithun, 
Chicago, and before that had been 
with Swift & Co. for 13 years. At 
|'Swift he became assistant adver- 
tising director in charge of mer- 
|chandising and advertising of all 
| dairy products and Peter Pan pea- 
| nut butter. 


‘ROSS WALLACE 

| Des Mornss, April 8—Ross Wal- 
lace, 57, veteran agency owner and 
executive died in Iowa Methodist 
| Hospital April 6 of a heart ailment. 
Mr. Wallace operated Wallace Ad- 
vertising Agency here for 17 years; 
| recently he was appointed manager 
|of the Des Moines office of Klau- 
Van Pietersom-Dunlap, Milwau- 
| kee. 


Colgate Names NC&K for Vel, 
|'McCann for New Product 
Colgate-Palmolive Co., New 
| York, has appointed Norman, Craig 
|& Kummel to handle advertising 
| for Vel powder and McCann-Erick- 
son for an undisclosed new product 
whose billing “will be of major 
| proportions.” As reported previ- 
ously (AA, April 7) the new prod- 
uct is thought to be a combination 
\cold cream-detergent bar which 
has already been market tested. It 
most likely will compete with 
\Lever Bros.’ Dove and Praise and 
| Procter & Gamble’s Zest. 

| MceCann-Erickson is a new agen- 
cy in Colgate’s domestic stable. 
| Norman, Craig & Kummel already 
handles Veto deodorant, worth 
about $1,000,000. The Vel powder 
|account, separated from Lennen & 
| Newell—which retains the Vel de- 
|tergent account (AA, Feb. 24)— 
| bills about $2,000,000. 


_Langendort Bakeries 


Realigns Ad Account 

| Langendorf United Bakeries, 
| San Francisco, has realigned its 
\three advertising accounts with 
\new agency appointments. Effec- 
tive June 1 Compton Advertising 
will give up advertising for the 
Langendorf division and take on 
responsibilities for the Butter-Nut 
and the Holsum bread divisions. 
Advertising for the Langendorf di- 
vision will be handled by Young 
& Rubicam, San Francisco. 

The Butter-Nut bread account 
had previously been handled by 
Honig-Cooper Co. and was re- 
'signed when that agency merged 
with Dan B. Minor, because of con- 
flict with the Blue Seal bread ac- 
count. The Holsum bread account 
previously was handled by Gar- 


| field Advertising, San Francisco. 
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SPUTNIK BOTTLE—Three-dimensional 


combination plastic p.o.p. display | 
produced for Carling Brewing Co. | 


by Timely Products Co., Des 
Moines, is assembled from injec- 
tion molded plastic, vacuum formed 
plastic and supplier’s Tri-Dimens 
plastic process. Afterburner of bot- 
tle rocket is in fluorescent colors. 


McCabe Publisher 
of ‘Newsweek’ 


(Continued from Page 3) 
for Young America, a weekly 
color roto job. 

Mr. McCabe, 
chairman of the Magazine Adver- 
tising Bureau, first made a name 
for himself as a circulation expert. 
He joined the New York Times, 
where he wound up as circulation 
department boss. Then, in 1935, he 
joined Young America, a weekly 
color roto job with a 400,000 cir- 
culation among school students. He 
moved to Newsweek in 1942 as cir- 
culation manager. 

During World War II, Mr. 
McCabe served 15 months in the 
Navy as a j.g. He resigned in 1945. 
He was later listed on Newsweek’s 
masthead as a European corre- 
spondent, helped the news week- 
ly score a beat on the continent by 
appearing first with news of the 
German surrender. After V-E Day, 
Mr. McCabe returned to New York 
and handled Newsweek’s interna- 
tional edition. In December, 1946, 
he switched from circulation to ad- 
vertising, becoming ad manager of 
the domestic edition. 


By 1951 Mr. McCabe was gen-)| 
eral manager of Newsweek, and | 


in 1954 he was named vp in 
charge of sales. # 


Bert Cowlan Promoted 

Bert Cowlan, former program 
manager for WBAI-FM, New 
York, has been appointed general 


manager of the station. Mr. Cow-| 


lan replaces Stephen F. Temmer, 
who has resigned to concentrate 


on his activities as president of 


Gotham Audio Development Corp., 
manufacturer and importer of disc 
and tape recording equipment, and 
of Teldon Productions, producer of 
motion pictures and musical pro- 
grams. 


Two Clubs Aftiliate with AFA 
The Advertising Club of Chatta- 


hoochee Valley, Columbus, Ga., and 


the Advertising Club of York, 
York, Pa., have affiliated with Ad- 
vertising Federation of America, 
bringing AFA’s affiliate club total 
to 121. 


CASE HISTORIES OF 
SUCCESSFUL USAGE 


0 Lancunce 
RADIO IN NEW YORK 
Station WWRL 


Woodside 77, 
New York City 


currentiy vice- 


\EIA Membership Expected to Reject 
‘Task Force’ Effort 


ISIM Plan Despite 


(Continued from Page 2) 
comprised the Philadelphia “task 
| force” 
members. 


s All three explained future plans 
jin great detail, pointing out that re- 
organization would mean a strong- 
er executive and a greater contri- 
bution to members and to the econ- 
omy generally. 

Mr. Alderson revealed that he 
had attempted to write a “minority 
report” urging a possibly stronger 
NIAA, so that no individual mem- 
ber would be eliminated. He told 
ADVERTISING AGE that in attempting 
|to write it, he found he could not 
substantiate his minority argu- 
ments. 

A good deal of resistance came 
from magazine space salesmen and 
men in lower echelons in their 
|}companies, who disputed argu- 


assigned to sell ISIM to) 


| would permit everyone to attend 
all functions. 


Edward Bloom, of Sun Oil, a 
|former chapter president of the 
| American Marketing Assn. and a| 
comparatively new member of 
EIA, suggested that since AMA 
already is an all-encompassing 
organization, “Why not join with 
a group already in existence?” 
Another indication of local feel- | 
ing came from F. J. Stokes Inc.'s | 
advertising manager, Walter Ray- 
her: “Must we in EIA commit or- 
ganizational suicide for ISIM?” #} 


Barron, Earle Join WHO 

Abe Barron and Robert Earle 
have been appointed account ex- 
ecutives of WHO, Des Moines radio 
| station. Mr. Earle formerly was an 
account executive at KSO, Des 
|Moines, and Mr. Barron formerly 


| was with KIOA, Des Moines. i 


perme that company membership 
} 


| 


| 


| 


JOHN 


BLAIR 


£ COMPANY 


Joe Lowe Runs 5-Media Push 
for Space Travel] Contest 

Joe Lowe Corp., New York, is 
conducting a “space travel” con- 
test to promote its Popsicle and 
other frozen on a stick confections. 

The contest is being promoted in 
Sunday newspaper comics, chil- 
dren’s magazines, comic books, 


outdoor and network tv. Paris & 
|Peart, New York, is the agency. |agency. 


49 


Storer Appoints Agency 
Hume, Smith, Mickelberry, Mi- 
ami, the former August Dorr Asso- 
ciates Advertising, has been ap- 
pointed to handle advertising for 
Storer Broadcasting Co.’s home of- 
fice in Miami Beach and its 12 ra- 
dio and tv stations. This is the first 
time that all national advertising 
has been handled through one 


Largest Audience in The Fabulous 
SOUTHWEST 
Over 100,000 circulation! More 
than 400,000 readers! 
A new All Time High 
for the same old rate. 
33c Line buys BOTH. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


WTRY—Albany-Schenectady-Troy 


WFBR—Baltimore 
WNBF—Binghamton 
KFYR—Bismorck 
KIDO— Boise 
WHDH-— Boston 
WLS—Chicago 
WCPO—Cincinnati 
WBNS—Columbus 


KTLN—Denver® 
WXYZ—Detroit 
KFRE—Fresno 
KILT—Houston 
WIBC— Indianapolis 
*Effective 5/1/58 


KLIF-KFIZ—Doallas-Ft. Worth 


in APRIL?" 


Yes, in April. Because 


Growth. 


and markets recognized 


stations named below, 


possible. 


WIAX—Jacksonville 
WHB-—Kansas City 
WNOX~—Konoxville 
KFWB—Los Angeles 
WKLO-—Lovisville 
WMC—Memphis 
WQAM-— Miomi 
WDGY-— Minneapolis-St. Pau! 
WSM—Nashville 
WDSU—New Orleans 
WABC—New York 
WGH-— Norfolk 
WOW-—Omcha 
WDBO-— Orlando 
WFEIL—Philadelphia 


in April, just 25 years 


ago, John Blair & Company began its work in 
radio station representation. 


The intervening years have been years of 


Growth in offices, from one to ten. 

Growth from zero to multi-millions in volume. 

Growth in advertiser-service, where we have 
led in establishing departments in Sales De- 
velopment, in Research, in Station Operations 
and in Industry Promotion. 

Growth in station-list, to a group of stations 


as the strongest served 


by one representative firm. 

So April of 1958 seems a most appropriate 
time for Thanksgiving— 

for putting on record our deep and sincere 
thanks to advertisers and their agencies who 
give Spot Broadcasting a continually greater 
responsibility for building sales— 

and to the management and personnel of the 


whose close and effec- 


tive cooperation has made our growth-record 


tac... 


President, John Blair & Company 


KOY—Phoenix 

WWSW —Pittsburgh 
KGW—Portland 
WPRO-—Providence 
KTSA—San Antonio 
KGO-—San Francisco 
WSAV-—Sovannoh 
KING—Seattle 
KEEL—Shreveport 
KXOK-—St. Louis 
WFLA—Tompo-St. Petersburg 
KRMG—Tulsa 
WWDC— Washington 
WWVA-—Wheeling 
KFH—Wichita 
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ice of the Rocky 
Colo.—Climate Capital of t 


he World— 


Denver, 


Project | 
Office — 
To Open 


Denver Post Special 
CHEY ENNE. — First 
construction contracts for 
the intercontinental bal- 
listic missile base at War- 


ren Air Force 
ably will be let 
Army Corps 


spokesman sai 


day 


Base prob- 
in May, an 


of Engineers 


d Wednes- 


a 


about 50 persons, 


The corps 
project 


also announced that 


office. 


manned by| 
will be opened | 


a month. 


in Cheyenne in about 
G. E. Galloway, | 
| 


f the Missouri | 


Maj. Gen. 
commander © 


Basin division of the corps, 
told a group of Cheyenne busi- 


Pty: ey 
WiMrtiny ‘ 


WWM nn 
WWW 
INWTIRROI : 
INUIT eH 
TTT 


Mir tictabal 


am 


nessmen that advertising for 
bids will take place this spring 
and construction will start in 
early summer. 
A few hours later, Lt Col. | 
Charlton Wallace, deputy comv! 
mander of the district. told 300 | 
prospective base contractors 
and suppliers that initial con-| 
tracts for roads, buildings and 
utilities will be let about May. | 
Wallace said these contracts 
will be handled by the corps’ 
ary bidding procedures, 
but he warned that unusual con-}| 
tract arrangemerts may be | 
necessary for the technical phase 
of constructing launching sites, 
ause of the urgency of the 


bec oe 

project. | 

NO DECISION ON NUMBER Gg 
He said no decision has been | 

made on how many contracts 

will be needed for the various De 
phases of construction, but the | 


engineers intend to stagger the | 
: late com- 


| 


custom 
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Work Starts il Sh a 

OnN ewAlameda | : 

Shopping Center Past p ‘lc 


OFFICIAL MODEL 


ricultural 
pendents 


Construction has begun on 
Dr. Charles 
the $3.5 million Alameda Shop- ; : chief 
rineering ue 
ping Center at W. Alameda engineers | 
Research Institute, 


Ave. and Zuni St. in southwest 
day the Aspec® oil shale | 
the 1 


said 
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LARD HASELBU: SH 
Post Business Editor 
ork has been completed for the = 
Plaza Hote! at Court 

white 21-story sky- 
te of a floor 4 week 


By wil 
Denver 


All foundation W 
multi- -million- -dollar zeckendorf 


house Square, and the gleaming 
scraper W ill begin rising at the ra 


by late spring. 
The tre »mendous construction J 


four-floor foundation underground 
vation to bedrock is completed and w 
way will push the structure above the er 


this year. 
Once the four- -fioor reinforced | 
concrete struc ture to house the | 
main lobby. 4 mechanic al floor Ki ion 
and the biggest conve ntion facil-| 
ities in the West have been com- 
pleted this spring workmen will 
begin pour ing concrete for the ater 0 
tower guest room struc ture 
“Qur engineers estimate that 
the tower section will rise at pee p 
said Francis XK. Wallace, a> pe er has a $58.9 mil- 


t vice president for Webb lion water development 
under way 45 


“Te 


ob of building the ™ 
in a 65- foot exca- 
ork now under 
ound early 


the rate of @ floor per week,” 


sistan 
& Knapp, the New York realty | pr ogram 
firm headed by William Teck: \parn of a long-range, $101 
endorf. million plan— and $15,- 

Once the concrete skeleton of 21, 000 of the $58.9 ‘mil- 
the 17-floor tower see tion is com- lion in pr ojects have been 

t on the ex- completed. 
and deve lopment 
CIRCULATION 


work will star 
They will be of | 
ed with| 


Construction 
should pre ceed at a re 
cf $21.4 million this year 
arl Mosley. project en- 


cord clip 
accora- 


plete. 
terior W alls 


Evening, except Satu 
rda 

Sunday. . . y. . . 254,519 

[21 


precast stone units treat 


silicon 
ling to BE 


150 CONVENTIONS DUF \gineer for the Denver wate! 
Webb & Knapp released el Sieet 
for the Construction work 1s now di- mpire Magazine 
and Comi 
’ 
A. . 
B.C. Publisher's Statement 


Wednesday 
are pitectural | vide 14 into four major projects 


huge oe of the Moffat tunnel 
relining of the Jones Pass tunnel 


public ation 
first time final 
plans and renderings for the 
ret September 3 
0, 1957 


Courthouse Square prok 
Wallace dise ‘losed that com \and construction of a Vasquez 
!tunnel, construction of the Wil- ei 
ng of itor and Publi 
isher: PAL 
MER HOYT 


Re resente ti nall b : 


am “and driv 
1» Roberts 


Blue 


pletion date for the hotel now 
has been set at April, 1959, | 
and that Webb & Knapp'’s |‘ 
Denver office already has irwomy to t 
signed 150 conventions for the ,iver water 


new hotel. 


Among tt 


liams Fork 4d 
he 23.3-mile $47 millior 
ap western slope 


the board will 
sated $13.5 mil- 
rts tunnel this 
on the wil- 
$2.2 million 
Jones Pass 


Mosley said 
spend an estin 
lion on the Robe 
year, $3 million 
liams Fork dam, 

on the Vasquez and 


tunnels and $616,500 on relin- 
‘ Rolf of » Moffat 


nem will be several of 
the | largest national conventions 
held in Denver, including 


the 2,500- delegate n national par- 
ley of the National Assn. of Life 
Underwriters in ae landed for 


Denver la 


IY) 
withthe ost ue ut 


to park | te 
of the Denver storage soe 


ever 


S FINAL const 


ale Prow 
‘lot Stage ‘ " 


on, chemic al ,mestic fuel supply sufficient to 
a city within a cy 


r! | out the flow of capit 
space 
t one time. 


al overseas. | 
tains enough 


| 


for Denve 

i. : New under study is 4 gov- 

wt Thur ernment-contre Med plant ¢a& | 2,000 automobiles # 

shale process | pable of handling 10, ooo tons All of the parking space is | is 257,000 acre-feet. 

per day, Cameron brightly lighted, fully venti- Denver's avé ailable water sup- : 
— | fated. It is reached via 20- ply will be doubled by the am- 
| bitious construction program : 
ae 


the institute) of shale 


cost is $75 | 
ot wide one-way ramps whic h 
a | Mosley says 
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John Sterling, Ad Council's New Chairman, 
Flopped Thrice as Salesman, Then Clicked 


(Continued from Page 2) 


to straight selling, moving the | 
magazine on its merits,” he re-| 
counted. 


get another job and keep my inde- 

pendence. That meant selling.” 
“They keep score in selling,” 

said Mr. Sterling. “And you can 


jalways sell the score to somebody 
else.” Besides, selling is a field/salesmen: “Don’t worry about that |ing wet and dry areas in the U. S., 
where “you are always offered ex-| which doesn’t quite kill you—be-|a directory of industry associa- 
posure to people who can offer you lieve it or not, that’s what makes | tions, advertising regulations (fed- 


® In 1937, Mr. Sterling moved to 
This Week, where he ultimately 
became president and chairman of 
the finance committee. “I don’t 
even see the figures,” he said yes- 
terday. “I’m not interested in 
them—except the one at the bot- 
tom.” He said he became chairman 
of the supplement “because it was | 
the only office open. 

“I don’t think any book had so 
many things that could have | 
killed it in the beginning,” he said | 
of This Week. “Advertisers called | 
it a ‘giveaway’; newspaper reps 
weren’t very cordial to us; some 
newspaper people were afraid | 
we'd publish things that wouldn’t 
fit in with their papers’ outlook. | 
Newspapers thought it wouldn't 
cost them anything to carry the! 
supplement, but that wasn’t true, 
since advertisers didn’t exactly 
rush in.” 

But This Week survived every- 
thing, even wartime paper ration- 
ing. 

“Each mewspaper distributing 
This Week had its quota for paper, 
and we were part of the quota,” 
Mr. Sterling said. “It was tough 
arguing with advertising guys on 
the various papers who thought 
they could better use the space, but | 
we came through without losing a/! 
single newspaper.” 


e Mr. Sterling, a big, rugged- 
looking man with a thinning gray 
thatch topping a seamed, tanned 
face, will be 70 April 25. The son of | 
a Bridgeport merchant, young 
John’s first job was with the 
Bridgeport Morning Telegram. 

“I played with my high school 
teams, wrote stories on the games, 
then delivered the Telegram the. 
next day,” he recalled. He said the 
name Sterling never appeared in 
any of the news accounts. 

He first learned “that one word 
might be better than another’ 
when he was with International 
Silver. Hg used the mails to devel- 
op small town accounts never, 
touched by traveling salesmen. 
From International he moved to 
Warner Bros. Co. (corsets), where 
he worked in the advertising de- 
partment. After World War I,}| 
which saw him “fight the battle of | 
the U.S.A.” and never get over- 
seas, Mr. Sterling “headed for sell- 
ing.” 


® He reasoned this way: if he 
couldn’t inherit enough money to 
be independent, he’d have to work 
in a field “where I could always 


SIGHTEEN STYLES 
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another job.” 


Mr. Sterling worked his way 
through prep school 


ing on tables. “I was a waiter for 
five years,” he said. “But it gave 


|me what is known as independence | 


—enough, at least, so you can tell 
| people to go to hell.” 
His word of encouragement to 


|you strong.” # 


Liquor Directory Published 
(Hotchkiss ) | 
|and college (Dartmouth) by wait- 


Liquor Publications, New York, 


Advertising Age, April 14, 1958 


dia and point of purchase, etc. The 
|price is $10 for the 342-page vol- 


has published the “1958 Red Book | ¥™e- 


Encyclopaedic Directory of the 


Wine & Liquor Industries.” In-| Monk Adds PR Department 


cluded in the volume are lists of 
more than 6,500 U. S. and imported 
brands, lists of more than 300 pro- 
ducers and importers, maps, show- 


eral and state) governing both me- 


Howard H. Monk & Associates, 
| Rockford, Ill., has set up a new de- 
| partment to handle public relations 

counseling and publicity service 
‘for its clients. Edwin L. Karpick, 
previously an account executive 
with Monk, has been named agency 
pr director. 


“great idea...but will it se 


Put a product in the right showcase—and you've sold it. 
Vogue sells fashion—because it’s fashion’s greatest setting. 


Twenty times a year, Vogue takes the best ideas in clothes, 


in travel, in food and drink, in houses and their furnishings— 
and puts them on display to America. Vogue is where smart America 
goes looking for fresh ideas. Vogue is the fashion medium 
that retail America counts on to start trends moving. 


Vogue is the brand name for fashion that all America recognizes. 
Put your next idea into fashion’s most persuasive showcase. 


Put it in Vogue... watch Vogue sell it. 


Fashion is the selling power ...Vogue is the fashion power 
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Mendelsohn Research Opens 

Monroe L. Mendelsohn has 
formed his own company, Monroe 
Mendelsohn Research, with of- 
fices at 507 Fifth Ave., New York. 
Mr. Mendelsohn has held execu- 
tive positions in marketing re- 
search organizations in the U. S. 
and Latin America and was a for- 
mer research fellow at the Univer- 
sity of Chicago and an instructor 
of marketing research at Drake 
University. 


|Feder Campaign Starts 

| House of Louis Feder, New York, 
|maker of men’s and women’s cus- 
|tom hairpieces, is using New York 
area newspapers, Coronet and Es- 
quire in its 1958 campaign. The 
newspaper advertisements pro- 
mote the “Feder Barbers’ Profit 
|Plan.” Barbers are offered com- 
missions for sales leads. The ad- 
vertisements carry the names of 
the barbers. Dufine & Co., New 
York, is the agency. 


Some Ad Research Is ‘Crutch,’ 
Says Robertson, Touting Small Shops 


(Continued from Page 3) 


system gives the larger agencies 
“an advantage which is hard to 
overcome,” Mr. Robertson main- 
tained. A major frustration to a 
is to build up a 


small agency 


agency 
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| feasible unless the budget is ex- 
| panded substantially, some present 
services are dropped or the cost is 
| paid by the agency,” he said. 

“In this case they are using 
profits from other accounts to 
‘finance the smaller account—an 


} 


| client's billings to between $150,-|idea quite foreign to a well run 
| 000 and $200,000 and then lose the small agency.” 
client to a larger agency, he said. 
“It is obvious that the large 
is promising the client 
| something that is economically un- 


|@ In discussing the “complete 
| package” concept offered by agen- 
cies, Mr. Robertson said _ that 
although the big agencies make a 
lot of noise about all the services 
they offer, the “complete package” 
concept was pioneered by small 
agencies, and added that the 
smaller shops are still experts in it. 

He pointed out that smaller 
agencies perform many services 
for their clients which the larger 
agencies regard as the function of 
the advertising department of the 
client. 

Mr. Robertson said smaller agen- 
cies are closer to their clients, more 
| resourceful, more flexible and can 
pinpoint problems faster. He added 
that because small agencies are 
not chained by the 15% com- 
mission, they can choose media 
which will do the best job for 
|clients. + 


22 Manufacturers Form 
| Pet Food Institute 
| A new trade association, Pet 
Food Institute, has been formed by 
22 manufacturers of dog and cat 
‘food. A major activity of the insti- 
tute will be an extensive public re- 
|lations and publicity program to 
/encourage greater use of nutri- 
tionally sound pet foods. Officers 
|from within the industry are Jo- 
|\seph V. Getlin, exec vp, Rival 
|'Packing Co., chairman; George M. 
| Laimbeer, vp, Post division, Gen- 
eral Foods Corp., vice-chairman, 
and Clyde Kassens, president, Perk 
Foods Co., secretary-treasurer. 
Byrne Marcellus Co., Chicago, 
| trade association management com- 
pany, has been named to handle 
activities of the institute. Henry 
Bucklin, Byrne Marcellus account 
supervisor, was named president of 
the institute. 


Esmond Adds Two Accounts 
Esmond Associates, New York, 
has been named to handle adver- 
tising for Jamison Sportswear, 
New York, maker of outerwear for 
men, a new advertiser, and Bell & 
Co., maker of Bell-Ans for indiges- 
tion. Nearly 1,000 dailies are on the 
schedule three or more days each 
week for Bell-Ans. Picard, Marvin 
Inc. formerly handled Bell & Co. 


NEW LONDON 


Eat and Drink Sales 
3rd in Connecticut! 


Eat and Drink sales in 
New London consume $531 
per family . . . 3rd highest 
of any Connecticut city of 
25,000-or-over population. 
(S. M. ‘57 Survey) 


To increase your sales 
—cover this isolated city 
easily in The Day .. . New 
London's only newspaper! 


Che Day 


NEW LONDON, CONNECTICUT 
Notional Representatives: 


GILMAN, NICOLL & RUTHMAN 
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248 Business Paper Advertisers Spent | 


Between $175,000 and $428,000 Each in ‘57 


New York, April 8—Last week 
ADVERTISING AGE listed the top 100 
business paper advertisers during 
1957. Their ad expenditures ranged 
from $428,800 to a top of $4,090,000 


(General Electric Co.), according | 
to Associated Business Publica-| 


tions’ “Seventh Annual Study of 
Leading Advertisers.” 


103. 


109. 
110. 
11. 


The ABP study also lists 248 ad- | 112. 


vertisers whose ad expenditures 
ranged from $428,000 down 
$175,000. Collectively the 348 ad- 
vertisers who invested $175,000 or 
more put a total of $148,982,800 in- 


113. 


to | 114. 


115. 
116. 


to business paper advertising, or |117. 


some 30% of the estimated $489,- | 118. 
000,000 invested in all business pa- 119. 
120. 


pers during 1957. 


Listed below are the 248 adver-/121. 


tisers who ranked from No. 
through No. 348 in the ABP study: 


101. Armco Steel Corp. ........00000+ 428,000 


101 | 122. 
123. 
124. 
125. 
102. The Electric Auto-Lite Co. .... 423,700* | 126. 


| 
Babcock & Wilcox Co. ........ 420,000 
. fF: eee 419,200 
. Allen-Bradley .........ccccecessee 416,800* 
. Continental Can Co. ............ 415,000* 
TI GR. sccctcsesictsecinrcs 408,300 
. Cessna Aircraft Co. ........... 402,600* 
Miles Laboratories .............. 401,300* 
Armstrong Cork Co. ........00. 400,000 
Standard Oil Co. of Cal. .... 400,000 
Procter & Gamble Co. ........ 394,900* 
Socony Mobil Oil Co. ........ 391,100* 
Thompson Products Co., 
Ramsey Corp. division .......... 390,800* 
Stewart-Warner Corp. ........ 390,100* 
ROD GIR. cicccievstivcionss 382,100* 
Mead Johnson & Co. ........... 379,900* 
Gardner-Denver Co. ............ 374,000 
Thomas A. Edison Ine. ........ 365,500* 
A. O. Smith Corp. «0.0.06 365,400* 
National Cash Register Co. .. 362,100* 
Quaker Oats Co. ..........00 361,100* 
Barber-Colman Co. ...........+ 356,300* 
Standard Oil Co. of Indiana 355,900* 
Chicago Pneumatic Tool Co. 350,400* 
ME: Se. siiinansionnseocnsnsevasiancs 350,000 


127. |. T. E. Cirevit Breaker Co. .. 347,400* | 156. Cummins Engine Co. ............ 288,100* 
128. Motorola Inc. ......ccccccecccecseeee 342,100* | 157. United Air Lines ..............:0008 285,500* 
129. National Cylinder Gas Co. .. 341,600* | 158. McGraw-Edison Co. ... 284,900* 
130. U.S. Plywood Corp. ............ 340,300* | 159. General Mills Inc. 2.00.0... 280,900 
131. General Dynamics Corp. .... 331,500* 160. Cutler-Hammer Inc. ........0+ 280,300* 
132. American Motors Inc. ........ 330,600* | 161. Lincoln Engraving Co. ........ 280,000 
133. U.S. Gypsum Co. ........cc.00+8 325,900* | 162. Kimberly-Clark Corp. ........ 279,300* 
134. Dayton Rubber Co. ............ 325,000* | 163. Wallace & Tiernan Co. ........ 278,400* 
135. Manning, Maxwell & Moore 325,000* | 164. Ohio Brass Co. .......sevssere 278,000* 
136. New York Central System .... 325,000* | 165. Humbert & Jones Inc. ........ 276,800 
137. Raybestos-Manhattan Inc. .. 325,000 | 166. Hercules Powder Co. ............ 275,000 
138. Revere Copper & Brass Inc. 319,000 | 167. General Precision Equipment 273,600* 
139. Stanley Works ..........c0cce0 318,700* 168. Cutter Laboratories ............ 272,500* 
140. Aircraft Marine Products Inc. 311,400* | ¥69. Ep ERNE ae res 270,000* 
141. Eaton Mfg. Co. .....ccccccccceesees 311,400* | 170. Robertshaw-Fulton Controls 

DUR. Ge Ge GI. secncecccnsscccesess 310,200* OD siisesssnlessioiniscleibiticonnisscemneaaiy 270,000* 
143. Burroughs Corp. .........000 306,200 | 171. Oakite Products Inc. ............ 269,900* 
WE, GI GOR. scscssercescccccscsccevccee 305,000 | 172. International Telephone & 

145. Reo Motors Inc. .................0+ 301,000* PD csicnscccevsestcssieisoenie 269,400* 
146. Black & Decker Mfg. Co. .... 300,000* | 173. Heath Co. .....cccccccsceseeenenens 267,800* 
147. Seagram Distillers Corp. .... 300,000 | 174. Frank G. Hough Co. ............ 267,100* 
DGB, GEE GE GG ccccccscccncenscescorese 300,000 | 175. National Electric Products 

149. Texas Instrument Inc. ........ 300,000 SII. siiiibinihincnipcnichieestictaosasdion 264,200* 
150. Rockwell Spring & Axle Co. 298,400* | 176. American Viscose Corp. .... 263,600* 
151. Corning Glass Works ........ 293,000 (177. American Air Filter Co. ........ 260,000 
152. Int'l Business Machines ........ 292,400* | 178. Allied Radio Corp. ............ 259,500* 
153. American Steel Foundries .... 290,000 | 179. American Can Co. .............0++ 259,500* 
154. Pratt & Whitney Co. ............ 290,000 | 180. Lockheed Aircraft Corp. .... 259,500* 
155. Towmotor Corp. .........ccceeseee 288,800* |181. Bell & Gossett Co. ............. 258,000 


Find Your 
Nearest Decler 
In The 


ry 
» > 


Yellow Pages 


is the shortest step 


Millions see the Yellow Pages emblem every day 
in leading magazines. Millions more see it on 
storefronts, trucks, billboards and TV. It reminds 
buyers to LOOK IN THE YELLOW PAGEs of their 
telephone directories to find who sells the branded 
products and services they need. 


If you use Trade Mark Service in the Yellow Pages 
to identify your local dealers, the emblem in your 
advertising will send prospects to these dealers. 

If you’re not yet using Trade Mark Service, call your 
telephone business office for complete information. 


nt ae 
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182. Corn Products Refining Co. 257,300* 
183. Mueller Brass Co. ................ 257,100* 
184. Scovill Mfg. Co. ......ccccccceceeee 257,100* 
185. Fruehauf Trailer Co. ............ 256,900* 
186. Kennecott Copper Corp. (incl. 

Chase Brass Co.) ..............:. 256,000 
187. Stromberg Carlson Co. ........ 251,100* 
188. Allegheny Ludlum Steel 

MIIIIDL. Sistiiisheatlanavinnantsacsesttedivee 250,000 
189. American Chemical & Paint 

SEI andasdibis-chaitendislentitenréciahedaneeson 250,000* 
190. Beckton Dickinson & Co. .... 250,000* 
191. Belden Mfg. Co. o......0000.... 250,000* 
I I Sadar actinscsnniien 250,000* 
193. Butler Mig. Co. ..........ccccc0000 250,000 
194. Consolidated Electrodynamics 

TTI sescisenehsietvniabinhonssnniiainnse 250,000 
195. Continental Oil Co. ............ 250,000* 
196. Crucible Steel Co. of 

DI steatnielaieninccsititetieseaie 250,000* 
DOP. CE TRE GO ccneserinerensesvcse 250,000* 
198. Hooker Electrochemical Co. 250,000 


. Meredith Publishing Co. .... 250,000* 
. Pacific Intermountain Express 250,000* 
. Phelps Dodge Copper Products 


SIS intciininadinnarbiniabnatinssans 250,000 


. Raytheon Mfg. Co. «0.00.00... 250,000 
. U. S. Industries Inc. ..... ‘ 
b WIRED COR. ccccneccerecsceses 
. Chemstrand Corp. ..........0.00 
. Rust-Oleum Corp. ...... _ 
or I MOU inigsetticcvichtnieicsess 
. Veeder-Root Inc. 


.. 250,000* 


1209. Norfolk & Western Railway 

| GD aaiceceniesailntnsincapnntonannsensivte 245,500* 
| 210. Joy Manufacturing Co. ........ 244,700* 
|211. Gates Rubber Co. ................ 243,300* 
1212. Congoleum Nairn Ine. ........ 242,800* 
213. R. C. Mahon Co. .....:.c0000 

BIG, Crain Balt Ces. cccsescssccsovessess P 
215. Brown & Sharpe Mfg. Co. .... 236,700* 
216. lowa Mfg. Co. oonccccccceecenees 235,000 
217. Great Northern Railway .... 234,000 
218. Wyandotte Chemical Co. .... 233,200* 
| 219. White Motor Co. «0.0.00... 232,800* 
220. H. H. Robertson Co. ............ 232,700* 
| 221. Charles Bruning Co. .... 230,000 
222. Ex-cell-O Corp. .........0ccccceee 230,000 
By CI ODS cecccsesccesescccrsieess 230,000 
Sk. Se eeeen 230,000 
Bee BRIS BCG, ccsecccvcccsnssenseesies 229,900* 
| 226. Tide Water Assn. Oil Co. .... 229,100* 


b MY GO. crcmensssssaccsens 229,100* 
. General Foods Corp. ............ 227,200* 
. Cincinnati Milling Machine 

CAs scenstleaiiielinitinssitivices 226,000 
. Garlock Packing Co. ............ 226,000 
. Carpenter Steel Co. ............ 225.900* 
. Air Reduction Co. .........000.. 225,000 
. Hussman Refrigeration Inc. .. 225,000* 
p NR TIER, GO, ccsscccvescceene 225,000 
CORNEA NED. sasessttudoaancevesecse 225,000* 
. Mixing Equipment Co. ........ 225,000* 
. Norris Thermador Corp. .... 225,000* 
. Sharon Steel Corp. ............ 225,000* 


. American Car & Foundry Co. 


(divn. of ACF Industries) .... 224,000* 


. Douglas Fir Plywood Assn. .. 224,000* 
. Master Electric Co. ............ 224,000* 


. Chicago Tribune ................ 223,200* 
. Insurance Co. of North 

IIIT FE. icsccncscetsnsessscesane 223,200* 
. National Coal Assn. ............ 223,200* 
. Line Material Co. ................ 223,000* 
o  § «i ernerereren 221.300* 
. Dodge Mfg. Corp. ....... 221,000 
. P. R. Mallory & Co. ............ 221,000* 
. Armstrong Machine Works 220,500* 
. Hearst Consolidated Publica- 

ID cetaceans 220,500* 
. 2 iE ~ Seen 220,500* 
. Merritt-Chapman & Scott .... 220,200* 
Sk 220,000 
. Spencer Chemical Co. ........ 220,000 
. Allen B. DuMont Labora- 

UID. aceusrsiinsiniiniinndiviinnsnants 219,900* 
. Keasbey & Mattison Co. .... 218,100* 
SRE. NDING. .cenensconnrinsesnestenes 217,300* 
. New York Air Brake Co. .... 215,900* 
*\ fy.” nee 215,800* 
p GerreN Carp. nceccsccessessesesses. SIGBGO 
. Pennsalt Chemical Mfg. Co. 214,700* 
. Sprague Electric Co. ............ 212,400* 
So en 
jy MEINE. ephonressentinticcessocsente 210,000 
. Weston Electrical Instrument 

IDA, ,nersiieneenicensomassseseasheenessii 210,000* 
. Robbins & Meyers Inc. ........ 208,600* 
NII SAID senssesensienencoscane 208,200* 
. Foster Wheeler Corp. ........ 208,000 


. Standard Outdoor Advertising 


Mtns dustsstititeligdesibidloninisiiilasvebineins 207,000* 


. Black Sivalls & Bryson Inc. .. 206,500* 


. Crowell-Collier Publishing 

TEU: schincesnhctttiseaiintiiatinemecn oes 205,700* 
. Lyon Metal Products Inc. .... 205,700* 
sg ee 203,300* 
OR Qe 202,900* 
. National Supply Co. ............ 202,900 
. Osborn Mfg. Co. 000.000.0000... 202,900* 
. Waldes, Kohinoor Inc. ........ 202,000* 
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Advertising Age, April 14, 1958 


278. American Gas Assn. ............ 201,900* | ‘Parents’ ’ Boosts Edition Rate, |at $1,415 and four-color at $2,000.|also run in Modern Bride and The 


279. Greenlee Bros. & Co. ........ 201,900 | Guarantee, Names Epstein 


280. Textileather Corp. ................ 201,400* | 
281. Firestone Tire & Rubber Co. 201,000* 
282. International Cellucotton 


Products 
283. Sylvania Electric Products 

SN eiiedeiiaccthe calcite acaics 200,900 
284. Alco Products Ine. ................ 200,500* 


285. Baker Raulang Co. ..... 
286. American Laundry Machinery 


AS Snssaihsscsiesscaddebideiiameeihtarteiensshinas 
287. Automatic Electric Co. ........ 200,000 
288. Chicago Sun-Times .............. 200,000* | 
289. Cleaver-Brooks Co. ............ ,000* 
290. General Controls ................ 200,000 
291. Masonite Corp. ...........c0:00 200,000 
292. Minnesota & Ontario Paper | 

Co. ereececsocecoseccccscccecccscccocesosese 200,000* | 
293. Nopco Chemical Co. ............ 200,000* | 
294. Norden-Ketay Corp. ............ 200,000 | 


295. Pittsburgh Corning Corp. .... 200,000* 
296. Storer Broadcasting System 200,000 


297. Interchemical Corp. ............ 198,300* | 
298. Archer-Daniels-Midland ........ 198,200* | 
299. Copperweld Steel Co. ........ 197,900 | 
300. Aeroquip Corp. ...........cc0 196,200 
301. Lakeside Laboratories Inc. .. 196,200* | 
302. Perfect Circle Co. ..........0000. 195,000 
303. Pressed Steel Car Co. 

(div. of U.S. Industries) ........ 194,000* 
304. General Tire & Rubber Co. 193,000* 
Bs PID Ge sisisiccssciversenticnts 192,900 
306. Andersen Corp. ........ 
307. Buffalo Forge Co. ...........0.+- 192,800* | 
308. Esso Standard Oil Co. ........ 192,800* | 
ee ren 192,800* | 
310. Kearney & Trecker Corp. .... 192,800* | 
311. National Acme Co. ............ 192,800* 
312. Pfister Associated Growers 

I cacalicttinsinsincnnettiiCiendanennranita 192,800* 
313. Combustion Engineering Super- 

SRR ae rE 192,000 
ee, IE GO, ecntensricstnscrccttions 190,000 
315. Jeffrey Mfg. Co. o.cccccceee 190,000 
316. National Biscuit Co. ........ .... 190,000 
317. Youngstown Sheet & Tube | 

is ik hicaeicebiaieb iain scncdauceel 190,000 | 
SIG. S. HK. F. bndestetes. ..<cccsesvccese 189,700* 
319. Globe-Union Inc. ..........0 186,400* 
320. Neptune Meter Co. ............ 186,400 | 
321. Philadelphia Inquirer ........ 186,400* | 
322. Piper Aircraft Corp. ............ 185,000 | 
323. Waukesha Motor Co. ........ 185,000 | 
Bs IE Gk ccrccncesccesenesesace 184,100* | 
325. Thew Shovel Co. ...ccccccesesee 183,000* | 
326. Gerber Products Co. ............ 182,000 | 
327. Union Bag-Camp Paper 

TID sshcnderiavositiiimaniiaiinabiines 182,000* | 
328. Yornall-Waring Co. ss... 182,000 | 
329. Wheeling Steel Corp. ........ 181,200 
330. Toledo Scale Co. 0.0.0.0... 180,000* 
331. Mach Trucks 86. ....:cccccccces 179,600* 
332. National Dairy Products 

GRINS ssenentarecnccsesniiamncintaionens 179,000* 
333. Niagara Machine & Tool 

IN sidinsniidbiebiinicionmncrconsiilides 178,600* 
Se, MMII GAIL sstdsncinsesstnncttcivatens 178,600* 
335. Phillips Petroleum Co. ........ 178,000 | 
336. Sealed Power Corp. ............ 177,000 
337. American Airlines Inc. ........ 175,000* | 
338. American Bosch Arma Corp. 175,000* | 
339. Atlas Powder Co. ............0.. 175,000 | 
340. California Packing Corp. .... 175,000* | 
341. Capitol Records Ine. ............ 175,000 | 
342. Chicago Daily News ............ 175,000* 
343. Hagan Chemicals & Controls | 

a A Hie oS ste Balin 175,000 | 
344. Hewlett Packard Inc. .......... | 
345. Pangborn Corp. ..........ccccc00e0s 175,000* | 
346. Reader's Digest Assn. .......... 175,000* 
347. Shwayder Bros. Co. ............ 175,000* 


348. Weyerhaeuser Sales Co. .... 175,000* 
NOTE: Figures marketed with an asterisk 
(*) are estimates furnished by ABP to 
make the list as representative as possible. 
All investments by divisions and subsidiaries 
are included in the parent company total. 


Severin to ‘Sports Illustrated’ 

D. F. (Jack) Severin, formerly 
of Life, has joined the San Fran- | 
cisco sales staff of Sports Il-| 
lustrated. 


i 
| 
| 
| 


Jack Epstein has been promoted New Yorker. Sunday magazine sec- 
Magazine, New York from advertising representative for | tions of 21 newspapers will be used 


i aii : : ” the metropolitan edition of Parents’ | also, augmented by spot campaigns 
a tae ut tn aeaaeaeioe ten Magazine to the new position of| on seven radio stations in the East 
daoasiloseltidhbiinaabsianesaiindias 201,000* edition by 20,000—to 185,000, ef- edition advertising manager. 

| fective with the October, 1958, edi- 

"| tion. Rates for b&w pages will be | 4711 Sets National Push 
lincreased $160—to $1,285. Four- 
-- 200,500* color will be boosted $225— to $1,-|many, manufacturer of toiletries, 
825. Effective with the April, 1959, 
000" |issue, the circulation guarantee for 
ithe same edition will be raised to 
200,000; b&w rate will then be set 


|and Midwest. Robert Conahay Inc., 
|New York, is handling. 


The House of 4711, Cologne, Ger- | Insurance Assn. Names Two 
James R. Mathews has been 


55 


director of promotion. Carlton 
Thomas, named director of public- 
ity and promotion of the associa- 
tion, will also continue as editor of 
“American Agency Bulletin.” 


Gillette Names Three 

William G. Salatich has been ap- 
pointed general sales manager of 
Gillette Safety Razor Co., Boston. 


has started its first national cam-| named to the new position of di-|He had been assistant general 
paign in America in April issues of rector of advertising of the Nation-| sales manager. Thomas W. Casey 
Charm, Glamour, Harper’s Bazaar, al Assn. of Insurance Agents, New | and Stephen J. Griffin have been 
‘and Seventeen. The campaign will | York. Mr. Mathews formerly was | named assistants to the president. 


FINCHLEY IN PARIS 


“Dear Boss: This research project is most revealing...” 


@ Oo.a ta! From a stuffy corner office to Gay Paree. The 
happy result of Finchley showing the boss how Consolidated 
Enamels cut printing costs without cutting quality. 


It’s a fact that Consolidated Enamel Printing Papers often 
cost 20% less compared to other enamel papers of equal 
quality. You save because Consolidated pioneered a modern 
papermaking method that eliminates several costly manu- 


facturing steps while maintaining finest quality. . 


Do a Fincu.ey! See your Consolidated Paper Merchant for 
free trial sheets. Let your printer make a comparison test. 
Then pass the results on to the boss. Be sure to attach a 
Paris travel folder. Could be! 


Available only through your Consolidated Paper Merchant 


ENAMEL PRINTING PAPERS 
a complete line for offset and letterpress printing 
CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 SOUTH LA GALLE ST. ¢ CHICAGO GB, LL. 
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Learn Direct Selling Secrets that Create 
Ten Billion Yearly Volume—Get This Free Book! 


Manufacturers, sales and ad agency executives: brief 
yourself on modern Direct Selling through authoritative 
manval, ‘The Quickest Way to National Sales."’ It's free 
to you on request. Be familiar with facts behind market- 
ing method responsible for ten billion annual volume 
from homes, stores, offices, factories. Know how Direct 
Selling cuts around other heavily-clogged distribution 
channels, how it builds fast low-cost volume for hun- 
dreds of products at virtually all price levels. Discover 
how you can market-test new products quickly on small 
budget with virtually no risk, or add big new non- 
conflicting volume te present over-counter sales. A 
fascinating factual introduction to a wide-open new- 
profit channel, at no extra cost or obligation if you 
simply clip this ad to your business letterhead and mail 
to SPECIALTY SALESMAN, Suite 812-4, 307 N. Michigan 
Ave., Chicago 1, Illinois. 


ve reve abou 


eee 
OIECT SELLING 


Salesmaut 


Department Store Sales... 


11% Gain in Pre-Easter Week 


WaAsHINGTON, April 10—Depart- 
ment store sales in the week ended 
April 5 were 11% ahead of sales 
for the similar week of 1957, the 
Federal Reserve Board reported 
jtoday. 6% of this gain must be 
| attributed to the fact that last year 
|Easter fell later in the month, 
| whereas this year it fell on April 6, 
| the board says. Conversely, for the 
remainder of the month a 6% loss 
|must be allowed because the weeks 
|to be compared with in 1957 will 
| have been pre-Easter weeks. 
| 
® For the four weeks ending that 
date, sales were 2% ahead of last 
|year and for the year to date 1% 
| behind. 


11 of the 12 FRB districts showed | 


gains; San Francisco reported no 
change. Gains were recorded as 
follows: Boston, 11%; New York, 
19%; Philadelphia, 11%; Cleve- 
land, 9%; Richmond, 14%; Atlan- 


| 
| 


ta, 12%; Chicago, 2%; St. Louis, | 


6%; Minneapolis, 22%; Kansas 
City, 20%, and Dallas, 18%. 

Detailed breakdown of these dis- 

| trict sales is not yet available. For 

the previous two weeks sales were 

‘as follows: 
%™ Change from ‘57! 
Week Ending 


Federal Reserve Mar. Mar. 
| District, Area, and City 2 2 
UNITED STATES —4 + 2 
Boston District ...... ro +2) 
Metropolitan Areas 
| Boston - ‘ .r+ 6 +13 | 
Downtown Boston . + 3 +8 


Another thinly disguised success story 


Bankers put their money 


where it will draw the most interest 


When it comes to money, you won’t find a more 
cautious or prudent group than bankers. When 
they spend it, they know where it’s going and 
demand full value for every dollar. 


A leading bank in Detroit bought some time on 
WJR to acquaint the folks with their many 
banking services. This in itself isn’t earth-shaking, 
but what is important is the fact that this started 
in the early thirties and the bank has kept the 
same spot for over 25 consecutive years! Good 
indication that the bank receives a fine return on 
its investment. 


CBS 


WJ 


Naturally, adults represent the bank’s prime 
market. And this is where WJR shines. With an 
almost all-adult audience, WJR delivers more 
prospects with more buying power than the next 
six Detroit radio stations combined. It’s facts 
like these that have convinced astute men like 


bankers that WJR is Detroit’ 


s No. 1 station. 


Why don’t you take a tip from a successful 


banker? Put your advertising 


money where it 


will draw the most interest—WJR. Have your 
ad manager get all the facts from his Henry I. 
Christal representative that prove WJR’s domi- 
nance in the fifth richest market in the country. 


PR vec 


50,000 Watts 


RADIO PROGRAMS WITH ADULT APPEAL 


fe 


Alfred Politz Research, Inc. discovered that WJR has more 
listeners in the age groups controlling 80° , of the purchasing 
power than the next six Detroit radio stations combined. 


Advertising Age, April 14, 1958 


Suburban Boston ... r+12 +24 
Cambridge ...... r+12 +14 
Quincy r+ 26 +21 
Lowell —31l +10 
City 
Springfield .................... —2 +4 
New York District ...... —.6 +11 
Metropolitan Areas 
ee —3 + 3 
New York-N. E. 

New Jersey .... 6 +13 
Newark ......... ‘ r—22 —1 
New York ..... — 7 + § 
TROCROTEBE  acceseccccesesesses r— 6 + 2 
ee 5 + 1 

Philadelphia District . r—20 + 32 
Metropolitan Areas 
Wilmington r—29 —2 
DOOTBGIR  crcccciensssscsccsescscsece —40 +3 
Lancaster —17 +35 
Philadelphia ............ —18 —1 
Reading ........ —24 +9 
Scranton dhenaiiitinan r—16 +25 
Wilkes-Barre—Hazleton ll + 9 
Cleveland District ......... + 2 —? 
Metropolitan Areas 
Lexington . + 5 + 7 
Akron — 5 4 
ee + 1 0 
Cincinnati _........... + 97 4 3 
Cleveland ............ , + 6 + 1 

Downtown Cleveland — 3 2 
ee ee — 5 — 6 
Springfield —17 +2 
Youngstown  .occcccecee —11 —24 
Erie ceeniceaaieieanhanad — 8 —4 
Pittsburgh - + 4 +1 
Wheeling-Steubenville —T7 — 8 

Richmond District r—I18 +3 
Metropolitan Areas 
Washington ja , —18 + 6 

Downtown Washington r—14 + 3 
Baltimore r—25 + 7 
Downtown Baltimore r—24 + 3 
Richmond 15 —7 

Atlanta District — 1 % 
Metropolitan Areas 
Birmingham + 2 —4 
Mobile + 4 +4 
Jacksonville _.... + 3 - 3 
Miami r+ 3 — 5 
Downtown Miami . — 4 —10 
Atlanta ’ a + 1 0 
Augusta 8 23 
New Orleans 14 5 
Knoxville ....... + 1 ° 
City 

Tampa ... an +17 e 
Chicage District . r— 5 —3 
Metropolitan Areas 

Chicago ............ 6 1 

Indianapolis ... —7 —10 

SE — 8 — 7 

Grand Rapids 12 7 

Milwaukee ..... —3 + 4 
St. Louis District .. —6 —1 
Metropolitan Areas 

Little Rock . . 1 + 6 

Louisville ........ + 1 + 2 

St. Louis . -7 0 

IE —2 —2 
Minneapolis District . —3 +1 
Metropolitan Areas 

Mpls.-St. Paul 3 4. 3 

Mpls. and Suburbs 6 + 5 

St. Paul . + 3 -8 
Cities 

Duluth-Superior + 1 
Kansas City District r+ 1 +5 
Metropolitan Areas 

Ey + 6 —2 

Topeka +18 +11 

nee ~15 + 2 

Kansas City ......... 0 + 2 

St. Joseph -19 +11 

Albuquerque ....... +9 ° 

Oklahoma City ... -4 + 2 

, RE —2 +14 
City 

EE ctentidesres . 3 - 8 
Dallas District ... - 4 —— 
Metropolitan Areas 

Dallas aie + 2 + 8 

El Paso , +21 6 

Fort Worth — 6 + 2 

Houston 19 —4 

San Antonio + 5 21 
San Francisco District +5 r—2 
Metropolitan Areas 

Los Angeles-Long Beach 4 4 —3 

Downtown Los Angeles —4 —14 
Westside Los Angeles .. + 3 —2 
Sacramento 2.2.0.0... +20 +19 
San Diego . , —4 — 5 
San Francisco-Oakland .. + 5 + 2 
San Francisco + 9 + 1 
Oakland -_ ll —9 
Portland i +15 + 6 
Salt Lake City 2 —4 
Seattle 0 — 5 
Spokane 3 — 5 
Tacoma — 3 — 6 


r—Revised. *Data not available. 

' During March and April changes from 
a year ago reflect in part the fact that 
last year Easter was on April 21 while 
this year it was on April 6. For this 
reason it is estimated that in comparison 
with last year an allowance should be 
made for an increase in sales of about 
6 per cent for the month of March as 
a whole and a corresponding decrease for 
the month of April. These allowances 
apply to the figures for the United States 


Rumrill Boosts Three 

Rumrill Co., Rochester, N. Y., 
has appointed John R. Van Arsdale 
exec vp, George R. Darcy a director 
and Robert J. McMahon a vp. Mr. 
Van Arsdale has been with the 


| agency since 1951, Mr. Darcy is vp 


|}and general manager of the Bald- 


win, Bowers & Strachen division 
in Buffalo, and Mr. McMahon 
joined last year as account super- 


‘visor on Eastman Kodak Co. 
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CONFIDENCE CAMPAIGN—This mag- | 
azine page is part of a four-month | 
advertising and public relations| 
campaign by the Advertising Coun- 
cil, McCann-Erickson is the vol- 
unteer agency, and Robert M. Gray, 
advertising manager, Esso Stand- 
ard Oil Co., is volunteer coordina- 
tor. 


Economy Sound, 


Says New Drive 
by Ad Council 


(Continued from Page 2) 
$5,300, and it is expected to pass 
$7,000 by 1975.” 

4. More production. “U. S. pro- 
duction doubles every 20 years. 
The country will require millions 
more people to make, sell and dis- 
tribute its products.” 

5. More savings. “Individual 
savings are at highest levels ever 
($300 billion), a record amount for 
available spending.” 


6. More research. “An annual 


expenditure of $10 billion each} 


year will pay off in more jobs, 
better living, whole new indus- 
tries.” 

7. More needs. “America needs 
$500 billion worth of new schools, 
hospitals, highways, homes, dur- 
able equipment. Meeting these 
needs will create new opportuni- 
ties for everyone.” 


® In its forthcoming ads the coun- | 


cil will offer free to the public a 
24-page illustrated booklet, “Your 
Future is Great in a Growing 
America.” 

McCann-Erickson, which served 
as volunteer agency during a simi- 
lar drive to bolster national con- 
fidence in 1954, when an estimated 
$1.3 billion in time and space was 
donated by advertisers and media, 
will serve again in this capacity. 
Its public relations affiliate, Com- 
munications Counselors, will also 
assist on a volunteer basis. 

Robert M. Gray, manager, ad- 
vertising-sales promotion division, 
Esso Standard Oil Co., is volunteer 
coordinator of the project for the 
council. 

Steering committee for the cam- 
paign includes Mr. Mortimer, 
chairman; Philip Sporn, president, 
American Gas & Electric Co.; Sid- 
ney J. Weinberg, partner, Gold- 


does 
it! 


See page 98 


| Mr. 


*)man, Sachs & Co.; Arthur O. Dietz, | 


president, CIT Financial Corp.; 
and Stanley C. Hope, president, 
Esso Standard Oil Co. 


projected plans for our fiscal 1959 
year,” Mr. Mortimer said, “and 


|}are confident that, in all respects, 


Cooperating organizations and ‘it will be as good or better than 


eration of America; 
Assn. of Advertising Agencies; 
American Public Relations Assn.; 


Assn. of National Advertisers; Bu- | 


reau of Advertising (ANPA); 
Magazine Publishers Assn.; Na- 
tional Assn. of Broadcasters; Na- 
tional Assn. of Transportation 
Advertising; Outdoor Advertising 


Assn. of America; and Public Re- | 


lations Society of America. 


® Citing data on General Foods, 
Mortimer said that for the 
company’s fiscal year ending 
March 31, net sales for the first 
time are expected to pass the $1 
billion mark. 


|groups include: Advertising Fed- | the year just concluded. The quar- 
American |ter which ended March 31 was 


|the biggest March quarter in the 
company’s history.” 


nate industry, Mr. Mortimer em- 


tries with equal reasons for con- 
fidence. Much of the business news 
is good—but good news, like vir- 
jtue, seldom makes the front 
| page.” = 


Sales Execs Elect Stamper 
Walter H. Stamper, commercial 
manager of WAPO, Chattanooga, 
| has been elected president of the 
| Chattanooga Sales Executives Club. 


“We have just reviewed our | 


Admitting that GF is in a fortu- | 


phasized, however, that “there are | 
many companies and many indus- | 
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DISPLAYS | 
and 
EXHIBITS 


| Wheaton 


COAST TO COAST 
LONG DISTANCE MOVING 


oe ae drivers 
2 a expert, careful handling 
Van Lined Inc. on tine” deliveries 

over 500 Agents — In the West 
General Offices, Indianapolis, Ind. all principal cities LYON 


7 
¥ 
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“PASTE TOOTHPASTE 


TOOTHPASTE 


¢ If your sales are down, you need the fastest moving paper in town! The Cincinnati 
Times-Star has raced ahead of the Post to the number one evening position in vital 


3 Hamilton County .. .. the important City Zone .. . and the golden Tri-County 
Metropolitan Area .. . where strength counts the most! That’s why in Cincinnati, 
3 the newspaper with the greatest number of display ads is the... 


Herman & Daley, 


““Let’s 


together 


‘TOOTHPASTE. 


TOOT"? ASTE 


Get the latest Cincinnati facts. Call Mike Burnes, General Advertising Manager, The Cincinnati Times-Star, 
Cincinnati, Ohio @ O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco @ McAskill, 


Beach. 
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WE PAY FOR ROAD SERVICE TF YOU WAVE A PUNCTURE 


x at 


GUARANTEE—John G. Ragsdale, ad manager of General Tire & Rub- ; 
ber Co., displays a color spread for The Saturday Evening Post April | 
19, which kicks off a campaign for General Dual 90 tires. The “we ; 
pay” offer covers the entire cost of service rendered. D’Arcy Ad- y 
vertising Co., Cleveland, is the agency. 


Findley Lake 
TRIPLED—Charles Findley, exec vp, and Russell W. Lake, vp, join 
Hunter Scott as principals of Hunter Scott, Findley & Lake, Fresno, 

the former Hunter Scott Advertising Agency. 
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STYLIZED—New cart display was de- 

signed for Hudson Hosiery by Cen- 

tral Wire Frame Co., New York, to 

merchandise a_ stylized item in 
novel fashion. 


SOMETHING BORROWED—JOKR-TV, Tokyo, is running a weekly “TV 

Wedding” despite protests that the program is sacrilegious. The sta- 

tion is reported flooded with applicants. Each couple married on the 

program receive electrical appliances and a honeymoon trip from 
the sponsor, Kamiya Sake Brewery Co. 


TAKES BUMPS—Display for Chrysler Corp. allows buyer to guide a scale 

model of a 1958 Plymouth over a rough stretch of miniature highway 

to show how Torsion-Aire keeps the car at table level while the 

wheels independently take the bumps. It was created by William 
Melish Harris Associates. (Story on Page 66.) 


Ferrieria Lindsay Chamberlain 


Bet : 

PLEASING ARRAY—Alcoa aluminum, fashions by Cole of California and 
new Pontiacs will be featured in a six-page color ad in the April 15 
Vogue. Appealing photographs like this will be featured in the ad. 


6 PAGER—The Pan-American Coffee Bureau is join- 
ing with Carnation Co. and General Mills in a $500,- 
000 summer promotion for iced coffee—including 
this double gatefold scheduled for the June 7 Satur- 
day Evening Post and June 30 Life. Viewing the 
four inside color pages of the ad are Manny Fer- 
rieria, General Mills’ cake mix manager; Charles 


Lindsay, bureau manager; and Hugh Chamberlain, 
product manager, Carnation evaporated milk divi- 
sion. Campaign also includes commercials on “Burns 
& Allen Show” (CBS-TV). Agencies involved are 
Fuller & Smith & Ross (Coffee Bureau), Benton & 
Bowles (General Mills) and Erwin Wasey, Ruth- 
rauff & Ryan (Carnation). 


DOUBLE CAUSE—Cargill & Wilson celebrated its eighth anniversary and its move into its 
new building, 201 E. Franklin St., Richmond, April 1. These photos show James N. Car- 
gill, president, and his secretary, Patricia Tebbetts, in his new office; Virginia Wicker, 


receptionist, in the glass lobby (the photo was taken from outside), and Frances M. 
Yeates, home economist of the Virginia Electric & Power Co., and Alfred M. Cascino, 
agency art director, in the new taste kitchen, 
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Wagon Train is now reaching more than sixteen million homes every 
Wednesday, 7:30—8:30 pm, on the NBC Television Network ... more homes 
than any other new show this season. 

Since its premiere last September this hard-riding new series has more 
than doubled NBC’s audience in its time period against two programs which 
were consistently in the Top Ten less than a year ago. And not only is Wagon 
Train NBC’s top-rated program on Wednesday evening, it also outrates any 
7:30 or 8:00 pm program on any other network seven nights of the week. 

The key to Wagon Train’s spectacular audience success is its appeal 


to the entire family. Its powerful combination of action, drama and top star 
names wins a balanced buying audience of 32 million adults: more men 
than any other weeknight television program except one; more women than 
9 out of 10 evening television programs; plus a bonus audience of children 
that exceeds 13 million per show. 


Wagon Train is currently sponsored by Edsel, Ford Motor Company, 


Drackett and Lewis-Howe. IBC TELEVISION N ETWORK 


*JACK O'BRIAN, NEW YORK JOURNAL-AMERICAN 
SOURCE: NIELSEN TELEVISION INDEX, FEB. II, '58 AND ARB, FEB. '58 
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| Advertising We Can Do Without... No. 46 


Serving 80,000 homes... plus* 


Another increase in circulation for Mississippi's leading newspaper 
. The Clarion-Ledger and Jackson Daily News. Now, more than 
ever, your best buy for coverage and sales impact... at lowest 


milline rate. 


* an average of 81.3% of all families living in 24 Jackson Retail Trade Zone 
towns of 1000 or more population now read the Sunday Clarion Ledger— 


Jackson Daily News... weekdays even more! 


Wein Fi rst itis : 
| Represented by the Katz Agency, | Ine. 


of Owners WwIJTV (TV) WwSLI (Radio) 


NO CREDIT CHECK 


WE — OUR OWN CONTRACTS | NO CREDIT NEEDED i 
W Anyone § WE FINANCE ANYONE 


loans needed. 
credit Proohy “Peymonts te suit aA, peyeble direct te = 
10-minute service, 


} 
} 
\& Even if you have been in bankruptcy, or your last 
cor sed oy ey co-signer or side loans 
| required, $1,000 reward if refused, 

100 GUARANTEED AND WINTERIZED CARS 


PER WK. | 
49 CAD. se, | 5) pomp vic. "50 Packard 4-Dr. . . : ‘= 
33 Stee Ea 33 Bick hanptor 3 | BB 53 Chev. ht Pu. "$13 |'51 Chev. 4-Dr. 
$3 St0be’ Une ave Aa 133 be dows cae 38 | "62 Merc. 4-Dr, ....$11 | "51 Merc. 
eS Sharpie $e an. | 86 FORD ODOR pei 0 ; ‘Pee Se eh 
1958 LICENSE FREE y oe0e ser" 
COLORADO CAR CO. 


THE WALKING MAN'S FRIEND | is 
1501 S. BROADWAY |) arora 
allt IR et = +2008 acach 


THIS iS NO JOKE—Lester Noyes submits these ads from Denver news- 

papers as candidates for the advertising we can do without banner, 

not because they are misleading, but because he thinks their appeal, 

even though presumably humorous, is in bad taste. Both ads offer to 

“finance anyone,” including those with bad credit, or former bank- 
rupts. 


Western Farm Changes ‘New Service Uses 
Name; Appoints Schaff 7 
Western Associated Farm pa- Shut-ins to Monitor 
pers, sales organization for seven 7 
western state farm papers, will TV Commercials 
change its name to Western Farm : : 
Paper Unit, effective May 1. Its ai —— —_ oP ge 
papers are located in Arizona, Col- SOMONE LOp., W ich hires 
orado, Idaho, Montana, Oregon, shut-ins as detectives to screen tv 
Utah and Washington usage of commercials, has an- 
The orgenisation iiee appointed nounced it has a subscriber list of 
Wetes 7. Genel a ra os 14 nationally advertised products. 
sales representative in Chicago. He peat ce Netley ye ay bas oa 
formerly was account executive ‘ 


. mercials are run as written and 
with MacFarland, Aveyard & Co. | <cheduled in the time periods and 


lengths ordered. They also check 
Two Appoint Marwel Agency on fidelity of reproduction. 
Marwel Advertising, New York,| Started last October by Kenneth 
has added two new accounts. They | Jaffe, former advertising manager 
are Viewlex Inc., Long Island|of Chunky Chocolate Corp., Na- 
City, maker of slide projectors,|tional TV Monitoring checks tele- 
sales presentation equipment and/j|casts in 72 markets with approxi- 
visual education’ aids, and the|mately 200 monitors, consisting 
New South Wales Government Of-|mainly of persons affected with 
fice, New York. The latter plans aj} multiple sclerosis or muscular dys- 
campaign aimed at encouraging/|trophy, or accident victims. Re- 
American industrial development | ports on the handling of the com- 
and investment in New South|mercials and programs are made 
Wales, Australia. on form sheets, which are turned 


ray ae —— 


ery te 


TEXAS AND OKLAHOMA COUNTIES 


NO. 5 OF 
A SERIES 146 
146 COUNTIES WITH OVER 1,000 FARM CARS EACH 
contain 73% of all Farm Cars in Texas and Oklahoma 
ee ae 
THE FARMER-STOCKMAN 
NUMBER OF 
counties \ SS 0. 
IN WHICH Bs —— -*. 
PUBLICA- FARM & RANCH =I ¥ \ 


TIONS HAVE 
ove, | aE 6 5 


COVERAGE PROGRESSIVE FARMER 


OF FARMS... 
i 


FARM JOURNAL 


Send for similar data on other farm equipment, livestock, 
crops, poultry, irrigation and farm income. 


over to the advertisers concerned. 


® Among the misuses which the 

_ service has reported to clients are 

te \ (1) placing of commercials adja- 

| Ee \ cent to those of competitive prod- 
tf 


ucts; (2) blacking out of network 


‘ials b tati i der t 
Where Farm Cars Count Most... \22ricci on See 
t 


inuity when episodes of a film se- 
ries are bicycled from one station 


TEXAS AND OKLAHOMA (to another; (4) announcers’ failure 
c omprise the greatest area for to follow written instructions for 


“live” commercials; (5) failure of 


farm cars in the nation! Texas synchronization between sound and 
has more farm owned auto- |film; (6) live shows which run 


: too long and do not allow sufficient 
mobiles than any other state. time for the advertiser’s entire 


Texas and Oklahoma combined |commercial, and (7) use of worn- 
have 50% more farm cars than /|°¥t film. 


: Mr. Jaffe pointed out that the 
Iowa, the second state in rank. value of additional air time given 


by the stations in make-goods 
THE FARMER-STOCKMAN more than compensates for the 
gives the best possible farm cov- | monitoring cost. # 
erage in Texas and Oklahoma. Jahn & Ollier Buys Two 
Jahn & Ollier Engraving Co., 
Chicago, has bought Kencolour 
Inc. and Ken Schmid Studio, both 
|Chicago. The facilities of the stu- 
dio were sold immediately to Dev- 
_lenny-Wood Studios. Kenneth V. 
Schmid, formerly Kencolour pres- 
ident, will be vp of J&O and man- 
ager of the offset reproduction 
\division which now includes Ken- 
|colour facilities and personnel. This 
purchase follows the acquisitions 
of Electro-Matic Engraving Co., 


wasis [The Farmer-Stockman 


paid subscribers OKLAHOMA CITY @ DALLAS 


Standard Engraving Co. and the 
|special service division of Foote, 
Cone & Belding. 


North Boosts Garrabrant 


J. H. Hunter, Advertising Director 


N. Michi Avenue 4321 N. Central Expresswoy 420 Lexington Avenve 
Coieum i, SUperier 7-6145 Delles 5, LAkeside 1-312) New York 17, MUrray Hill 4-3340 


N. T. (Tom) Garrabrant, who 
joined North Advertising, Chicago, 
500 N. Broodway two years ago, has been appointed 
Cetchome Gy 3, Cintvet 2-208! media director of the agency. 


ly eS ag Sh” ee ar a a ea ee Z Pea Sea: i, Slat hie SE yr. ~ ON ae Cree ar eae eee ie a my GaP i Br a ae ‘ Sari Ciba cnet. | a ene 
pe ; ae , 7 Nh eee Cempee ae way : = : * 2 ag vale oan # , Ps Crea RENE Te Ee ae hed * AP Bex aa rh ee ayer a arp 
ee Pie wet eo ea tie De ur i DSR eh es oc | + aia : : es oe pT ie Sige he joie Smee od ene Merete ae 
: | Re cet ae Bosc Bt eed Seas” jee eae a a eb rauactee ie SR sit ge a ee TE ii: Nl Piet ae acs Ps oe fics) ba oe on as 
Be tN a Patt G5 ee Sear teed Bei ‘sir SNe ee Peg oe oh past Nae eee i Bene ges 3 + ao) eee me ay eee A yar se 3 ER IPA nae seer ahs. a, haa aie 
iis fe eC Ne ce te ie, ee (Pewee Re cs oe ee Oa Meir SF ie! Die ae ee eae ; i ja alee We. i eae a - Ba ee ae RO ac te ag geen. ee i Sr ae 
5 Pe Wee cee Ae a oa ae coat i a oe Be gee ee oS ey ae Meg ve gud 2a ae fe me caciasensBenne 8 ‘i gins pee: Mpeg tt athe: Se ee 
5:5 alee aE titin Se hs ee ee) Se ss a a Oe A BO ee - i ne co ire Cee Ti oe ee eee ot). oot aes ie a) ee ce a ae eee ve ee at: 
a i * . ‘ r ; he Die) ‘ E . amy. We 3 Yi agree ae us t 
; ei os _———— - a es - i 
7 | 
7 
i= 60 ee 
eS 
Fe 
a 
s 4 Pt 
ei 4 * 
(ara, i | 
" ee 
eit 
q | 
i 
4 wt 
= ii 
5 | 
oe rt 
| 
ee i 
ie. iy 
ed , 
Fe: Pe | 
uy 
soe = 4 
Pe 4 {| 
eee 
ot, * 
Shai: 
Bg 
dont 
«5 
siti 
ad aaa 0 eee ee ——EEE 
poe 
Boe 
ioe i 
| 
] 
Soy al = sp . Bi pes = ae ie Sy ee ane A ee Farha 
a 4 ee Oe) SS is ae istic 5 ei ie eis lah alive. 
(ae eee a eee HSE aco is ee Sy gO re 
ae Re a Se ee JSS aia mien alan ee 2k cae te A ana ncte e ae Carae ae 
ha . ey ee Se mara a ee a e. a ieee eee. SS ee ee 
as {a a Meee oh ie = ; at eee 
Se; “has ee my ie : : ' 4 a Benen 
oe ee E . ‘ ; Boat pence 
eee: - i eo F Pee ge ee = 
evs ie Grace ene uiieys- 7 
Peres e +0 ae ae * ee Se EE eee 
cSiat 2 ites Ne = : _ 6 jog cee = t 
plate ar da he 4. ee . if ay Fee Si, tes 
4 Pet, | SOME Tepe”, Ta. f y i Ber are ee | arr. 
= Wy CieS, cone ul ee. 1G ene ogg ~apeeemrer est >." kat ar Sak So eM ce Vic, ew Ar . poy i ae 
. SS Tae erg +4 See be, = ee ile asi an ee 0 © aon fe ame ab ere ® ey aie ig : 
Se aoa ie TOs a ony at ee ee lt QUT sas Oat, ae pa ee a Soko a ae 
Se en ee a ee ae eee | ee cle apace call 2 ence peor Nene ae eae 
Eee neg ie Deel ee eo aL angen man so emma ee ~ TE nee ng deeb ae eral 
a ke SS Tie ARR, =e ts a Ree eS : Desert: 
oe 7 ne a 5s a ee ae ; ; ee oie : : ‘ sR ane 
os ae ee eee ees lg laid -—_ . , 1 oo MR ry 
2 FeeaY Pe 4 XT A. * 27d —_ 
Pine ; - : 7 : ee MEM 
ee yes Wy ll i . | 
oe bash sade - oo. eee 
“Ee eee gait sstelick eg “ai Bhai esa a o> ee ee 
ea Mek aee at stairs hs, sks é ra ral i ‘ 
7h at eesee te bs 2 bret seg ee es 
pean © Pe ae oo vie Bt aes gs A" ae 
ei ek ahead! Ce Tee peti, Big eR ue ke SN it 
rat <p #9 fi ie Se Ae al ey See 3 eee eR ‘ome 
Ps m = eee ee sea io! 
me 7 a 
is : ay 
ae t, ee 
eee ey, iy eh - c ¢ Pp Pie a 
oF | i on ay eer ee ee Oe < been A weal t 
ro, Dee ROT ae wie ‘i a sia eres Tee ee eee 
ra a hy i ie a fe a Pre ee a id ag *: aig 
nee “eave Saher eee TONES & ae = a iti i eal eda oe eae 
ae . 4 ‘ 
aa 2 ae 
oa 
are Ae 
= ea 
gear 
aha ae 
Lie 
eet t 
at ; 
tages f >. j 
ait " eee —_———$————————a—XKweeeeOo 
Bet ie cs —— Qt = 
oa — = = 
ae ~~. 
<< iq 
a 
aie 
ra 
ay ‘ 
% gers 
sat = 
ies 
ee 
eae 
Neral E 
ae 
ae 
- 2 el 
eg 
= 
a 
ve Pr . a 
: = 
~ase 
ae 
Pe a 
al 4 
a wooo 
+ 73° cc 
: He 2 & 
: co 
<= ——— al st ns 
a PE es 
i Pong i I 
— Tae 
oe 
ind ee ee ee - 
% - ¢ aie ey e3 ie a 
e . is = | 
a ees 4 : . ’ 
* y Dial z * 
Be ~ - ~ * 
: : — .s ~ . 
3 , | 
i : _ 
2 ee 
a 
ord 
fs i 
ae , : J So ie ak : a i oe i ign ee Ez E Prec aot i P es + 4 ae 
ate it ae 3 ee 4. par i Sean ee 2 a 7 ; el aut ‘ 
ss Fea ai ‘ 5 a iE oe peed te Beco = Sees peaees Me : ‘ae Cee pc Ge etek peerage alate Oy i ag hee ‘ <4 Pen eae Ea eer cee ean, Se ah te ae 
Pee aa: “rt ea | Sree | apa Fo eee mas fo PON A, TINE ae Ae ee : Br ae Ba pt ain ey on Pee CV wun. tale f ihe fe age OE eee tee es - a eee ke 
4 “* S08 a bo oa a ; 7 ee La i ia? alee as fle ° S ot ss Ps tac ye i= le - ve cy 5) 
: oi - A adh if : oe brag % ig SS ae Be as sey Cee Smee ee F ry eee oe 5 cu. : : ; a ‘ 


eo eee 


Advertising Age, April 14, 1958 


Coming 
Conventions 


*Indicates first listing in this column. 

April 13-15. National Assn. of Trans- 
portation Advertising, Casa Blanca Inn, 
Scottsdale, Ariz. 


April 14. Ohio Valley Industrial Adver- | America, Hotel 


tising Conference, Cincinnati. 

April 15. Premium Advertising Assn. 
of America, Premium Advertising Con- 
ference, Navy Pier, Chicago. 

April 15-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 

April 17. University of Michigan, 5th 
annual advertising conference, sponsored 
by the departments of journalism and art 
and the school of business administra- 
tion, in Ann Arbor 

April 18-19. Advertising Federation of 
America, 9th District, Advertising & 
Sales Club, Kansas City, Mo. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-25. Assn. of National Adver- 


ing, Lord Baltimore Hotel, Baltimore 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 4th annual meeting, Drake Hotel, 
Chicago. 


Nov. 16-19. Broadcasters’ Promotion 
| Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., anual convention, Boca 


tisers, 5th national workshop on adver- | 


tising budget and cost control, West- 
chester Country Club, Rye N.Y 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, 
Tampa. 

April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W 
Va 

April 24-27. American Women in Radio 
and Television, national convention, Fair- 
mont Hotel, San Francisco 

April 25-26. International Assn. of Sales 
and Advertising Clubs, annual confer- 
ence, Prudhomme’s Hotel, Vineland, Ont., 
Can. 

4.pril 25-26. Mutual Advertising Agen- 
cy Network, Bismark Hotel, Chicago. 

Apri! 27-May 1 National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
Los Angeles. 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York 

May 1-3. Pacific Northwest Newspaper: 
Advertising Executives Assn., Vancouver, 
B.C 

May 1-3. Advertising Federation of 
America, 5th District convention, Mans- 
field, O. 


May 4-7. National Newspaper Promo- 
tion Assn., national convention, Penn- 
Sheraton Hotel, Pittsburgh 

May 5-6. Magazine Publishers’ Assn., 
spring meeting, The Greenbrier, White 
Sulphur Springs, W. Va 

May 5-7. Assn. of Canadian Adver- 


tisers, annual meeting, Royal York Hotel, 
Toronto 

May 8. Agricultural Press Assn. of 
Canada, Royal York Hotel, Toronto 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 


Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto 
May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York 

*May 16-17. University of Wisconsin 


Journalism Institute, including seminars 
for editors and advertising and circu- 
lation managers of Midwest newspapers, 
Madison, Wis 

May 19-21. Sales promotion division of 
Nationa] Retail Merchants Assn. (former- 
ly National Retail Dry Goods Assn.}, an- 
nual convention, Palmer House, Chicago 

*May 23. Illinois Daily Newspaper 
Markets, annual meeting, Springfield, 
Til 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N.C 

May 26-30. American Management Assn., 
national packaging exposition, New York 
Coliseum 

May 30-June 1. Federation of Canadian 
Advertising and Sales Clubs, 10th annual 
convention, Brittania Hotel, Huntsville, 
Ont 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis 

June 4. Assn. of National Advertisers, 
2nd annual workshop on cooperative ad- 
vertising, Hotel Sheraton East (formerly 
Ambassador), New York. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas 

June 9-11. Assn. of National Advertis- 
ers, spring meeting, Drake Hotel, Chicago. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B.C 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston 

June 27-29. Northwest Daily Press 
Assn., annual summer meeting, Madden 
Lodge, Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 


Raton Hotel and Club, Boca Raton, Fla 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel 


new product? 
marketing problem? 
expanding distribution? 


Test First in Springfield, Mass. 


Discovering first-hand answers to complex 
marketing problems needn't be costly if you 
come up with the right combination of test mar- 
ket and medium. The SPRINGFIELD, MASSA- 
CHUSETTS market and the SPRINGFIELD (MASS. ) 
NEWSPAPERS offer this unique combination. First 
you have over 431,000 consumers, anda per household , 
spendable income of $6, 312! Andyou can get dominant, 
productive penetration into this market at low cost . 
through the SPRINGFIELD NEWSPAPERS. Write for the 
full story. 


Springfield mos Newspapers 


AVEDON 


THE NICEST THINGS COME...IN CHAMPION PAPERS 


Special gifts deserve special treatment, So we 
at Champion are continually searching for, 
and finding, new papers to make your gift 
package that extra-special gift for someonc. 


CHAMPION® PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY « HAMILTON, OHIO 


District Sales Offices in New York, Chic ago, Philadelphia, 
Detroit, St. Louis, Cincinnati, Atlanta. Dallas, and San 


Francisco, Distributors in every major city. 


Quality coated and uncoated papers for books, magazines, 
labels, boxwraps, greeting cards, business 
forms, tags, tablets, food packaging, and many other uses. 


envelopes, 


CHAMPION SETS THE PACE IN PAPERMAKING 


Roll paper is precisely trimmed 


to customer specifications. 
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Along the Media Path 


e “Life-reading households spend 
on the average of $5,014 annually 
on consumer goods and services, 
amounting to about $78 billion or 
38% of the total. This is in con- 


“New Potentials for Advertisers 
of Automotive Products” is an 
eight-page booklet issued by Read- 
er’s Digest. “A _ single issue of 
Reader’s Digest reaches over 26,- 


trast to the $4,107 average ex- 
000,000 people in car-owning penditure of all U. S. households,” 
households,” the booklet says. The according to data released by Life 
booklet is available from the mag- in its “Life Study of Consumer Ex- 
azine’s advertising department, penditures.” The report is a pre- 
230 Park Ave., New York 17. liminary to a full report covering 
readership and consumer expendi- 


You, to, can 


¢ 


get ebtectwe merchandising 
help in Muncie, 


THE PROOF IS IN THE 
PICTURE! 


WHY DON’T YOU TAKE 
ADVANTAGE OF EASTERN 
INDIANA'S TWO GREAT 
NEWSPAPERS? 


‘The MUNCIE STAR * MUNCIE EVENING PRESS 


tures for five magazines expected 
to be ready late this spring. 


e The Boston Globe plans to move 
into its new plant by mid-May and 


June 1. 


long as they last” of the printed 
slogan: “The man who stops ad- 
vertising to save money is like the 
man who stops the clock to save 
time.” For a copy write Mal Parks 
Jr., general manager of the maga- 
zine, 2201 E. 46th St., Indianapolis 
5. 


e A presentation, documenting 


INDIANA | 
Network,” features five sales 
points: Coverage, programs, deliv- 
ery, outlay and yield. According to 


Kelly-Smith Company 


From the House of Ideas 


NEW...PINWHEEL ACTION...OUTDOOR 


| ; True Luxury Driving 


WITH =: 


Cities Service spring station 
promotion features this big pole 
sign with 3-D multi-color spinning 
pinwheels. Background is 
Stanzall® outdoor cardboard. 
Complete kit. Window trim and 
mushroom light signs also feature 
pinwheels. For ingenious action 
for your point-of-sale displays, 
write or phone Chicago Show 
2635 N. Kildare e Chicago 339, Ill. 
SPaulding 2-1600. 


i i i i ai aii, 
a — —_— 


plans its first process color ad for | 


e PF Reporter, a publication for) 
the electronic service industry, is) 
making available free copies “as! 


the efficiency of “ABC—The Value | 


Advertising Age, April 14, 1958 


Schneidau 


Nichols 
FILM PROMOTION—Herbert Schneidau, advertising manager of Wesson 
Oil Co., Wade Nichols, publisher of Redbook, and Joseph Killeen Sr., 


Killeen 


president of Fitzgerald Advertising, pose in New Orleans at a 


luncheon showing of a new Redbook promotion film reporting “on 


the new way of life established by today’s young families.” 


[the presentation, now being shown 
|to advertiser and agency execu- 
itives, ABC television delivers a 
|cost-per-thousand per commercial 
|minute, Sunday through Saturday, 
7:30-10:30 p.m., of $2.88 against 
$2.97 for CBS-TV and $3.38 for 
NBC-TV. 


|}@ Photo Dealer’s annual statistical 
jreport of the U. S. photographic 
jindustry indicates continuing 
| growth in the volume of photo 
|merchandise shipped to the U. S. 
|market. The 1958 statistical sum- 
|mary, as published in the maga- 
zine’s March issue, shows a 28% 


|increase from 1954 to 1957—$797,- | 


/458,345 to $1,023,345,000—based 
on manufacturers’ and importers’ 
price levels. For a copy of the re- 


port, write Richard Engnath, Pho- | 


to Dealer, 
York 23. 


e “Business is good in WLOLand” 


‘is the theme of an anti-recession 
campaign by WLOL, Minneapolis. 
On the premise that recession talk 
does more damage than anything 
else, the radio station is featuring 
|examples of signs of good business 


33 W. 60th St., New 


,on its newscasts. Items on the | 


|bright side of the economic news 
jare accompanied by the ringing of 
| a bell. 


F WBAI, New York fm station, 
|has embarked on a two-year plan 
of expansion designed to expand 
|its listener audience and to attract 
|advertisers. The main goal is to 
achieve an audience of the “intel- 
henipenned acquisitive” individuals. 


|!To accomplish this, WBAI is re- 
vamping its programming to in- 
clude only the highest quality 
shows and features, diversified in 
nature and talent, the station says. 


e KCOP, Los Angeles, has begun 
a campaign on its station to sell 
local businesses on tv as an ad 
medium. The station has made two 
20-second and two 60-second spots 
featuring station personalities 
which point to the size of the tv 
audience and the effectiveness of 
|the medium as a sales force. All 
include the thought, “If you have 
a sales problem, why not call Los 
Angeles’ seven stations right now 
... We hope one you call is KCOP.” 
The idea behind the series, accord- 
ing to the station, is that every pro- 
gram is viewed by at least 100 
people who have a sales problem 
| of some kind. 

|e An “Action Kit,” designed to 
|help newspapers in their support 
lof the “Auto Buy” promotion, has 
been prepared and made available 
to its member newspapers by the 
Bureau of Advertising, American 
Newspaper Publishers Assn., 485 
Lexington Ave., New York 17. 


| 
° The complete Decca catalog of 
12” long play albums—1,030 of 
|them—is the prize in a “1001 
Nights” contest sponsored by 
KFWB, Hollywood. 


e WTOP, Washington radio sta- 
tion, is putting on a two-week 
“opportunity knocks now” anti- 


"Get 
acquainted 


with all that 
Blue Ribbons can 


the press. 


rely on Certified Mats 


Urges the mat molders man. “Anything up to full 
pages ... Yes indeed, we are molding registered sets 
of ROP Blue Ribbon CC Mats that go right into the 
newspaper casting box for curved plates that go on 


You get mats deeply molded by direct pressure and 
baked on the form for perfect register . 
from the hazards of double stereotyping, with the 
smash of EFFECTIVE full page ROP color. 


For dependable stereotyping, 


do for you.” 


.. get away 
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recession campaign designed to 


stimulate consumer buying and to | 


impress its public that now is the 
time to spend money. As a public | 


service, the radio station plans a| 


minimum of 15 spots daily, featur- | 
ing buying bargains in all fields. | 


e In an eight-page section in its | 
March issue, Inplant Food Man- | 
agement reported on the first re-| 
gional Inplant workshop held in 
Chicago in February. 


|ing with 68 pages accounting for | 


e With its April issue, Nation’s 
Agriculture blossomed out in a 
new dress including a redesigned 


dian Broadcasting Corp. and Cana- 
dian radio manufacturers will be 
intensifying their efforts to exhort 
the public to “Be in the know—buy 
another radio—and LISTEN!” dur- 
ing the second annual Canadian 
Radio Week, May 4 to 10. 


e Department of New Laurels: 
The April Reader’s Digest is the 
largest issue in the magazine’s his- 
tory—with 270 pages—and carries 
a record high volume of advertis- 


more than $2,400,000 in billings, 
the magazine reports. For the first 
four issues this year, the Digest is 


cover, new format, new layout | ahead of its 1957 pace by 19% in 
treatment and the use of a new) pages of advertising. 
headline type. The April issues of American 
| Exporter Publications carry $215,- 
|799 of export trade advertising to 
set an alltime dollar record for any 
April in the 80-year history of the 
company. The April figure is 24.4% 
|higher than the $173,380 for last 
| year’s April issues. 
e The semi-annual menswear| Mechanix Illustrated closed its 
fashion section appears in the April | May, 1958, issue with the highest 
issue of Ebony with more than 10/44 revenue for that month in its 
pages of menswear editorial and | history—a 21.1% increase over 
advertising, including two full- May 1957. The linage increase is 
color pages of fashions. 8.3%. For January-May, the pub- 
lication has an ad revenue gain of 
e The 148 member radio stations 11.6%, the magazine reports. 
of the Canadian Assn. of Radio & Fisherman reports that net ad 
Television Broadcasters, the Cana- revenue for the first quarter of 


e WGN-TV, Chicago, is installing 
Ampex Corp. magnetic tape re- 
cording equipment which can re- 
produce tv sight as well as sound. | 
A color accessory unit is expected 
in June. 


1958 is 32.9% higher than the cor- 
responding 1957 quarter. 

The combined worldwide circu- 
lation of Life International edi- 
tions reached a new record level in 
the last six months of 1957. The 
, two editions had a net paid average 
circulation of more than 670,000 
copies, Life reports. Life En Espan- 
ol’s circulation for the six-month 
period averaged 358,674; Life In- 
ternational’s circulation for the 
period averaged 311,412. 

WJAR-TV, Providence, R. I., 
has been presented an American 
Legion award for “generous con- 
tribution of valuable tv time in 
bringing to viewers the programs 
of the American Legion.” 

ABC-TV reports that it presents 
the six most efficient hour-long 
evening programs on the air. The 
six range from the 


|per commercial minute of $1.49 to 
|“Disneyland” with a cost of $2.35. 
| Scholastic Magazines report the 
biggest April for advertising re- 
venue and linage in the 38-year 


history of the company, with an) 


increase of 30% in advertising re- 
| venue and 12% in linage over April 
of the preceding year. 

WPTR, Albany, has increased its 
local advertising sales 500% and 
its national sales 400% in the last 
year. 
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Color and 


he 
- 3 =F ‘ 


Die-cut cardboard miniatures 
demonstrate “built in” 
appearance, “fits in” with 
opening and closing of door. 


attention on product. Contact 
Chicago Show Printing Company 
for merchandising ideas—and 
effective on-product display. 
Write or phone. 2635 N. 

Kildare, Chicago 339, Illinois, 
SPaulding 2-1600 


movement focus 


“Lawrence | 
| Welk Show” with a cost per 1,000) 


Why is the agency so proud 


of her good looks 7 


do s®y d 


when only 


u MAURIER 


the best will do 


Another outstanding du MAURIER ad 
for Brown and Williamson Tobacco Corp. 


by Erwin Wasey, Ruthrauff & Ryan, inc., Chicago 


Ask the production man 
who bought the CNGIAVINGS... 


—the Benchmark of qeeallitag 


ms F 


(photoengravero, 


> DE laware 7-5500 


Here is an ad which printed as 
well as it looked in the proofs 
... another example of know- 
how by kn in producing an 
ad to the advertising agencies 
exacting requirements. Look 
for the benchmark of quality 


—a symbol of fine engravings. 


KIEFFER - NOLDE ENGRAVING COMPANY 


160 EAST ILLINOIS STREET - 


CHICAGO 11, ILLINOIS 
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Maco to Launch ‘Hi-Fi’; 
Reports on Newsstand Sales 
Hi-Fi, a new quarterly maga- 
zine to be published by Maco Mag- 
azine Corp., New York, will bow in 
August with an initial guarantee of 
200,000 and a b&w page rate of 
$1,500. Maco is planning to sell ad- 
vertising space this year in 18 al- 
ready existent quarterlies and an- 


nuals, previously dependent for in- 
come on newsstand sales only. 

Newsstand sales of Maco an- 
nuals ranged last year from 135,000 
to 200,000, according to Benjamin 
Co., new Maco advertising repre- 
sentative. The quarterlies, which 
featured photograph and _ sports 
subjects, averaged a reported 200,- 
000. 


Write at once for your free copy of our “Us- 
ing Color Post Cards in Advertising’. Don’t order 
until you have seen our samples 


natural color printing 
and prices. ore 


GUAT TEIN & C0., ING., 1733 W. Irving Park Rd., 


circulars 
® brochures _ 
* catalogues 
e¢ direct mail 
e dealer aids” 


x 


From the House of Ideas 


New Types of Displays, Ways to Use 4 
Them Crop Up in P.0.P. Advertising 


(Continued from Page 1) 
that the practice of integrating the 
p.o.p. program with the entire 
advertising effort is becoming more 
widespread. Respondents were 
asked what percentage of the dis- 
plays they produced during 1957 
were directly tied into the adver- 


tisers’ over-all advertising pro- 
gram. 
s While individual percentages 


varied widely, the average was 


creased demand for new materials: 
44% used new materials in 1957, 
83% said they had found new 
applications for old materials, and 
57% reported plans to use new 
materials in 1958. None of the 
suppliers, however, indicated what 
the new materials are. But among 
the most successful displays men- 
tioned for 1957 were items featur- 
ing formed vinyl plastic, multi- 
purpose plastic and cardboard 
units, wire and sheet metal com- 


47% in 1957 compared with 37% in| pinations, snap-in plastic letters, 
1956. In 1957, 61% reported that|and combination plastic and litho- 
more displays were tied in directly | graphic picture frames with three- 


with the over-all advertising pro- 
gram, and a total of 85% said that 
the percentage was at least equal 
to the previous year or higher. No 
one reported that this percentage 
had declined. 

The Popai survey indicates that 
advertisers want uniqueness of 
design above everything else when 
buying display materials. Price and 
life-expectancy are reported to be 
less important than outstanding 
design. 


# Survey respondents reported in- 


( 
( 
( 
INGENUITY...IMPACT...ECONOMY | 
( 
( 
( 
( 


\ 


An eye catching display for 
supermarket selling. Designed 
to save space, get your display 
into view. * Special Self-Stik 
Mystik Gondola Plak may be 
used over and over if desired. 
Contact Chicago Show for the 
ideas —and production facilities 
which assure your success at 
Point-of-Sale. Write or phone. 
2635 N. Kildare, Chicago 39, 
Ilinois « SPaulding 2-1600 


|dimensional plastic logotypes and 
parts. 

Breaking down p.o.p. users by 
industry, the survey shows more 
|Popai members worked for the 


drug industry in 1957 than for any | 
| other single industry, the total be- | 


jing 78% of those who replied. 
However, it is pointed out, this 
represented an average of only 
13% of these producers’ total busi- 
ness for all industries. After drugs 
came the food and beer industries. 


Almost all of the respondents re- | 


port that they produce p.o.p. mate- 
rials for at least five types of in- 
dustries. 


s Forecasts by 
for 1958 include: 


Popai members 


e A closer tie-in between p.o.p. 
and the client-agency over-all 
merchandising and marketing pro- 
gram. 

e A trend toward better quality 
to insure dealer placement. 

e Diversity of design, which will 
mean incorporating many mater- 
ials. 

e More p.o.p. research. 


e More demand for self-service 
display racks and dispensers. 

e Greater use of plastics and other 
materials in conjunction with 
printed matter. 


e Development of new devices to 
give depth and dimension. 


® It is estimated that $1 billion are 
spent annually on p.o.p. advertising 
in the U. S. Industry breakdowns 
given in “Advertising at the Point 
of Purchase,” published in 1957 by 
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it's NORWICH check-up time 


ter your 


medicine chest! 


NORWICH 


INTEGRATION—Tie-in of p.o.p. dis- 
play with national advertising is 
evident in this full-color magazine 
ad for Norwich Pharmacal Co. 
Benton & Bowles is the agency. 


McGraw-Hill Book Co. for the 
Assn. of National Advertisers with 
the cooperation of Popai, show the 
distilled beverage industry spends 
about 26% of its total advertising 
and promotion budget for p.o.p.; 
beer and carbonated beverages, 
which are lumped together, are 
estimated to spend 15%; the toilet- 
ries industry spends 13%; the food 
industry 5%; and the drug industry 
about 2%, of total advertising ex- 
penditures. 

But the drug industry spends 
about 29% of its sales for over-all 
advertising and promotion; the 
food industry about 5%; the toilet- 
ries industty about 24%; beer and 
carbonated beverages together 
about 9%; and the distilled bever- 
age industry about 5%. 


® Because of the fluctuations in 
marketing conditions, sales figures 
and advertising budgets vary from 
year to year, so it is virtually im- 
possible to get more exact figures 
on major industry expenditures for 
p.o.p. advertising. 

However, on each of the develop- 
ments enumerated above there is 
an abundance of material and 
many illustrations. 


e On the integration of p.o.p. with 
other advertising media: Many 
companies tie in their newspaper, 
magazine, outdoor, radio and tv 
advertising with p.o.p. displays. 
But the practice is growing and 


ADVERTISEMENT 


Part-time hardware store salesman, full-time advertising agency 
account executive... that’s Cuyler Stevens. Getting retail sales 
experience one full week every year is standard practice for our 
account men, writers, artists and television staff. It enables us to 
create advertising that creates sales. Cunningham & Walsh Inc., 
New York * Chicago + Hollywood + Los Angeles + San Francisco. 
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gaining acceptance. 

S. Paul Boochever, vp of Gibral- 
ter Corrugated Paper Co., says it is 
becoming “a major trend in mar- 
keting today.” Advertisers, he says, 
in a growing number of cases “are 
using the same art work, often with 
no adaptation necessary, the same 
copy themes, logotypes, colors, etc.” 
Moreover, he says, “management 
today accepts the fact that p.o.p. is 
insurance, at the retail level, that 
the whole promotional effort will 
come to fruition.” 


WATERAMA 


WATER PACKED WATERPROOFED 


# In its current magazine adver- 
a Norwich Pharmacal Co., PLASTIC, WATERPROOF—Flasher light- 
orwich, N. Y., shows an illustra- : -~ 2 
tion of its p.o.p. display stand with ed display for Wyler watch 
the caption, “Look for this Norwich | V@cuum-formed of white translu-| 
display at your favorite druggist.” |ce"t plastic with antique gold) 
Westclox, La Salle, Ill., a divi-|trim, features water-filled plastic | 
sion of General Time Corp., is using | bag with waterproof watch. Water-| 
a new counter-top display with|ama and fish are visible only! 
recessed spots of art inside a| when light flashes on. It was de- 
porthole, plus electric lights and a signed by Zlowe Co. for Wyler 
system of rotating light shades, etal. inn d te bu thet 
creating an illusion of motion and| 7" “gency and made by the 
of fish swimming in the ocean. | Mayland Co., New York. 
Placement of the display in retail : | ae 
outlets will coincide with a late-|@ Tecent article in Advertising Re- 
spring ad campaign on NBC’s radio | @tTements. 
Monitor program and ads in Ma “The only way a manufacturer) 
and June issues of Sports Illus-| °° distributor can determine what | 
trated. jis needed,” Mr. Wichert says, “is 
}to become fully aware of the 
® International Salt Co., Scranton, |°perating problems of his various 
Pa., is using reproductions of its| retail outlets. If store counters are 
outdoor advertising on its in-store|Small and crowded, only small 
p.o.p. displays, and is backing this displays have a chance to win 
up with extensive newspaper and | Placement. 
radio advertising. “Every p.o.p. buyer,” he says, | 
Helene Curtis Products Inc. will| “should know the number, size, 
spend $1,000,000 in various media| location and operating policies of 
during the next few months in a his outlets. If 20% of the outlets | 
special Enden dandruff treatment account for 75% of his sales, it 
shampoo advertising campaign in| would be unwise to apportion! 
support of special Enden prepack |OMly 20% of the budget to such | 
floor stands and counter displays | Stores. 
now being made available to the| “In short, p.o.p. should be tai- 
retail trade. lored and allocated to solve the 
merchandising problems of the 
e On the growing tendency to|more important elements in the} 
tie in p.o.p. with packaging: It is|manufacturer’s channel of distri- 
becoming clearer that p.o.p. and | bution.” 
package design are team mates in | 
selling. As Robert S. Larkin, direc- e@ On the increasing use of display | 
tor of chain store sales, Philip | shippers: This unit not only carries | 
Morris Inc., told a Popai workshop | the merchandise to the retail outlet, 
in Chicago last month, “The era of it converts quickly into a floor 
the gimmick is about to run out... stand or counter display. Because 
sell the steak and not the sizzle.” |it contains the merchandise, the 
Today’s packaging is intended to| display shipper must come to the 
do many things, not least of which |store floor. Because it converts so 
is to stimulate impulse buying. | easily into a dynamic selling tool, 
Many modern p.o.p. displays are' the mortality factor is virtually 
planned to take full advantage of | negligible. In a recent survey of 
this factor, and they use the pack- | 24,000 grocery stores made by A. R. 
ages as integral parts of the | Menzies, sales promotion manager 
display, as many of the accom-|of S. C. Johnson & Son, top accep- 
panying illustrations show. tance was given to the floor display 
stand, in performance and dealer 
e Specific design of p.o.p. for spe- | preference. 
cific products and outlets is becom- 
ing increasingly important. Jack A.| e Suburban shopping centers pre- 
Wichert, marketing research direc-| sent new challenges: This is a big 
tor, Schmidt Lithograph Co., San market. Don Curtis, of Redbook, 
Francisco, emphasizes this point in estimates that there are currently | 


11,600 such centers, serving over | director, 


|70,000,000 shoppers, and grossing Grove, Pittsburgh, writing in the lenge of helping their clients pro- 
annually $46 billion. 


65 
Ketchum, MacLeod &,) and p.o.p. suppliers face the chal- 


current issue of Advertising Re- gram properly for these new 


Les Gallagher, merchandising quirements, says, “Both agencies centers. As individual stores, they 
1 ys, 


From the House of Ideas | 


a ECONOMICAL MERCHANDISING KIT 
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hai ' 
With All 


Voy Burner 


SUper - 
Speed 
burners 


Ingenious patented Squeezel. 
Turns simple poster into inex- 
pensive 3-dimensional display. 
One squeeze—it’s up. Mystik 
based wire Wobblers stick to 
any surface—attract with 
motion. Contact Chicago Show ( 
for effective merchandising 
materials and ideas that will ( 
produce sales. Write or phone. { 
( 


2635 N. Kildare « Chicago 39, 
Ilinois « SPaulding 2-1600 


published by TIME INC. 
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may seem little different from the 
same stores stretched out along 
our Main Streets. But put them 
together in a center of 20 to 120 
different stores, they become a 
single outlet. For the center usually 
operates as a unit. It has a 
merchant’s committee which plans 
center-wide programs. They want, 
and need, promotional events to 
keep pulling the heavy traffic they 


need, to act as a draw against the 
re-awakening magic of Downtown, 
or to pull the automobiles from a 
competitive center a few miles 
away.” 


® Gurdon Simmons of Einson- 
Freeman Co. told ADVERTISING AGE 
that one of the major current 
developments in p.o.p. promotion 
in supermarkets, as well as in other 


94% CITY 


CORPORATE AREA 


WARD-GRIFFITH CO. INC. 
NATIONAL REPRESENTATIVES 


HAVERHILL GAZETTE 


COMBINED THE THREE BOSTON EVENING NPP’S 
HAVE ONLY 5% COVERAGE IN THE 
PROSPEROUS HAVERHILL MARKET. 
—$80,147,000— 
THE HAVERHILL GAZETTE 


ZONE COVERAGE 


BUYING INCOME 


GEORGE W. McLAUGHLIN 
ADVERTISING MANAGER 


fields, has been the rise of store- 
wide promotion. “Chains and large 
independent supers which used to 
frown on manufacturers’ display 
material are beginning to welcome 
the stuff,” he says. “It helps dress 


|up the store and can be changed 


frequently to keep the store fresh. 

“But material to be accepted 
freely,”’ Mr. Simmons says, “must 
soft-pedal product commercials 
and emphasize department adver- 
tising or related items advertising. 
The material usually consists of 
one large ‘theme’ paper poster in 
full color with over-the-wire paper 
pennants. The front of the pen- 


;nants with text and _ full-color 
pictures advertises the depart- 
ments, and the back of each 


|pennant, using same illustrations, 
| but occasionally in altered arrange- 
|ment, advertises the product as a 
‘related item tie-in with one 
| or more department products.” 

} 
'e On the increasing use of more 
| sormenent types of displays: Man- 
ufacturers of many products have 
found it expedient to devise ways 
to demonstrate highlights about 
their products rather than to 
depend on sales people to do so. 
Such displays are being used by 
automobile, carpet, machinery and 
other manufacturers. 


From the House of Ideas 


T. M. Mystik Registered 


CREATION ... PRODUCTION... DISTRIBUTION 


BOAT SHOW KIT CONTAINS: 


Banners * Over-Wire Pennants 
Mystik Motor Stickers ¢ Spinners 
Window Flags ¢ Mystik Footprints 
Salesmen’s Badges Balloons 


Pennants » 


! sega Byes 
* ‘ . & 


Window Cut-Outs 


Johnson Motors All-Family Boat 
Show ... advertised in magazines 
and on Bob Hope TV show... 

is big annual promotion. Complete 
showroom display kit...16 items 
of every kind for indoors and 
out... was created, produced, 
drop-shipped by Chicago 

Show. For complete point-of-sale 
needs from one source, call or 
write Chicago Show e 2635 N. 
Kildare e Chicago 339, Illinois. 
SPaulding 2-1600. 


MORE 


PLASTIC—Pepsi-Cola 
board of modern design is flexible 
—panels can be used in vertical, 


flavor 


horizonal or L-shaped position. 
Sign is plastic, designed by Robert 
Kayton Associates, New York. 


An outstanding designer and 
developer of such displays is Wil- 
liam Melish Harris. He heads his 
own organization of that name in 
Greenwich, Conn., and has just 
been elected president of the 
National Assn. of Permanent 
Display Producers, many of whose 
members are also members of 
Popai, as is Mr. Harris himself. Mr. 
Harris, incidentally, knows p.o.p. 
advertising both as a buyer and 
supplier. As advertising and sales 
promotion manager of National 
Dairy Products Corp. from 1945 to 
1947 he is credited with having 
increased the sales of Seal Test ice 
cream 385% in two years largely 
through the use of p.o.p. advertis- 
ing. In 1947 he became sales 
promotion and merchandising 
manager of National Biscuit Co. 
and further extended his experi- 
ence in the use of p.o.p. to the point 
that he decided to become a de- 
signer and marketing consultant in 
the field. So he started his own 
business in 1948. 


# Mr. Harris has some forthright | 
and original opinions on the sub- 
ject. Integration, he says, depends 
on the product. “Other media ad- 
vertising has the function of getting 
traffic into the store. P.o.p. adver- 
tising is intended to clinch the 


sale. 

“Today, because of inadequate 
time and inadequately trained sales 
people, manufacturers have to) 
depend on p.o.p. advertising and 
packaging to convey information | 
to prospective customers. 


a “In the average department 
store at peak sales periods custom- | 
ers outnumber sales people 60 to 1. 
The average department 
carries 
can’t possibly present all of these 
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items adequately. So its up to the 
manufacturer to help merchants 
meet their problems if he is to get 
acceptance for his goods. 

“In many ways, p.o.p. is a visual 
sales tool rather than advertising 
in the accepted sense. Above all 
else, p.o.p. must show the price of 
merchandise. Knowledge of price 
is necessary for most people to have 
before they make a decision to 
buy.” 


s To make media advertising pay 
off at the retail level, Mr. Harris 
says, “manufacturers should spend 
20% of their advertising appropri- 
ations on p.o.p. presentations. 

“Waste in p.o.p.” he says, “is 
caused by manufacturers not 
knowing their markets. It is 
becoming more important for p.o.p. 
presentations to be tailormade for 
definite products in definite outlets. 
It’s easy enough to standardize if 
a product is in a box or a can. But 
many products, especially in the 
soft goods field, are not in stand- 
ardized packages, and it is neces- 
sary to create a display fixture 
that will clinch sales.” 


® Such a problem presented itself 
in the promotion of the 1958 
Plymouth car. A permanent dis- 
play, created and produced for 
Chrysler Corp. by William Melish 
Harris Associates, lets the sales 
prospect operate scale models over 
a rough stretch of miniature high- 
way to show how Torsion Aire 
keeps the car at table level while 
the wheels independently take up 
the bumps. Outdoor replicas in the 
background of the display advertise 
details just as they do in the com- 
pany’s outdoor advertising pro- 
gram. 

“Two points are important to 
remember about merchandising 
display at the retail point of 
purchase,” Mr. Harris says. 


s “First, just getting attention is 


/not enough. The display must help 


the customer want to buy and 
show him why he cannot afford to 
do without the benefits of a partic- 
ular product. That it can do this— 
often better than a typically unin- 


formed and disinterested sales 
person—has repeatedly been 
demonstrated. 


“Second, a display that is tailor- 
made to your needs costs no more 


store|than a cheap one chosen from a 
271,000 items. The store|catalog in terms of total predic- 


table profits—and what else is 


vi hade en 


Thos. 


160 E. ILLINOIS STRE 


Have you tried McGrath for engravings? You should— 
indeed you should! Color as well as black and white. 


“Hur jag onskar att | 


McGrath 


An advertising man from Stockholm, & 

Sweden (a real sharpie, by the way), 

after going through the McGrath 4 > 
a 


plant and observing the quality of 
| its engravings, was overheard to 

say, “I envy American advertisers. 
*How | wish we had a McGrath in our 


country to make engravings for us.” 


F. McGrath 
“and Associates —| 
B hoto Engravings Day and Night Seftee 
green es 
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Faberge P.0.P. 
Sells Fashion | 
With Fragrance 


‘We Spend the Money, 
We Just Put It to 
Work in Other Ways’ 


New York, April 9—‘“Do it a 
different way” is the selling motto 
of Faberge Inc., which has grown 
to be one of the top-selling per- 
fume houses without the benefit 
of national advertising. 

In lieu of a national campaign, 
the company concentrates on ex- 
pensive point of purchase materi- 
al, packaging, co-op advertising, | 
and store promotions which help 
the store sell fashion along with 
fragrance—“We spend the money, | 
we just put it to work in other| 
ways,” according to Amelia Bassin, 
advertising vp. 


= The Faberge method is to tie in 
its fragrances with the latest fash- 
ions and get its product promoted 
as a fashion accessory. Each sea- 
son the company works out a fash- 


ion promotion which provides a 
broad general theme that the store 
can develop as it sees fit in ready- 
to-wear departments as well as the 
perfume counter. 

Its point of purchase philoso- | 
phy is to provide stores with well- 
designed, costly displays that can 


|be used throughout the store. The 


Faberge name is easily removed 
from the displays so they can be 
used to display merchandise other 
than Faberge perfumes. 


® The company always works last 
minute on these promotions to be 
able to tie in with the latest fash- | 
ion trends. 

For example, for a nautical pro- 
motion, the theme was “sail 
through summer” with a display 
boat made of styrofoam with a 
blue sail which stores used not, 
only to display Faberge, but also 
gloves, shoes and other small 
pieces of merchandise. 


s When brown was a big fashion 
color, the theme was “Do It Up 
Brown” and the point of pur- 
chase piece was a wire tree with 
fabric leaves—tying in with the 
Faberge fragrance, Woodhue. 
Although the company usually 
avoids the man-bait approach for 
selling perfume, it relented in one 
promotion: Tying in with the na- 


ee ee 


| 


|| Groomed” 


ORANGE DISPLAY—The orange puff! 


and polka-dotted cover of the 

Straw Hat bath powder box have 

been turned into a window display 
piece for Faberge. 


tional Do-It-Yourself Week, it 
“published” four how-to-do-it 
books which were used in fashion- 
perfume displays. The titles: “Sow- 
Your-Own Wild Oats” (for play 
clothes and Woodhue perfume); 
“Sorcery Simplified” (for cocktail 
clothes and Aphrodisia perfume) ; 


“Trapping the Male Animal” (for 
luxury loungewear and Tigress 
perfume) and “How to be Well 
(for bridal, trousseau 
wear and Act IV perfume). 


Call off the 
Hidden 
Persuaders! 


by 
Bert Ferguson 
Exec. Vice-President 


WDIA 


s A peg-board counter display, | 
scented booklets for customers and 
book covers for mannequins to 
hold, were al] sent out to stores. 
For oriental fashions, the theme 
was “Keep Coolie” and the display 
piece was bedecked with coolie 
hats and two Chinese junks. 
This spring the company has re-| 
|packaged its Straw Hat fragrance 
in real straw and orange polka-dot 
linen—tying in with the current 
| fashion for orange. Stores are be- 
|ing urged to promote the 23-skidoo 
chemise and straw and wicker ac- 
\cessories along with the “fun-lov- = — you = $ few 
eat tues : pertinent facts, you may miss- 
| ne fragrance, Straw Hat.* _ high volume sales in me of 
this great an rowing market! 
Bread Woagpee © ush Set ot| This 40% consists of the Negroes 
as —— on 6 me ee Memphis market area 
|Crown Zellerbach Corp., San Lean- P ’ 
\dro, Cal., will use direct mail and FACT NO. 1: 
horizontal and vertical business THIS 40% IS SOLD ON WDIA! 
publications to promote its new/ Low Negro newspaper and maga- 
polyethylene wrapping for bread.| zine readership and low percent- 
The wrapping, known as Crown) age television ownership among 
Seal, is said to reduce bread wrap-| Negroes mean that you can’t 
ping costs and have a higher re- reach the Negro with these media. 
sistance to tearing than cellophane.| _ WDIA, only 50,000 watt station 
Merchandise Factors Inc., San| /® the area, programs exclusively 
Francisco, is the agency. to Negroes. This unmatched per- 
’ sonal appeal commands the Ne- 


a 


| 
It didn’t take the Hidden Per- 
suaders and Motivation Research 
boys to discover: THE MEMPHIS 
MARKET IS DIFFERENT! 


important?—because a good dis- 
play sells more and pays for itself | 
faster from increased profits. In 
the merchandising display field, it 
actually costs less to buy the best. 


s “Remember, the only sale that 
counts is the last one, the one to| 
the ultimate consumer or user.) 
Everything else is just moving 
goods from one warehouse to 
another, filling the pipeline, so to 
speak. 

“Self-selection is now the dom- 
inant single fact in retailing. This 
means that a product must stand 
up and sell itself to the customer 
strolling by without any help from 
the salesman. 


a “This trend toward self-selection 
is not limited to supermarkets and 
five and tens. Self-selection is 
spreading as a means of reducing 
selling costs in hardware stores 
and women’s. specialty shops, 
department stores and automobile 
showrooms. It is estimated that 
self-selection now accounts for 
80% of all products sold at retail.” 

Of course, p.o.p. has to be 
merchandised. Many companies 
place great stress on this point. 
Seagram Distillers Co. once used 
an entire baggage car to demon- 
strate the company’s p.o.p. material 
across the country to salesmen and 
dealers. Philip Morris & Co. pub- 
lishes a monthly house organ on 
the use of its p.o.p. materials. 
Schenley Industries has a special 
display room at its main office in 
New York showing every p.o.p. 
item it has for dealers. 


® Television has also helped to 
increase the effectiveness of p.o.p. | 
by enabling advertisers to show 
store displays and actual packages 
in both b&w and color. 

Some advertisers publish cata- 


logs of their p.o.p. material to) 


facilitate the selection of suitable 
displays by their dealers. 
But more and more advertisers 


are recognizing that while p.o.p. is | 


the sales tool that pays off at the 
pay-off point, it is becoming in- 
creasingly important to sell it as 
part of an over-all, integrated 
advertising program. Not only 
must p.o.p. be an integrated part 
of the advertising program, it must 
also be merchandised in other 
media if its maximum potentials 
are to be developed. + 


Higgs to Allen & Reynolds 

Dick Higgs, formerly sales serv- 
ice director of WOW-TV, Omaha, 
has joined the radio-television pro- 
duction staff of Allen & Reynolds, 
Omaha. 


_ Bro’s loyal, sales responsive lis- 
tenership. He firsts listens to 


| WDIA—then buys the products 
advertised on his station! Result: 
WDIA literally delivers this mar- 
ket to you—as a unit! 


FACT NO. 2: 


THIS 40% SPENDS 80% 
ON CONSUMER GOODS! 
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New car announcement kit gives 
the dealer everything needed to 
decorate showroom, inside and 
out, for gala launching of ’'58 Ford. 
Unique on-car pieces mount and 
remove easily. For displays that 
adapt to every point-of-sale need 
...and se//... phone or write 
Chicago Show e 2635 N. Kildare 
Chicago 39 * SPaulding 2-1600. 
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Let’s translate percentage into 
figures. WDIA reaches—and sells 
40% of the Memphis market. 
And, there are 1,237,686 Negroes 
in WDIA’s listening pattern. The 
largest market of Negro consum- 
ers in the entire country! 

What’s more, these Negroes 
spend, on the average, 80% of 
their income on consumer goods! 
And last year, that income added 
up to an overwhelming $616,294,- 
100 total! 

The Memphis Negro is buying 
more consumer goods because he 
has a higher comparable income 
than Negroes in any other area 
in the whole country. He plays 
a vital role in the Memphis area’s 
booming economy. In a 129-city 
survey by one of the country’s 
largest corporations, Memphis 
ranked first in ratio of total Negro 
to total white income. The Mem- 
phis Negro earned $28.79 for 
every $100 of white income. Com- 
pare this with $6.59 for every 


, $100 in New York .. . $8.22 for 
| every $100 in Philadelphia! 
FACT NO. 3: 


THIS 40% BUYS QUANTITY .. . 
AND BUYS QUALITY! 


Last year, Negroes in the Mem- 
phis market bought 63.7% of the 
cooked cereals sold in Memphis 
-.. 41.6% of the bread .. . 54.5% 
of the deodorants .. . 48.7% of 
the salad dressing! 

WDIA consistently carries a 
larger number of national adver- 
tisers than any other station in 
Memphis. It’s an impressive list, 
including such year-round adver- 
tisers as: CARNATION MILK -« 
KRAFT MAYONNAISE -« 
BAYER ASPIRIN « ESSO 
STANDARD OIL COMPANY « 
LIGGETT AND MYERS TO- 
BACCO COMPANY « NA- 
TIONAL BISCUIT COMPANY « 
WILDROOT CREAM OIL 
* WRIGLEY’S SPEARMINT 
CHEWING GUM. 

WDIA—and WDIA alone—sells 
the Memphis Negro market. 
WDIA can wrap up this high vol- 
ume market for you—in one neat 
package! 

Write us today for facts and 
figures. Let us show you how 
WDIA can be a high-powered 
selling force for you—in this big 
buying market! 


i i, 
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WDIA is represented nationally 
by John E. Pearson Company 


———S  ———e—_e>=— 


EGMONT SONDERLING, President 


- — — —_— —_ —_ 


HAROLD WALKER, Vice-President, Sales 
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KLING 

POINT-OF-SALE DISPLAYS 
COMMAND ATTENTION 
AND PRODUCE 
OUTSTANDING SALES 
RESULTS Ky Panore 


...call or write wer gare 


KLING STUDIOS 


601 NORTH FAIRBANKS COURT 
CHICAGO 11, ILL. + PHONE DELAWARE 7.0400 


PEELS CLEANLY—Nashua Corp. says 
its new Imac-Tex label for point- 


of-sale merchandising can be 

“cleanly peeled from fabric with- 

|out any trace of gum residue, paper 
splitting or fibre stretching.” 


- 


THE ONLY MAN OF THE YEAR WHO IS 


Pittsburgh's Man-of-the-Year award winners include the presi- 
dent of one of America’s largest utilities, the president of the 
world’s biggest steel company, a renowned scientist from a 
great university, and KDKA-TV’s Josie Carey, who adds this to 
her other top children’s program awards. Josie’s Storyland, 
8:45 to 9:20 weekday mornings, is Pittsburgh's outstanding 
children’s show. Youngsters love her. Parents love her. Adver- 
tisers love her. For one-minute participation availabilities, 


BOSTON, WBZ+WBZA, WBZ-TV + BALTIMORE, WJZ-TV + PITTSBURGH, KDKA, KOKA-TV + CLEVELAND, 


MAN OF THE YEAR 


A WOMAN IS KDKA-TV’S JOSIE CAREY 


contact John Stilli, KDKA-TV, Pittsburgh, or your Peters, Griffin, 
Woodward representative. In the Pittsburgh marketing area, 
no selling campaign is complete without the WBC station. 


CHANNEL 2 IS NO. 1 


RDRA ATV 


PITTSBURGH 


OQ@O WESTINGHOUSE BROADCASTING COMPANY, INC. 


KYW, KYW-TV + FORT WAYNE, WOWO + CHICAGO, WIND + PORTLAND, KEX + SAN FRANCISCO, OPS 


@ CLOCK MOTOR MECHANISMS, ETC @ 


Advertising Age, April 14, 1958 


New Heat Seal 
Paper Label 
Bows in P.O.P. 


NasHua, N.H., April 11—Nashua 
Corp. today claimed a “major con- 
tribution” to packaging, sales pro- 
motion and retailing with the in- 
troduction of a heat seal paper, 
“the first such paper that ‘comes 
away clean’ from any fabric.” 

An announcement said the new 
product, called Imac-Tex, can be 
attached at the most prominently 
seen location. 

“Previously, tagging and label- 
ing has been restricted to pin-on 
or stick~on tags with size and style 
information,” the announcement 
said. “String tags hang loose, be- 
come lost, or are often switched by 
customers.” 


s “Imac-Tex” attaches “easily” 
with a warm iron, has 10 times the 
label pull of conventional gummed 
labels, will withstand flexing and 
rough handling, yet peels away 
cleanly and easily. 

The company said that in ad- 
dition to retail garments, “other 
markets” were being sought 
through research for the product, 
before an advertising campaign is 
conducted. Noyes & Co., Provi- 
dence, is the Nashua agency. + 


General Outdoor Promotes 
Six in Offices, Branches 
General Outdoor Advertising 
Co. has promoted six of its staff in 
its Chicago and Washington offices 
and three of its 40 branches. Don- 
ald G. Shook of the Washington of- 
fice, formerly assistant to the vp in 
charge of public policy, has been 
named assistant to the president 
and director of planning and zon- 
ing. Fred A. Ruck, formerly man- 
ager of the Kansas City branch, 
has been promoted to general su- 
perintendent of the company and 
has moved to the Chicago office. 
Toby J. Meier, manager of GOA’s 
Westchester, N. Y., branch, will 
succeed Mr. Luck in Kansas City. 
Clarence Rupe, of the Chicago 
headquarters office, has been pro- 
moted to director of leasing for all 
branches of the company. Timothy 
C. Sheehan, manager of the Utica 
branch, will replace Mr. Meier in 
Westchester. Steven Conway, su- 
perintendent of the Westchester 
branch, has been promoted to suc- 
ceed Mr. Sheehan in Utica. 


Trott to Crystal Research 
James R. Trott, formerly mer- 
chandising manager of the Seth 
Thomas clocks division of General 
Time Instruments Corp., Thomas- 
ton, Conn., has been named vp of 
Crystal Research Laboratories, 
Hartford, and will head the com- 
pany’s domestic and foreign sales 
division for water demineralizing 
equipment and electronic devices. 


Admiral Signs Consent 

The Federal Trade Commission 
has announced that a dispute over 
advertising for Admiral tv sets has 
been settled with a consent order. 
The agreement disposes of a com- 
plaint by FTC issued last Novem- 
ber, which charged Admiral mis- 
represented the size of picture 
tubes in its sets. 


BATTERY & SHADED POLE MOTORS © SOLENOIDS 


ANIMATION? 


° by WEBSTER 8 
| “to move to action, : 
| cause to act or work’’ 3 
| ANIMATION: 


IDEAL: 


MECHANISMS, INC. ¥ 

m 
192 ELIZABETH STREETZ 
N.Y. 12, N.Y. WAlker 5-4035 @ 


| BATTERY & SHADED POLE MOTORS © SOLENOIDS 
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1. ANIMATED BUGS—Large bug is ani- 

mated with motor in display de- 

signed by Schmidt Lithograph Co., 

San Francisco, for California Spray 

Chemical Corp. Flashing light hits 
spray. 


2. sTEPS—Die cut footsteps affixed 

with Kleenstik attract notice to car 

card ad (“It’s just a few steps to... 

Howard’s Camera Shop”). This 

type of application is suggested for 

p.o.p. displays by Kleen-Stik Prod- 
ucts. 


3. BOTTLE, BOAT—Boat-in-a-bottle 

idea is used in Carling Red Cap 

ale display by Thomas A. Schutz 
Co. National ads tie in. 


4. PAPER STAND—Eight-foot corru- 

gated board stand, tested for 275 

pounds of weight, displays Melmac 

dinnerware. Continental Can Co.’s 

Fibre Drum & Corrugated Box di- 
vision is producer. 


5. LuURE—Lithographed metal coun- 
ter display by Century Display 
Mfg. Co. pushes One-A-Day. 


1. ACCENTS PRODUCT—Slender metal 
tube stand offers mass display of 
Raid without obstruction on any of 
four sides. Western Printing & 
Lithographing Co. is producer. 


2. CLOCK DISPLAY—New clock design 
for Hotpoint features lighting by 
fluorescent lamp behind center di- 
vider. Ohio Advertising Display 
Co., Cincinnati, is producer. 


3. BATTERY POWER—Cow boy “gallops” 
by battery-powered motor in Kel- 
logg’s display by Zipprodt. 


4. BEFORE & AFTER—Sylvania flasher 

display does all a good display 

should do: shows product, shows 

use, identifies maker, shows what 

it will do for buyer. Producer is 
Oberly & Newell. 


5. LOOK, NO NAME—Neither company 
nor trade name appears in rotating 
display for Golden State Dairies of 
California, but it sells product 
hard. Producer: Tel-A-Sign. 
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Point of Purchase Displays at Work 


et 
: BUG PICNIC 


ID YOU b9 f 


CARUNG 


* RED CAP * 


ORTHO diELoRIN 
wmS? ss SPRAY 


1. BOTH Sip—eS—Hamm’s bear sells 

beer head on and over the shoulder 

from cart display by Bish Creative 
Display, Chicago. 


7 o} 


TT yotuses cep eeeets xan : 


2. LIGHT MARKS SPOT—F lasher illumi- 
nates and outlines sore throat area 
in Charles Pfizer Co. Candettes 
unit by Industrial Lithographic Co. 


annenor’ 


C gndettes 


3. Low cosT—Unusual design plus 

low cost featu'e easel card for 

Bull’s Eye watch. Card produced 

by Chicago Show Printing Co. was 

lithographed in two colors, shipped 
with watches attached. 


4. SALES BOOSTER—Indoor “spectac- 

ular” carton stand, holding up to 

330 cartons, hiked Pepsi-Cola sales 

an average 24% in 150 test super- 

markets. Tel-A-Sign, Chicago, is 
producer. 


If Your TV »j 
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Hoftman Opens Ohio Office 

Hoffman Publications, New 
York, has opened an advertising 
sales ofice at 30062 Dorothy Drive, 
Wickliffe, a suburb of Cleveland. 
Ted Preyss Jr. has been named 
manager of the new office, which 
will serve Ohio, Pennsylvania, 
eastern Michigan and _ western 
New York. 


oven Tree warenes 


WESTCLOX 
_| Camm | 


case... highlighting the 
features of WESTCLOX 
Waterproof Watches. 


McConnell Joins Helmco 

E. Hoy McConnell has been ap- 
pointed vp in charge of marketing 
of Helmco Inc., Chicago, manufac- 
turer of fountain food accessory 
equipment. Mr. McConnell previ- 
ously was vp in charge of market- 


dress manufacturer. 


Traveling light alternately lights up Logo, 
Underwater Scene and adds sparkle to watches 


|copy supervisor of MacLaren Ad- 
Creative Display, Inc., 5808 Lincoln Avenue, Chicago 45, Ill. vertising Co., Montreal. Mr. Lesser 
|has been in the agency’s Toronto 
CREATORS AND PRODUCERS OF CARDBOARD AND PERMANENT P.O.P. DISPLAYS office for the past three years. 


Pattern of perfection 
—tor packages and publications! 


Superlative craftsmanship includes the 
capacity for taking time and trouble, and 
the patience to exact the best. 

In gravure processing, skills can’t be 
skimped. Etching, finishing and proofing 
require integrity and seasoned judgment, 


copy ... make color separations and full 
value positives ...and supply high fidelity 
proofs for approval and the guidance of 
the printer. At every step, experts make 
each assignment a custom production! 


‘ing for Pollak Bros., Ft. Wayne) 


‘MacLaren Promotes Lesser 
| A. G. Lesser has been named a_ 


es 


as well as industry. Attention to detail 
determines the difference between the 
ordinary and the outstanding! 

Intaglio pioneered in perfection...and 
for more than two decades has set the 
standards in gravure. In publications and 
in packaging, Intaglio has never accepted 
any performance short of the best! 

We start with your layout, art, and 


America’s First Gravure Servicers 


Tovay Intaglio’s reputation brings in 
more orders from customers who want 
only the best! With more than 400 skilled 
craftsmen...four plants in New York, 
Chicago, Detroit, and Cincinnati working 
three shifts to meet your needs . . . Intaglio 
is your best insurance of quality gravure 
production at the lowest cost. 


Our six offices are at your service, 


Intaglio SErviCE corPorATON 


305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc , 40 Hague Ave., Detroit— 
369 Pine St., San Francisco—1932 Hyperion Ave., Los Angeles —2264 Bogen St., Cincinnati 


Advertising Age, April 14, 1958 


Avis Uses Print 
in Rent-A-Car Push; 
Will Test Air Media 


Boston, April 8—Newspapers in 
10 cities and consumer and busi- 
ness publications are being used in 
an advertising campaign promot- 
ing the use of advance reservations 
with Avis Rent-A-Car System. 

The drive began with a b&w 
page in the April 4 U. S. News & 
World Report. B&w pages also are 
propane -ennge for Business Week, 
Newsweek, The Saturday Evening 
Post and Time. 

Business publications to be used 

‘nclude Official Airline Guide, Of- 
ficial Guide of the Railways, Asta 
|Travel News, Travel Items and 
| Ticket Agent. 
The newspaper phase began yes- 
'terday with 600-line insertions in 
dailies in Boston, Chicago, Cleve- 
land, Dallas, Detroit, Los Angeles, 
New York, Philadelphia, San 
Francisco and Washington. Small- 
er advertisements will follow. 


= In late spring the campaign is to 
be extended on a test basis to 
Pittsburgh, with tv spots only, and 
to Wichita, with radio spots only. 

The Avis agency, McCann- 
Erickson, said no campaign costs 
were available at this time. Avis 
spent more than $1,000,000 for ad- 
vertising in 1957, according to the 
/agency. + 


Cott Injoins Canada Dry 

| Hartford, Conn., superior court 
'has issued an injunction stopping 
Canada Dry Bottling Corp., Hart- 
|ford, from marketing’ bottles of 
citrus soda which too closely re- 
semble Cott Beverage Corp.’s Half 
}- Half grapefruit flavored drink. 
|Cott sought the injunction, charg- 
|ing that the Canada Dry bottles 
looked the same as Cott’s and used 
|the same name for the drink. The 
| injunction applies only to the Can- 
| ada Dry bottler in Hartford. 


| 
Champion Paper Promotes 4 
Champion Paper & Fibre Co., 

Hamilton, O., has named Don 
DuVall product sales manager, 
business papers; William Ziegler 

product sales manager, paperboard 

'and pulp; Kenneth Swing assistant 
sales manager, special lot and gov- 
ernment papers, and Ralph Cole- 
grove manager of advertising and 
sales promotion. All have been 

| with the company for some time. 
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| LITTLE GIANT 


OF BATTERY OPERATED 
DISPLAY MOTORS 


“Lilliput 9.3” 


@ Just two ordinary flashlight bat- 
| teries will run this motor without 
interruption for 3 to 4 weeks. 


@ The “LITTLE GIANT” will carry 
load of 4 to 5 Ibs. 


@ Special turning plate has toothing 
for additional animation. 


@ Runs vertically as well as hori- 
zontally. 


SAMPLE UNIT WITH BATTERIES 
$2.40 POSTPAID 


ASK FOR QUANTITY DISCOUNTS 


HERTVY COMPANY, INC. 


REGO PARK 74, NEW YORK, N.Y. 
PLEASE VISIT BOOTH #112 AT THE 
POPAI SHOW 
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CENTURY 


PERMANENT 


“TRAFFIC STOPPERS” 
Start more sales 2 ways 


INCREASE DISPLAY PLACEMENT AT THE RETAIL LEVEL— 
Century designed ‘Traffic Stoppers” get preferred posi- 
tions because they are produced with your dealers’ needs 
in mind. They’re durable and reflect the quality of the 
products they help sell. 


COMMAND MORE ATTENTION—Century “Traffic Stop- 
pers” are custom designed to your specific marketing 
requirements. Their consistent, proven sales performance 
at the point-of-purchase is evidenced by the countless 
national advertisers who rely on Century to produce 
permanent display ‘“Traffic Stoppers’. 


The combined supply, lithography, fabricating and as- 
sembly facilities of the Century ‘“Traffic Stopper’’ team 
afford you the most complete .. . the most extensive 

rmanent display manufacturing facilities of any firm 
in the entire industry! 


BUDGET-MINDED ADVERTISERS—Surprising economies 
can be yours by utilizing Century’s vast storehouse of 
existing display tools and dies, some of which may be 
incorporated in producing your ‘“Traffic Stopper’’. 


CENTURY DISPLAY MFG. CO., INC. 
4600 SOUTH KOLIN AVENUE + CHICAGO 32, ILLINOIS + LAfayette 3-5724 


MANUFACTURERS OF PERMANENT POINT-OF-PURCHASE DISPLAYS AND METAL PRODUCT SPECIALTIES 
SUBSIDIARY OF CASPERS TIN PLATE COMPANY + CHICAGO 


HERE ARE A 


FEW EXAMPLES OF CENTURY PRODUCED “TRAFFIC STOPPERS” 


FREE 
BROCHURE 


Write today for your 
copy of Century’s 
comprehensive 
illustrated ““Traffic 
Stopper”’ brochure. 
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Miller Opens Studio 

Irving Miller, a CBS Radio art 
director, has resigned to form his 
own design studio at 141 E. 55th 
St., New York. Mr. Miller and his 


FLOOR pn, bins 


Ovcrs ine 


rea 


Ss) Dept. 


the MEYERCORD co. 


U-201 —5323 W. Lake Street, Chicago 44, lilinois 


staff are concentrating on the com- 
plete design and production of ad- 
vertising, packaging and promotion 
material for advertisers as well as 
agencies. 


You'll get more signs up . . . because you'll enjoy all 
the advantages of simplified Pressure Sensitive Appli- 
cation ... PLUS the permanence of a true decal sign! 


The list of leading national and regional PO.P. 
advertisers who have switched to Meyercord 
Pressure Sensitive Decal Signs grows constantly. 
More and more advertisers are coming to appre- 
ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 
. .. just peel off the backing paper, apply and 
squeegee. It’s a fact proved over and over that 
far more signs go up . . . because you'll have the 
fullest cooperation of routemen, salesmen and 
field crews. Any size or colors, including full 
color halftones. 


We'll gladly send you samples and full information 
| about Pressure Sensitive Decal Signs . 


+ write! 


FOR STORE AND WINDOW DISPLAY i 


You Can Do A Loi More With 


dictavaflex 


... the flexible, economical P-O-P medium 


Earnings of 
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‘Scholastic’ Boosts 3 


Mrs. Marie Kerkmann, formerly 
advertising manager of Scholastic 


Advertisers 


95 4 ar Teacher, has been named to the 
l 97 Fiscal Ye oe sat ia new post of advertising sales serv- 
les arnings arnings per share/ice director of Scholastic Maga- 
7 1957 1956 |. 

Gonemy aed oe wes - zines, New York. Robert E. Baker, 

Babcock & formerly assistant ad manager 
Wilcox Co. ...... $ 366,081,000" $ 281,485,000" $ 16,456,000 $ 14,081,000 $2.80 $2.63 |of Scholastic Teacher, has been 

al Sie +: 62,887,500 52,435,900 1,727,100 1,885,800 59 ——"| ad te sueteed Mize. Restumenn. 
Railway Co. ..... 432,330,368 418,727,983 67,566,623 66,735,879 8.36 8.28 |Don Layman, vp and advertising 

Coca-Cola Co. ...... 165,268,656 153,614,594 29,919,776 2. 16.8 1 A director of Scholastic Magazines, 

Continental Can Co. 1,046,267,000 1,010,268,000 41,040,000 43,143, 3. ; : 

Drewrys Ltd. U.S.A. . | 26,245,280 26270578 1.410.968 —-————» 233 ——|has been elected a director of the 

Eastman Kodak Co. . 798,283,443 761,689,559 98,108,305 94,162,004 5.09 4.88) Company. 

lL. kt err 33,380,000 28,293,000 1,049,000 917, 2.01 1.79 

ame . dy 73,243,299 76,555,043 3,607,708 4,214,026 4.30 5.04 Courtenay Joins ‘Grit’ 

| Giess Go. ....... 23,280,469 20,880,286 1,111,091 497,683 41 18 William A. Courtenay III, for- 

Marquette Cement merly director, electrical industry 

on? ., snes 47,750,482 43,558,363 7,306,933 7,376,467 87 78 relations, Varen Journal Inc. has 
Paper Co. ....... 82,019,389 78,092,308 6,094,301° 7,744,917 2.37 3.01 | joined the advertising department 

Mirro Aluminum Co. 37,149,400 37,023,473 2,250,020 2,062,347 2.18 We of Grit, Williamsport, Pa., where 

Munsingwear ...... 33,614,000 28,168,000 1,139,693 646,175 285 1.5 . : sao we 

| National Can Corp. .. 88,411,165 81,480,021 1,385,076 2,186,367 1.134 1.80 | he will supervise Grit’s represent 

| Perfect Circle Corp. . 31,089,000 29,516,000 2,414,000 2,431,000 2.34 2.36 | atives of national sales. 

| Scripto Inc. ...... 23,201,000 18,782,000 1,845,000 1,533,000 .70 61 

| Sun Oi Co. ....... 778,719,000 733,823,000 47,492,000 56,160,000 ——* ——* 

Tidewater Oil Co. .. 596,263,000 531,222,000 34,937,000 38,784,000 245 2.84 |Lever Names Hamilton 

Union Oil Co. of A. E. Hamilton, formerly vp of 

6... 436,730,583 401,517,821 38,235,535 34,240,878 4.95 4.44 Desilu Inc., has been appointed 
ie 85,028,009 79,627,750 6,843,077 4,985,738 298 2.74 |television consultant to Lever 

| @ Shipments. > Based on 19,191,123 shares outstanding Dec. 29, 1957. © Includes $513,926 re- Bros., New York. 

| fundable federal taxes un income for prior years and net of state tax. ¢ Reflects non-recurring expenses 

associated with opening of four new plants in 1957. © Not available. 

Budweiser Uses Section in Toilet Goods Sales 

‘Sun-Times’ to Boost Sales 


| In a pitch for beer sales from 
among Chicago baseball fans, An- 
heuser-Busch inserted a _ four- 
page, spot-color liftout section| 
April 13 in the Sunday-Midwest 
magazine of the Chicago Sun- 
Times. The section is designed to 
be cut and folded into an eight-| 
page booklet which features 1958 
schedules, rosters and team pic- 
tures of the Cubs and White Sox | 
baseball teams sandwiched in be-| 
tween front and back cover cen-| 
|ter-spread Budweiser ads. 

Timed for the April 15 opening | 
of the Chicago baseball season, the 
Budweiser booklet is the first of 
its type in the Chicago market, ac- 
cording to the Sun-Times. The 
| Sun-Times is studying the possi-| 


re ‘ ; . 
bility of a similar section for the 8%. Hair preparations, which had 


football season. 


GOA Sells Old Colony 

General Outdoor Advertising Co. | 
has sold the display advertising) 
plant and operating assets of Old 
Colony Advertising Co., Provi-| 
dence, to Standish-Johnson Co., | 
Providence. Howard M. Johnson, | 
president and treasurer of Stan- 
dish-Johnson, says the acquisition 
makes Standish-Johnson the larg- | 
‘est outdoor ad company in Rhode | 
Island. 


that is always fresh, appealing, colorful, 
sales-minded. 


Printed in continuous roll, flat or 
corrugated, Display-Flex affords 
matchless versatility for single-trim 
units or “wall-to-wall” display .. . 
any size spread desired. Easy to 
handle and to put up; no waste. 
Lightweight for economical packing 
and shipping. 


An ideal wrap-around . .. Wrap 
Display-Flex around a bin or stack 
of cartons, set up your merchandise 
on top ... result: an eye-catching, 
inexpensive “do-it-yourself” floor 
stand or island display, designed to 
serve your particular requirements. 


FULLER DISPLAYS, INC. 


For full particulars write, wire or phone: 
5-39 48th Ave., Long Island City 1, N.Y. 


Phone: STillwell 6-2700 
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in ‘57, TGA Reports 


|specialty shop sales. The associa- 


| types of products handled by these 


Rose 8% to New High | 


New York, April 8—Sales of 
perfumes, cosmetics and other toi- 
let preparations besides soap | 
reached a record $1,430,700,000 in| 
1957, according to the Toilet Goods 
Assn. This. was an increase of 
about 8.3% over the 1956 figure, 
which was the previous alltime 
high. 

The increase was reported to be 
general throughout the range of 
toilet goods, although some of the | 
heaviest sales gains were record- 
ed in dentifrices, up more than 
12%, and shaving creams—largely 
because of aerosols—up more than 
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MUFFLERS 
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IDEA NO. 130 


“Un-Muffled’ Muffler Sign 


MAREMONT AUTOMOTIVE 
PRODUCTS, INC., Chicago, make 
muffilers—but they certainly don’t 
“muffle” their dealer identification 
sign! It’s brilliantly silk-screened in 
black, yellow, and fluorescent red on 
weatherproof VINYL-STIK. This 
amazing outdoor material resists 
water, heat, abrasion —practicall 
everything—and it’s backed wit 
*specially strong KLEEN-STIK ad- 
hesive for easy peel-and-press post- 
ing. Fine ra and production are 
the work of BOB WOLFSON, 
Maremont’s Ad Mgr., JOE 
FELICELLI, Adv. Prod. Mgr., and 
YALE SIEGEL of MIDWEST 
DECAL, Chicago. 


been increasing in the past few) 
years, showed a tendency to level | 
off, although aerosol sprays had a 
sharp increase. Fragrance products, 
mainly toilet waters and colognes, | 
showed a slight increase. 

For the first time sales through 
food stores were reported higher 
than direct sales and approached 
the level of department store and 


tion points out, however, that these 
sales figures are not strictly com-| 
parable, because of the different 


Outstanding 


P.O.P. Ideas — 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


Ge + 
IDEA NO. 131 


outlets. Drug store sales fell below | 
29% of the total market for the| 
first time. 


® Specifically, 28.6% of total sales | 
came from chain and independent 
drug stores; 20.6% from depart- | 
ment stores and specialty shops; 
20.3% from food stores; 19.7% 
from direct sales; 7.3% from lim- 
ited-price variety stores, and 3.5% 
from all other outlets. + 


_How to Make a Kid Happy 


School Paper Ad Guide Out 

“Advertising in School Publica- 
tions,” a 32-page guide to the prin- 
ciples of advertising for students 
putting out school publications, has 
been published by Columbia Scho- 
lastic Press Assn., Columbia Uni- 
versity, New York. Helen McCar- 
thy, chairman of CSPA’s public 
relations committee, is the author. 
The guide introduces students— 
and their faculty advisers—to the 
terminology and mechanics of 
space selling, market analysis, 
space sales planning, rate cards, 
small space sales and related sub- 
jects. The booklet sells for $1 to 
non-members of CSPA, 75¢ to 
members. 


Moriarty Joins S.O.S. 

Ralph F. Moriarty, formerly 
product manager with Walter Bak- 
er Chocolate Products, has been 
appointed marketing manager of| 
the S.O.S. division of General | 
Foods Corp., Chicago. 


In Canada, it’s simple! Just buy 
him (or her) a Roy Rogers or 
Mickey Mouse Guitar, made by 
RELIABLE TOY CoO., LTD., of 
Toronto. They add sales appeal 
backed by famous names. And they 
also add these colorful die-cut deco- 
rations — backed by famous 
KLEEN-STIK to stick tight on the 
front surface. These were letter- 
ress printed on gold ‘‘Mirro-Brite”’ 
etallic Acetate and Kromekote 
Kleen-Stik, respectively, under the 
rsonal supervision of Ad Mgr. 
Bouc PATTEN and WILBERT 
JOYCE, Prod. Mgr. of DAN- 
FORTH PRESS, Toronto. 


Got your copy of “101 Stik- 
Triks with rleen-Stik” yet? 
Write for this terrific free 
booklet today . . . then have 
your regular printer, lithog- 
rapher, or silk screen printer 
produce a Kleen-Stik “*mas- 
terpiece”’ for you. 
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KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
= aie nae ot ’ 
7300 W Wilson Ave @ Chicago 
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Point of Purchase Displays at Work 


1. TANTALIZER—Product realism fea- 

tures three-dimensional display 

produced by U.S. Printing & Lith- 

ograph Co. Heat motor creates illu- 
sion of flickering letters. 


2. TWO IN ONE—General Electric 

stand permits display of two units. 

Producer is Advertising Metal Dis- 
play Co., Chicago. 


3. COMPLETE—Display package for 
Post division of General Foods in- 
cludes interchangeable panels to 
promote Gaines dog food or Post 
cereal—plus shelf flags, price 
markers, banners, stick displays 
and floor runner. Producer is 
Johnstons & Associates. 


4. EASILY SET up—Lipstick display 

can be loaded at plant, self en- 

closed as a shipper and easily set 

up as counter merchandiser. Gugier 

Lithographic Co. of Milwaukee is 
the producer. 


FOUR ROSES 
1, MOST FOR LEAST—Getting most out 
of narrow floor space, life-size 
photo of slim miss attracts notice to 
scales. Nine cartoned scales are on 
back. Kling Displays, Chicago, is 

producer. 


2. SELLS SIZZLE—F loor stand for 

power mower stresses leisure 

gained. Producer is Container Corp. 
of America. 


3. 3D eEFFECT—Lithographed riser 

carries premium offer blanks, as 

die-cut Buntline Special stands out 

from riser to give 3-D effect in 

Hinde & Dauch display for Proc- 
ter & Gamble’s Gleem. 


4. WINDOW DISPLAY—F lasher ele- 
ment behind tv screen picture 
highlights Four Roses and drink 
every three seconds. Producer: U.S. 


Saas ce Ree ee a Printing & Lithograph Co. 


1. CoOMBO—Used on shopping cart 


or as wrap-around base for stack } : = ae On, 


display, this piece by Forbes Lith- 
ograph Co., Boston, is spirit var- 
nished for long wear. 


2. DEPTH DISPLAY—Dimension is add- 

ed by shaping easel display; it’s 

patented Squee-zel produced by 

Chicago Show Printing Co. for Pa- 
per-Mate pens. 


3. THEATRICAL—Theater marquee 

atop White Owl display ties in with 

Broadway hit, “Most Happy Fella.” 

Producer is Consolidated Litho- 
graphing Corp. 


4. HATS AWHIRL—Actual straw hat 
whirls as if blown by wind be- 
fore shocking pink background in 
spring display for Falstaff pro- , 
duced by Inland Lithograph Co. es ie .- : ea £ 
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Towering 


6-paks piled at base. 


4rt: Tom Miller 


Big deal 


Design: Sidney Dickens 


eight-feet high pylon, turned slowly by 
ingenious battery operated motor, makes 
spectacular floor display for Falstaff Beer 


Design: William Flood & Fillmore Cannon 


. 
QUART <= 6.43 OUNCES. 


A 


IMPERIAL sorme 


Narrangansett features its Giant Imperial Bottle, 
and refrigerator bin adds appetite appeal. Display 
produced by Einson-Freeman, bin by Gibraltar. 


INSIST ON 


Infinite variety 


Five panels, strong in appetite appeal, can be 
positioned in any shape or order. The flexibility 
of this Merkel Panelrama gives this display the 
widest utility, and additional novelty. 


Design: Stuart Leech Photography: Harry Reis 


Counter action 


Counter cabinet for Ciba’s Antivy Lotion 
displays bottles on rack. When a bottle is 
picked up, another slips down. Holds three 
dozen bottles, uses little space, gets preferred 
positions, stimulates sales with self-service. 


Design: James Fogelman 


Cheese plug 


by Jax Beer, used for supermarket showings 
during National Cheese Week. The top sign 
is turned slowly by battery operated motor, 
which is reused for various seasonal displays. 
Design: Tom Cahill Photography: Albert Gommi 


ee 
Walkersye 
Dele " 


Design: Alexander Stauf 
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Audacious approach 

The supercilious servers accent the quality of Walker's 
De Luxe Bourbon, in an attractive and amusing fashion. 
Art: Jack Hines 


‘ 


Railroad buffs 


stop, look and often covet the superb vacuum 
formed plastic antique locomotive on this display, 
with which Canadian Club celebrates its centenary. 
Exceptional interest in a liquor display. 


Design: Alexander Stauf Art: Studio Illustrators Group 


Longhair 


The 1957 Holiday Keepsake of Einson-Freeman, 
a full color reproduction of Maurice de Vlaminck’s 
“House on Wintry Road” was widely acclaimed by 
art experts and museum curators. 
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Free floating 


appetite appeal of these Merkel pennants won wide popularity—the second group of 
most-used displays in food stores, according to a recent Johnson Floor Wax survey. 
Design: Stuart Leech Photography: Henry Reis 


12 out of 42 
LNA Display Awards — 


In the Lithographers National Association 
1958 Awards Competition, Einson-Freeman won 
twelve out of a total of forty-two display awards. 

For eight consecutive years, ever since the LNA 
Competition was established, Einson-Freeman 
has won more display awards than any other 
lithographer. As LNA juries are composed 
of designers, buyers and producers of displays, the 
Awards represent a real consensus of the industry. 

With imaginative approach, expert design, 
sound selling sense reinforced by constant store 


research, and competent and complete 


production facilities, Einson-Freeman brings a 


big plus to any display—a plus that is 


appreciated in this time of not-so-easy sales. 


For specific instances, phone, wire or write... 


Einson-Freeman Co., inc. 


Starr & Borden Aves., Long Island City, N. Y. 
166 East Superior St., Chicago 

2075 Penobscot Bldg., Detroit 

470 S. San Vicente Blvd., Los Angeles 


Over their heads 


Hiram Walker pennants in eight colors proudly celebrate the first hundred years of 
the company’s history. This group hangs on interior wires, and has unusually long life. 


Design: Alexander Stauf Art: Studio Illustrators Group 
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By Come inside and vote | way 


Siren cynosure 


This elegant ensemble of the Miss Rheingold 
candidates, about half-life size and in full color, was 
displayed by more than 35,000 Rheingold dealers, and 
polled a larger vote than any national party ticket! 


Design: Einson Freeman Photography: Paul Hesse 
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Imaginative and unconventional art make this 
Candy Cupboard display outstanding. Lovell & Covel 
displays have won awards for four consecutive years, 
in competition with advertisers with giant budgets. 

Design: Mary Blair & Philip Kaplan — Art: Mary Blair 
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Pepper-upper 


Display tops jumble bin, gives unusual prominence 
to McCormick pepper and spice packages, and stimulates 
impulse buying. Bin by Gibraltar. 

Design: Stuart Leech 
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American Cyanamid Boosts 2 
M. B. Friedman and W. H. Trot- 
ter have been named assistant ad- 
vertising managers of the organic 
chemicals division, American Cy- 
anamid Co., New York. Mr. Fried- 
man joined Cyanamid in 1954. Mr. 
Trotter joined Cyanamid in 1955. 


Shainmark Resigns as Ad VP___|U. S. Tobacco Stockholders 
Lou Shainmark, vp in charge of ©.K. Future Diversification 

advertising and public relations for) sto¢kholders of U. S. Tobacco 

Guild Films, New York, tv film) co > New York, have voted to en- 


distributor, has resigned. No re- large the objects and powers of the 
placement has been named for Mr. corporation to make possible a fu- 


Shainmark, who will announce his ture diversification of the business. 


new plans shortly. J. Whitney Peterson, president, 
said that the management does 
not at the present time have any 
specific plans for diversification, 
but the stockholders were asked to 
take the necessary legal action to 
}enable the company to expand in 
the event that a favorable prospect 
for diversification is created. 
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Oxtord Paper Buys Paper 
Subsidiary of Nat'] Geographic 
Oxford Paper Co., New York, 
and National Geographic Society, 
| Wachington, have announced joint- 
ily that Oxford will purchase all 


sidiary, Champion-International 


|Co. Oxford has also entered into 
,a long-term contract to supply the 
paper requirements for National 
|Geographic Magazine. Champion- 
International Co., Lawrence, Mass., 
is a producer of high quality coat- 
ed printing paper. 

U. S. Steel Drops Boyco Tag 


U.S. Steel Corp., whose products 
division in Los Angeles has been 
marketing long-handled garden 
tools under the Boyco label, is 
abandoning the Boyco name in 
favor of the USS logo. Boyco came 
from Boyle Mfg. Co., which has 
since become a U. S. Steel division. 
Ads backing the new logo will ap- 
pear in Sunset Magazine and in 
gardening, hardware and nursery 
publications. Batten, Barton, Dur- 
stine & Osborn is the agency. 
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outstanding capital stock of Nation-| 


Acrilan Drive 
in Britain Adds 
Dailies, TV 


Lonpon, April 8—A new cam- 
paign for Acrilan, with a shift 
in emphasis toward the mass 
media, marks the third stage 
of Chemstrand’s entry into the j 
British market. 


Chemstrand’s British agency, 
W. S. Crawford Ltd., has come 
up with three different ap- 
=A proaches to the campaign theme, 
designed to make use of the 
main advantage of each of three 
media—magazines, newspapers 
and television. 

This is the second year of ad- 
| vertising in Britain for Acrilan. 
| Until the recent switch, adver- 
|tising was mainly concentrated 
on the fashion magazines. 

This campaign was marked 
by great variety. In the first 
12 months approximately 40 dif- 
|ferent illustrations—all by top 
photographers—were used. This 
variety carries over into the 
new campaign. 


A FOR ACTIVE—This color magazine 
page is part of Acrilan’s British 
campaign. 


Aubrey Returns to CBS; 
ABC-TV Shifts Two VPs 

James T. Aubrey Jr., who was 
manager of network programs in 
Hollywood for CBS Television be- 
fore leaving to become vp in charge 
of programming and talent at ABC 
Television, has resigned to rejoin 
Columbia, effective April 28. Mr. 
Aubrey will return as vp for crea- 
tive services of Columbia Broad- 
easting System, New York. He re-|@ Crawford gave the job of 
places Louis G. Cowan, who has| producing the television com- 
moved up to president of the CBS- mercials to Andre Sarrut, in 
TV network division. Paris. They make use of move- 

Mr. Aubrey’s exit triggered two| ment on two planes simultane- 
appointments at ABC-TV. Thomas|ously—with one model ap- 
W. Moore, vp in charge of sales,| proaching the camera while 
was named vp in charge of pro-|another crosses the screen, or 
grams and talent. Replacing him) with one facing the camera in 
as sales vp is William P. Mullen,|a middle shot while the other 
now manager of ABC-TV’s Detroit | looks across camera in long shot. 


sales division. 


| MOVE 
FLUORESCENT SCREEN PROCESS COLORS 


Planning a gas station outdoor point-of-purchase campaign 

. . general point-of-purchase promotion . . . outdoor 
poster campaign? Get a quote using the brightest BOLD® 
yet! Join the nation’s largest buyers of outdoor P-O-P 
material . . . people who know fluorescent color . .. BOLD 
is delivering excellent sales results for these advertisers at 
economical cost. For brilliance, weatherability, ease of 
screening and greater coverage, you can’t beat BOLD 
... “For all your bright ideas!”’ 


BOLD® is available in 9 startling, quality formulated 
colors: ORANGE, RED, CERISE RED, PINK, MEDIUM 
ORANGE, GOLD YELLOW, LEMON YELLOW, GREEN and 
PURPLE. CONSULT YOUR SILK SCREEN PRINTER. 


WRITE TODAY FOR FREE FLOURESCENT COLOR INFORMATION KIT! 


@ DESIGN ARTICLE: Expert advice 
on art and copy techniques 

@ NEWSLETTER: Cost and use trends 
in fluorescent field 

@ “COLOR CARD” BROCHURE: 
Contains perforated fluorescent 
swatches ... technicol data .. . 
samples of different methods of using 
fivorescent colors for maximum P-O-P 
impact. This helpful kit saves time and 
money on every job! 


Re ee Oe ee eee 
i LAWTER CHEMICALS, INC. 1 
| 3550 Touhy Avenue « Chicago 45, Illinois | 
i Newark, New Jersey + San Leandro, California i 
i PLEASE SEND FLOURESCENT KIT. 1 
| TE a en ] 
eS a ae ic ae 
| ! 960 W. 122nd St. 
i 0 OEE os ] 
!  , ee eS : 
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] 
|al Geographic’s wholly-owned sub- 


| Permanent 
DISPLAYS 


MERCHANDISE 


(At less cost per shopper impression) 


Illuminated, animated plastic 


MAY WE DESIGN A WINNER FOR YOU? 


TEL-A-SIGN, INC. 


Write for free literature 
on advertising signs and displays 


Longer! 


and get... 


BIGGER Displays 
BETTER Location 


MORE Sales 


sign by Tel-A-Sign, Inc. 


Chicago 43, Ill. 


| The musical sound track on 
jmost of the commercials is 
|South American style, with 
xylophone, marimbas and bon- 
gos; with these a low, calm 
| voice-over is used. 

Among the commercials are 
a series of 30-second spots, one 
|featuring men’s suits, another 
women’s skirts and a _ third 
showing raincoats made of Acri- 
lan. There is also a 15-second 
reminder spot with a singing 
|commercial and animated let- 
| tering to push home the jingle. 


|s Chemstrand began introduc- 
tory work in Britain in the sum- 
mer of 1955. In direct trade 
contacts it promised that Acri- 
lan would be backed up by 
heavy consumer advertising. 

A synthetic fiber is not sold 
direct to the public, but Chem- 
strand advertises Acrilan to the 
| consumers to create a demand 
that goes right back up the 
chain from clothing retailer to 
wholesaler to manufacturer and 
eventually back to the fiber 
manufacturer. 


s By the summer of 1956, after 
twelve months of groundbreak- 
ing, Chemstrand was ready to 
appoint a British agency. Arvon 
L. Davies, managing director of 
Chemstrand Ltd., the British 
subsidiary, contacted several 
agencies, in consultation with 
Bernard F. Bertland, director of 
advertising, merchandising and 
sales promotion in the U.S., who 
came over in an advisory ca- 
|pacity. The appointment of 
| Crawford followed. + 


American Airlines Reports 
on Ad Costs, Revenue, Net 

American Airlines had total 
revenues of $305,955,596 for 
1957 compared to $291,771,957 
for 1956, according to its an- 
nual report. The airline’s net 
earnings for 1957 were $10,855,- 
877, down from the $19,572.713 
reported for 1956. In its listing 
of expenses, American Airlines 
reports $39,407,911 for selling 
and advertising in 1957; in 1956 
| the figure was $34,218,968. 
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"They can produce something of value. At Consolidated. we believe that originality, 


technique and integrity are the true tools of our trade :. . the hidden assets that can 


transform the mediocre into the magnetic. 


'ONSOLI DATED 


LITHOGRAPHING CORPORATION 
Carie Place P.O., Long Island, New York 
OISPLAYS « PACKAGING * BOOKS «© PROMOTION MATERIAL 
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MADE TO BE CHILLED—A 58’ bottle dominates this spec- 
tacular being used in Guild Wine Co.’s outdoor pro- 
gram in San Francisco. Shown before the bulletin 
are Harold Roush, vp and general manager, and 


Weekly Newspapers 
in ‘57 Sell Record 
22,010,000 Copies 


PHILADELPHIA, April 8—Weekly 
newspapers in the U. S. hit a new 
high in paid circulation in 1957. 

The 90th annual edition of 
N. W. Ayer & Son’s “Directory of 
Newspapers and Periodicals” re- 
ported total paid circulation in 
1957 hit 22,010,000, an increase of 
nearly 250,000 copies per issue 
over the previous year. The in- 
creases were reported in more than 
30 states. 

There are 9,325 weeklies pub- 
lished in the country. Of these, 8,- 
969 come out once a week, 313 


lfrom the 1956 total. 


Roush 


Dunham 


Bernard C. Hoag, general sales manager, Wine 
Growers’ Guild; Lawrence Dunham, vp and man- 
ager, Dancer-Fitzgerald-Sample, Guild agency, and 
E. F. Lawler, Foster & Kleiser exec vp. 


Lawler Hoag 


are published twice a week and Rothbardt & Haas Adds One 
43 are published three times a 
week. This is a decline of 88 papers peen named to handle all adver- 
‘ Since 1950, tising for Champion Outboard Mo- 
when the Directory began compil- tor Co., Minneapolis, recently ac- 
ing total paid circulation for the quired division of Western Tool & 
weeklies, circulation has increased Stamping Co. A projected ad drive 
27%. in magazines, newspapers, trade 
s Included in the weeklies are 616 = export publications will em- 
that list their circulation as free |? eng by ar ew and 
or partly free, an increase of 100 = wed of operation with greater 
papers since 1956. None of the free ee at : p 
circulation is included in the com- 2¢W!y re-designed line of Champi- 
piled figures. on outboard motors. 


Circulation data for most of the d - 
weeklies are based on ABC reports Davenport Joins ‘Virginia Sun 
or affidavits supplied by publishers) Ted Davenport, who has been 
to local post offices. Most of the|retail advertising manager of the 
others provide statements. About| Washington Daily News, has been 
6% 
any figures on their circulation. + Northern Virginia Sun, Arlington. 


without difficulty. 


of the weeklies do not give named advertising director of the | 


Rothbardt & Haas, Chicago, has |. 


less weight of a)! 


| 


Ofters Fishing Lure 
Premium Club of America, Chi- 
cago, is offering a new fishing lure 


| premium to the beer and soft drink 
\field, with a plastic bottle 


lure 
which can be made to duplicate 
any bottle. The lures are skin 
packed so they can be handled 


DEPARTMENT 


CIRCULATION 
NOW 


100,949 


ABC Publishers Statement 
ending Sept. 30, 1957 


Ww 


Bridgeport, Conn. 


UP 6% IN JAN. ’58 


OVER JAN. ‘57 4 
YEAR 1957 UP 2% 
OVER 1956 


5th Federal Reserve District Figures 


You can’t cover North Ca 
WINSTON-SALEM | 


JOURNAL and SENTINEL 


MORNING SUNDAY 


National Representative: 
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GE Promotes Connolly 

Patrick T. Connolly, formerly 
account executive for General 
Electric Co.’s radio receiver depart- 
ment at Maxon Inc., has been ap- 
pointed merchandising manager of 
GE’s vacuum cleaner department. 
He will make his headquarters in 


STORE SALES 


Write promotion department 
for new “Know Our 


£ 


TWIN CITY - 


EVENING 
KELLY-SMITH COMPANY 


_, ae advertising agencies 


and advertising departments- 


a P&A specialty for years. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
PACOTYPES (solid copper duplicates of originals) 
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Grant Names Lott to Dodge 
Account; Adds Watkins 


Doyle W. Lott has been named a 
vp of Grant Advertising in Detroit 
and has been appointed account 
executive on the Dodge account. He 
had been assistant Dodge account 
executive and director of Dodge re- 
gional account activities. 

Grant also named Joe S. Watkins 
to its Chicago staff as a copywrit- 
er. He formerly was a copywriter 
with W. B. Doner & Co., Chicago. 


Chemstrand Names Two 

Arthur D. LaHines, formerly an 
account executive with Ellington & 
Co., has joined Chemstrand Corp., 
New York, as nylon advertising 
manager, a new post created to 
handle the company’s expanding 
activity in the nylon field, particu- 
larly in tire cord and other indus- 
trial product uses. Thomas C. 
Hunter has joined Chemstrand in 
the product information section of 
the advertising, merchandising and 
promotion department. 


PRE-TESTED 


the adventures. 


BRAND-NEW! 
FIRST-RUN/ 


Saturday Evening Post 

Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


Motion Picture Feature 
Box-office record-breaker in the 
top motion picture theatres. 
N. Y. Times—‘“‘story superior” 
—‘‘a box-office natural.” 


Chicago Audience Test 


92° of Lake Theatre audience 
rated ““The Adventures of Tug- 
boat Annie’ a TV favorite— 
certified by Haskins & Sells, 
C. P. A. 


CBC TV Network 


R. B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience’ — 
“‘general public, through mail 
and telephone calls, indicates 
strong appeal for every mem- 
ber of the family.’’ Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON « N.Y. 22 + PLaza 5-2100 


You'll know from the very firet bite...Sara Lae is 
the mect deliciout coffee eake you've over tutted | 


ALL BUTTER COFFEE CAKE 


CPOREN (POR FROM THE Oven NERO HO RARO 86SEAeY TO SeRwE 


ga ee 


Sara fre 


ROSES FeGEn Tron tHe oven 


@eese 


—-= ——— a 


EGGS TO EGO—Typical introductory Sara Lee ad (left), which pro- 

moted ingredients used, has given way to new approach (right) 

which plays up the pride and pleasure of serving a quality product. 
New ad began running in newspapers April 11. 


___.. ‘Feeling of Pride, Deep Down Pleasure’... 


Sara Lee Ads Promise 
Pride of ‘Home Baking’ 


Motive Study Guided 
Shift of Ad Stress from 
Ingredients to ‘Status’ 


CuicaGco, April 9—Making the 
transition from an_ introductory 
campaign to a new phase of the ad 
program aimed at motivating more 
buyers to act proved quite a task 
for Kitchens of Sara Lee Inc. and 
Cunningham & Walsh, its agency. 

The decision to take the step was 
made in January, 1957. The first— 
and thus far only—print ad to re- 
sult from the decision will run in 
newspapers beginning Friday, 
April 11. 


Early Sara Lee ads hit hard at 
the point that only the best in- 
gredients and top bakers are used 
in baking the products. The new 


theme has more of the motivation- | 


al approach, bringing in the “feel- 
ing of pride and deep down pleas- 
ure” the homemaker gets in serv- 
ing Sara Lee products. 


® The case history might even go 
back to October, 1956, when Sara 
Lee called in Dr. Ernest Dichter, 
head of the Institution for Motiva- 
tional Research, to study packaging 
of the company’s products. 

By January, 1957, Dr. Dichter 
brought forth a “Motivational 


Study of the Effectiveness of Sara 


af assurance — 


_ 


TD rag wont 


EARLY TRIES—Sara Lee and the agency agreed that “You serve it with 


, 


such assurance” still didn’t tell the whole story—that the ad lacked 
excitement and appeal. The offer to “Go ahead and serve Sara Lee 


as your own” 


never reached print for three reasons: 


(1) Many 


women don’t really have pride and confidence in their own cakes; 
(2) the company felt women would feel pride in serving Sara Lee 
and (3) the ad suggested deception. 


Lee Packaging.’ Out of this came 
new and more cleanly designed 
packages for Sara Lee products— 
cheese cake, coffee cake, chocolate 
cake, pound cake and its new 
brownies. 


s “Two important points came out 
of that study,” said Kenneth A. 
Harris, advertising manager of 
Sara Lee. “Dr. Dichter found that 
users of our products think of 
themselves as modern homemak- 
ers, and they relate social status 
and pride with serving Sara Lee to 
family or guests.” 

“We thought we might capitalize 
on these assets with new advertis- 
ing,” Mr. Harris said. Sara Lee 
products were introduced in Chi- 
cago in 1951, but new markets were 
being opened on the West Coast as 
late as last year. During that time, 
advertising was of the introductory 
type. 


s John L. Vollbrecht, creative di- 
rector at Cunningham & Walsh, 
led the agency’s search for a new 
approach. Others who helped pro- 
duce the new ad included Ronald 
Bean, art director; Ivan Hill, exec 


GROPING TOWARD SUCCESS—The fourth draft began to 
get at the basic appeal of the product, but, Sara Lee 
felt, didn’t drive home the satisfaction and pride of 
“The ‘store bought’ 
cake that’s served by the best cooks everywhere”’— 
was felt to imply that Sara Lee was inferior to home 
baked cakes. Headline of the final ad makes its de- 
but in the fifth picture, but this draft was rejected 


the woman, Also, the headline 


| National Assn. of Market 
Developers Elects Jeffries 
LeRoy W. Jeffries, vp of John- 
son Publishing Co., Chicago, was 
elected president of the National 
Assn. of Market Developers, or- 
ganization of per- 
sons engaged in 
marketing activi- 
ties in the Negro 
market, at the 
group’s fifth an- 
nual convention 
last month. Other 
officers elected 
include Jesse J. 
Lewis, president, 
Jesse J. Lewis 
Associates, Bir- 
mingham, Ist vp; 


LeRoy W. Jeffries 


| William G. Porter, assistant to the | 


marketing vp of Anheuser-Busch, 
2nd vp, and Tom Shropshire, Philip 
Morris & Co., assistant treasurer. 
Reelected were Louneer Pember- 
ton, Dayton Urban League, secre- 
tary; William F. Nabors, Coca-Cola 
Bottling Co. of Memphis, treasurer, 
and Frank A. Dee, Schenley Dis- 
tillers, assistant secretary. 

William O. Walker, editor and 
publisher of the Cleveland Call & 
Post, was given the group’s first 
annual James A. (Billboard) Jack- 
son Award, honoring James A. 
(Billboard) Jackson, now retired, 
who pioneered special marketing 
activity on behalf of Esso Standard 
Oil Co. 


Merritt Joins Stanley 


John W. Merritt, advertising 


because it also failed to show benefits of serving and 
eating the product. Several other drafts were tried 
before this sixth proof emerged (first part of head- 
line omitted here). This shows the satisfied home- 
maker, a proud and happy husband and their guests, 
a somewhat formal occasion, and the product. In the 
final ad (above) the main picture was cropped and 
product pictures changed to avoid a “busy” look. 


manager, replacement division, 
Thompson Products, Cleveland, 
will join Stanley Publishing Co., 
Chicago, as head of its Detroit of- 
fice on April 16. He succeeds Wil- 
liam D. Nicholls, who is resigning, 
effective May 5, to head a new au- 
tomotive ad program in the con- 
sumer field. Mr. Nicholls is intro- 
ducing “Automobile Americana,” a 
series of promotions to run in The 


|Saturday Evening Post. 


American Oil Names Patterson 

James M. Patterson has been ap- 
pointed director of public relations 
of American Oil Co., effective 
April 16. Mr. Patterson has been 
serving as director of field services 
in the pr department of Standard 
Oil Co. (Indiana), Chicago, parent! 


vp in charge of the Chicago office; 
and Janet Carmichael, of the copy 
department. 

The page b&w ad will run April 
11 in the New York Times, New 
York News and Chicago Tribune. 
Next week the ad will be used 
in nine New York area new -- 
papers, plus the Philadelphia Bul- 
letin, Chicago Daily News and Chi- 
cago Sun-Times. 

Referring to the final approved 
ad, Mr. Vollbrecht said: “Take 
away the headline and copy, and 
someone looking at the picture 
would say it’s a woman proudly 
preparing to serve a cake she has 
just made for the occasion. It’s this 
feeling of pride and deep down 
pleasure in serving and eating 
Sara Lee cakes that we’re trying 
to get across.” = 


S28 ROE Re RO ES RRS Oo eee 


GENESIS—A quote from a house- 
wife’s letter was used as the head- 
line in this early draft, but was 
dropped because the ad didn’t tell 
the story of Sara Lee benefits. 


company of American Oil. Mr. 
Patterson will make his headquar- 
ters in Amoco’s general offices in 
New York. He succeeds James S. 
Haskins, who has resigned. 


Maiden Form Starts Drive 

Maiden Form Brassiere Co., New 
York, has started a radio and tv 
drive in 25 markets. The spots, 
which will be used a minimum of 
three months, run 20 and 60 sec- 
onds. Norman, Craig & Kummel is 
the agency. 


Roy Kosinski Joins Kemper 

Roy Kosinski, formerly media 
director and production manager 
of Reach, McClinton & Co., Chi- 
cago, has joined the Chicago office 
of Don Kemper Co. as media direc- 
tor and production manager. 
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* ABC average total paid circulation for 
six months ending Dec. 31, 1957. 


* Representing the greatest percentage of increase (178%) 
in paid circulation recorded by any advertising-marketing journal 
in the postwar period—the greatest audience of marketing-minded 
executives ever audited for an advertising publication. 
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Meet an Edmonton, Alberta 


CHEMICAL WORKER 


CzeL_aw Deminet’s hobby is glass-blowing. His full-time occupation is that of a 
research worker at the Canadian Chemical Company Ltd., one of the many 
industries that employs thousands of industrial workers in the lucrative market 
of Edmonton. 


Look at the facts: 

e The opening of the Simpsons-Sears Ltd. departmental store has added more 
than one million dollars to Edmonton’s yearly payroll. 

e Plans have been released for a multi-million dollar expansion program for the 
University of Alberta to meet the fast-rising rate of enrolment. During the 
current fiscal year 51 million dollars will be allocated toward the program, 
while total expenditure is expected to reach 10 million dollars at completion. 

e The official opening of the 640 mile multi-million dollar Westcoast Transmission 
natural gas pipeline has unloaded the gas-rich Peace River area giving 


tremendous stimulus to exploration for gas and oil in Northern Alberta. 


A 16 storey hotel, with the first five floors providing parking space for 550 
cars, is currently under construction in downtown Edmonton at a cost of over 
$5,000,000.00. The combination hotel-parkade will be the first of its type in 
North America. 


These facts are proof of the rapidly increasing prosperity in Edmonton. Retail 
sales for 1956 totalled over $271 million—per family income was $5,206.00.* 
To sell Edmonton you must use The Edmonton Journal . . . daily circulation 
is now in excess of 100,000, including over 100°, coverage of Metropolitan 
Edmonton’s households. 

FREE MARKET INFORMATION 


Ask your Southam representative for a free booklet featuring complete, up-to-date 
information on Edmonton. 


*Sales Management, 1957 Edition. 


OTTAWA Citizen 
MEDICINE HAT News 


HAMILTON Spectator 
CALGARY Herald 


NORTH BAY Nugget 
EDMONTON Journa/ 


WINNIPEG Tribune 


VANCOUVER Province* 
Published for Pacific Press Ltd. 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL—The Southam Newspapers, 1070 Bleury St., J. C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlante 
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THE NATIONAL NEWSPAPER OF MARKETING 


“You Abdicated to the Popsicle Set’... 


Mitch Miller Raps Disc Jockeys, Stations, Time Buyers 


for ‘Bad Programs Aimed at Non- Buying Teenagers 


By Mitch Miller 
Director of Popular Artists and 
Repertoire, Columbia Records 


Gathered under this roof are a great 
many men of fantastic skill, taste and im- 
agination. You caused radio to jump out of 
bed and click its heels a few years back, 
while the public was dressing for the fu- 
neral. You made radio once again a vital 
force on the American scene, a source of 
first-rate entertainment, and—best of all 
—you made it pay. 

But what’s been happening in the last 
year or two? To say you've grossly mis- 
handled this great, fat money-maker— 
radio—would be understating the case. 
Some of you have made the man who 
killed the goose that laid the golden egg 
look like Bernard Baruch. 


s You carefully built yourselves into the 
monarchs of radio and then you went and 
abdicated—abdicated your programming 
to the corner record shop; to the eight to 
14-year-olds; to the pre-shave crowd that 
makes up 12% of the country’s population 
and 0% of its buying power, once you 
eliminate pony tail ribbons, popsicles, and 
peanut brittle. 

Back in Longfellow’s day—happy man 
—there came “a pause in the day’s occu- 
pation that was known as the Children’s 
Hour.” On much of today’s radio we’re 
lucky to get a Grown-up Hour any time 
before midnight. Adults all over the land 
are yearning for a pause in the day’s ca- 
cophony. I, too, believe that youth must 
be served—but how about some music for 
the rest of us? 


Radio vs. Hi-Fi Players 

I know that most of you agree with me 
that much of the juvenile stuff pumped 
over the air waves these days hardly qual- 
ifies as music. But your standard answer 
is—“We’re not here to educate. We’re here 
to give them what they want.” 

What who wants? 

Certainly not the 75% of the nation over 
14 years old! If they did, they wouldn’t be 
buying hi-fi record players in unprece- 
dented numbers, setting them up in the 
living room, shutting off the radio—and 
creating their own home-made program- 
ming departments! 


® Certainly not those who want variety, 
musicianship, and a bit more sophistica- 
tion in their music. And, gentlemen, that’s 
the majority—the majority who’ve turned 
the record business upside down in recent 
years. Four years ago, seven out of ten 
dollars spent buying records were spent 
buying singles. Since then that figure’s 
been cut exactly in half, while the “Lp” 
share of the record buyer’s dollar has 
doubled! At a time when the dollar vol- 
ume in record buying has risen mightily, 


i” b Br gee BUH 


Some surprisingly strong and jarring words of warning have been 
flung at the currently high-flying radio industry by Mitch Miller of 
Columbia Records. Radio's prosperity, he asserts, may be fleeting 
if it persists in “lazy programming” of bad music that soothes teen- 
age growing pains and repels adults. He offered a long list of argu- 
ments in a speech at the first annual Popular Disc Jockey Conven- 


tion in Kansas City in March. 


the singles market has actually declined! 

As the bulk of the public finds it can’t 
hear the music it’s hungry for on single 
records on the radio, it turns more and 
more to buying “Lp’s” to satisfy a grown- 
up musical appetite on hi-fi sets at home. 
It must be more than a coincidence that 
single record buying went into a decline at 
the very time the number of stations that 
program the Top Forty climbed to a new 
high. 


s “Well,” you reply, “that may be, but we 
radio stations are doing okay in the rating 
department.” Yes, but we both know that 
ratings are comparative. Each of you is 
fighting for your share of the milk—after 
the cream’s been skimmed off. The cur- 
rent phenomenal grosses of the recording 
companies show that the country is hun- 
gry for music. Television has failed over 
and over again to satisfy that hunger. It 
lies in your power to bring the grown-ups 
back to radio music; you have the re- 
sources and many responsible companies 
are giving you the records to program the 
kind of balanced music that will switch on 
many of the 137,000,000 home radios that 
now stand silent most of the time. 

And what about those 36 million car ra- 
dios? In my state, if you’re old enough to 
drive, you’re too old to drive to the tender 
reminiscences of the junior high school 
set. 


Who Picks Top Forty? 

Okay, so who’s the “they” in radio’s 
standard defense—‘We'’re here to give 
them what they want.” It is usually the 
mythical “they” who make up the Top 
Forty song lists. At its best, the Top Forty 
presents a philosophical problem on a par 
with “Which came first, the chicken or the 
egg.’ Does the demand for a record come 
because you play it first, or do the kids de- 
mand it because they find it in the Top 
Forty? 

Does a song get elected to the Top Forty 
or is it appointed to the list? We could go 
on like this for weeks—but if the Top 
Forty is an election, will somebody please 
blow the whistle for the Honest Ballot 
Assn.? 


® You jockeys have accepted with saintly 
forbearance your role of spreading the 


gospel according to the Top Forty. Every 


one of you has a feel for music and a sense 
of programming ’way beyond what you’ve 
been dispensing. In prior years you would 
recommend a record to your listeners for 
its vocal quality, its style, its unique ar- 
rangement, its balance, or its emotional 
impact. Now what can you say? “Here’s 
No. 17 at Marty’s Music Shop.” 

You used to play a record because you 
liked it; it was part of the personality o 
your show—and it made good program- 
ming. Now you play it for “Sam, Joe, Flo, 
Sal, Mickey, and Joyce loves Shorty and 
will he please meet her after three at the 
sweet shop, second booth from the rear.” 


® The kids write the records, perform 
them, and pick the ones you play. I’ve got 
an idea—How about sub-teen-age disc 
jockeys, salesmen, and station managers? 
Then you can all take off for a well- 
deserved rest. 

If you media buyers think none of this 
applies to you, you’re very much mis- 
taken. It all translates quickly and pain- 
fully into advertising dollars and cents. 
Most of you buy radio listeners for your 
clients at so much per pound, like meat. 
But how much of what you pay for is U.S. 
Prime and how much is fat, gristle, and 


bone? How many listeners to sub-teen ° 


music are going to buy a car, an airline 
ticket, a pair of shoes, a can of soup or— 
God help us—a bar of soap? How many 
can tell a floor mop from a pogo stick? 


® I know, you’re prepared to bombard me 
with statistics about subliminal listening. 
Junior’s got the radio on so loud in the 
bedroom that some of it’s bound to filter 
through to Mom in the kitchen. But what’s 
the theory of subliminal advertising? That 
the listener gets an unconscious sales 
message while he’s seeing or hearing 
something he enjoys. Then when he meets 
up with the product, he associates it with 
a pleasant experience and buys it. But 
what happens when you come up against 
a product you associate with the sub-teen 
records that ricochet through your head 
all week? Ten to one you tear hell-for- 
leather for the other end of the store and 
reach for the competitor’s product. 

The truth is, if advertising were a mat- 
ter of counting heads, your products 
would be not in Life, Time, The Saturday 
Evening Post but in scandal magazines, 
not in The New Yorker, but in comics 


books. You’d be cheek-by-jowl with the 
pimple ads, and the You-Too-Can-Be-A- 
Ninety-Seven-Pound-Weakling ads. 


Refugees from Radio? 

The magazines and newspapers are 
constantly paying for studies to show how 
many doctors and lawyers and business 
men they have among their readers; how 
many housewives, how many heads of 
family earning five thousand dollars and 
up. They’re proud to show advertisers the 
adult audience they’ve worked to build, 
an audience with buying power, an audi- 
ence to a great extent of refugees from 
radio. 

In printed media, you advertising buy- 
ers are careful to surround your products 
with an aura of dignity that will generate 
respect for them. You buy the venerable 
news magazines, the long-established 
women’s magazines, the picture maga- 
zines—only if they’re not too cheesecakey. 
The settings in which the ads appear help 
paint a picture of your product—sound, 
reliable, trustworthy. Then when you 
turn around and buy a radio spot, you 
don’t care if it comes before a record made 
by the apprentices during lunch hour in 
the boiler works, and after what sounds 
like the death rattle of a laughing hyena. 


= I’m pleased to find my views coinciding 
with those of the advertising director of 
Armstrong Cork, who has seen them work 
out in dollars and cents over the years. He 
had this to say to Variety a few weeks 
back, talking about tv. His remarks go 
double for radio: 

“I think we must have some sense of 
responsibility to the public in our pro- 
gramming. We'd rather please ten people 
than displease a hundred. There’s a close 
public identification between the adver- 
tiser and what he presents. Dealing as we 
are in impressions on the public, the right 
impression is as important as the right 
commercial.” 


s You media buyers have the duty to find 
ways of surrounding your ads with music 
that matches the quality of your message 
and attracts the listeners you want. The 
alternative is what the J. Walter Thomp- 
son agency has done for the Ford Motor 
Co.—surrounded many of its ads with an 
island of dignity by buying five-minute 
music shows starring Bing Crosby and 
Rosemary Clooney. 

I can see you station owners objecting. 
“Why should we change our programming 
at a time when business is going great?” 
But just because you’re making a profit, 
it doesn’t follow that you’re making the 
profit you should. And if the economy 
slumps further, which stations will best 
weather the storms ahead? I believe it 
will be the ones with distinct personali- 
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ties, the ones that jump out at you as 
you’re twirling the dial because they’re 
not programming the herd. A policy of 
music and news is great. But it can only 
work in the long run if it doesn’t rest on 
fresh news and stale music. 


Teen-age Impermanence 

You stations aren't thinking clearly into 
the future when you gear yourself to the 
eight to 14-year-old mentality. Every year 
a large chunk of the audience at the top 
end of your age span gets over its musical 
growing pains and gives up the game of 
rebelling against parents, teachers, and 
the world at large. That means that every 
five years the stations that program for 
sub-teens turn over almost their entire 
audience. 

The smart station is the one that recog- 
nizes that you’re a grown-up a lot longer 
than you're a sub-teen, and works to build 
a permanent audience. If I read the signs 
right, the trend is starting in that direc- 
tion, and some very important stations are 
changing their policies towards this goal. 


s One other word to station owners. You 
pay for the best equipment, you seek out 
golden-voiced announcers, your engineers 
work to get the best signal possible, and 
then what—you play records so badly pro- 
duced the listener thinks he can’t tune 
you in properly. If your announcers talked 
with the quality of most of these juvenile 
records, you'd fire him on the spot. 

Some of you may say—Mitch is getting 
old, his beard is flecked with grey. You 
may say that twenty years ago adults 
howled about Benny Goodman and Swing 
this very way, and said the kids had no 
taste. I flatly reject the parallel. Swing 
was the creation of skilled musicians. The 


On the Merchandising Front... 


objection of the old fogies was that they 
couldn’t follow the melody for the varia- 
tions. Today's kid stuff offers no varia- 
tions; the only variation is a paralyzing 
monotony. It is not the creation of real 
musicians and—most damning of all—it 
has no entertainment value for anyone 
over 14, 

You’ve seen the traveling shows the 
new juvenile record stars put on. Each of 
them does three minutes and has to be 
whisked off before the natives grow rest- 
less. Most of them seem to be aware of the 
temporary nature of their success and 
they remain faceless performers, without 
even the dignity of last names. What’s 
happened to the grown-up criterion for 
measuring a star—his unique ability to 
hold and entertain an audience for half an 
hour? With perhaps two exceptions, any 
of the new juvenile stars would empty 
this room in five minutes. 

I’m not asking you to snuff out the mu- 
sical life of these kids or their followers. 
But I am asking you to put new life in ra- 
dio; I’m asking you to take radio away 
from the lists and give it back to all the 
people; I’m asking you to give up lazy pro- 
gramming—to play music for every age 
group and every taste. 

The by-product of such a move will be 
aesthetic, and you can take pride in the 
public service. But principally, you’ll be 
doing it for your pocketbook by insuring a 
broader, healthier audience, and guaran- 
teeing advertisers who are seeking that 
audience a fair shake for their money. Ab- 
dication to the kids can only end in your 
exile beyond the border, to the land of 
fifth-rate entertainment. And the future 
must show that this border separates the 
money-makers from the lightweights in 
radio. + 


Some Near-Term Retail Trends 
of Significance to Merchandisers 


By E. B. Weiss 

Among some of the near-term trends 
in retailing that will affect manufacturers’ 
merchandising programs and, in some in- 
stances, have already had an impact on 
these programs, are: 

1. The leveling out of 
the expansion rate of 
the shopping center de- 
velopment. The great 
era of dynamic growth 
of the shopping center 
has ended. Fewer new 
shopping centers will 
open. More shopping 
centers will fail; and 
many more will deteri- 
orate—some quite rap- 
idly. Total square footage of retail selling 
area in shopping centers may even now 
have passed its peak. 

2. The rise in highway retailing as dif- 
ferentiated from shopping centers. This is 
in its early stages; once the current re- 
cession is overcome and once the gigantic 
federal highway program gets into full 
swing, the development of retail locations 
on highways will jump into a stage of 
dynamic development similar to that re- 
corded by shopping centers between 1950- 
1957. Highway outlets will involve new 
types of retail stores, new merchandising 
practices, a still further acceleration of 
nocturnal shopping, of family shopping, 
and of Papa as a shopper. 


E. B. Weiss 


s 3. Highway retailing plus other factors, 
including the increasing inventory diversi- 
fication of retail outlets now permitted to 
be open on Sunday, will accelerate Sun- 
day retailing. For the near term, Sunday 
retailing will soon move more merchan- 
dise in the warm weather months than 


is moved by downtown stores in those 
months on Saturday. Sunday retailing will 
zoom family shopping to a peak never be- 
fore even contemplated, not to say 
matched. 

4. The variety chains will continue to 
develop into a somewhat new, but not at 
all radically new, type of department store. 
They will become sizable outlets for ma- 
jor appliances, for higher price lines in 
many categories, etc. They will accelerate 
their trend toward self-service. But they 
will not be able to cut their total costs of 
doing business and their plodding pace of 
1953-1957 inclusive will be barely acceler- 
ated from 1958-1962 inclusive. Nonethe- 
less, any number of manufacturers who 
previously did little if any business with 
these chains will find the variety chains 
a desirable outlet. 

5. Much the same will be true of the 
drug chain. And the drug chain and the 
variety chain will continue to look more 
and more alike. The drug chain, incident- 
ally, will edge increasingly into certain 
soft goods categories. 


® 6. The food super chains will continue 
to open ever larger units; their non-food 
percentage to total dollar volume will con- 
tinue to expand; their costs will continue 
to rise; their increasing lack of individual- 
ity will continue apace. They will pave the 
way for the return of not merely so-called 
superettes, but of tiny food outlets selling 
only food staples. This trend is already 
very much in evidence and some of the 
large food chains are taking note of it. 

7. The various chains will tend increas- 
ingly toward the use of institutional ad- 
vertising. But this will be of little avail, 
because of the almost total lack of indi- 
vidual personality among the chains. This 
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The Creative Man’‘s Corner... 


“yowce.” 


By the way, Sher—were you related 


How Do Youse Feel About It? 


MAYBE YOUSE DON’T TALK 
LIKE THIS, BUT- 


When we saw this ad we were, frankly, shocked to find how much Sherwin 
Cody had aged. But we were even more shocked to discover how, after hav- 
ing for years tried to sell people on avoiding common mistakes in English, 
he has at long last succumbed to the vulgate and speaks, these days, like a 
Dead End Kid—“Maybe Youse Don’t Talk Like Tthis, But—” 

We may as well admit that we immediately found ourselves wondering 
who decided that Yous is spelt Youse. 
justify the inclusion of the “e?” Louse is pronounced “laus” or “lowce.” 
Youse is, therefore, hardly pronounced “yuce.” It is, rather, pronounced 


For years we wondered how Mr. Cody could be so confident that “Shakes- 
peare ... never studied rules.” Seeing his current photo, we wonder no longer. 

Anyway, we think Mr. Cody has made a mistake abandoning not just the 
photo he has used for years, but the caption—the one about making those 
common mistakes in English. This caption is a phony caption. It is certainly 
not addressed to us and, in our opinion, the person who does actually say 
“yuce” (or “yous’”) would be too insulted to read the thing. 
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Was it Mr. Cody? And how does he 


to Bill? + 


institutional advertising will, in various 
ways, be underwritten by suppliers in 
varying degree. 

8. The one-stop outlet concept will peak 
out (as it is just now showing the very 
first signs of doing in the food outlet) in 
one field after another. We have more one- 
stop, more one-half stop, more one-quar- 
ter stop outlets than we have that type of 
shopper. And we have too few outlets 
where the shopper may make just one or 
two or three small purchases and get out 
without walking miles and without being 
held captive at mile-long check-out lines. 


® 9. More non-food outlets will add food. 
The variety chains (Woolworth, for ex- 
ample) are selling many foods, including 
caviar and wild rice. General Foods is 
promoting its gourmet line through de- 
partment stores. Discount houses are going 
into food. Drug outlets are taking on some 
food items, etc. This trend is unquestion- 
ably picking up. 

10. The discount outlet will continue 
to grow. Its overhead will mount, but it 
still has a long way to go before its over- 
head begins to approach the margin re- 
quirements of established retailers. Its 
progress in soft goods will accelerate. 
Eventually, it will get in soft goods the 


brands it wants—just as the variety 
chains, the drug chains, the food super 
chains, etc., eventually got the brands they 
wanted in one category after another. 

11, The growth of controlled (and well 
advertised) store brands (wholesaler 
brands, too) will accelerate. The great 
brand battle will be between the known 
brands of manufacturers and the known 
brands of retailers-wholesalers. 

12. Merchandise lines susceptible to au- 
tomatic reordering will find mass retailers 
highly receptive to programs of this kind. 
This will be one of the great developments 
of the next few years in lines (largely 
fast-turning basics) susceptible to auto- 
matic reordering. Retailers themselves are 
developing systems of this kind; one of 
the unique retail developments in this 
area is the remarkable electronic ordering 
and inventory system being perfected by 
the shoe chains. What the shoe chains do 
in this respect within the next two years 
will be adapted by other chains. 


# 13. Department stores will reorganize 
in the pattern of chain stores. After all, 
department stores are now chain stores 
(and chain stores are department stores 
to the point where chains have more units 
with more departments than do depart- 


Eee, Te “ PT acl PR Pk i ee ee ee ee ne SC ee ee. ee oe ee ge Oe a: Pe ap Pe re i Ps gylla t ‘wie a tag a eee a ene Ni Neg ge OS TA Oe re eee 
Magee: TPR i eee ee aa : w Ag aes Re ae tees * Veen eee Mee ene AUT ey . cee omer: hg po ils s ame AP Er) ok se ‘i cae Sos naga eso pte ‘ ae By aie cso. eee per ie Seats 
ote io, mE, Ter er Fs Nai a hg a 7 ales ee RA Ee” ae. RR on eae eM ee MERE SA >) Cina ey 

ial ¥ ee ae bs Se : r lat ak et ae ae ee cn ie” ce) Sire cia a oe Ala ager od - ; Mi ST a 

4 UE ie or er a Seeley Be ort << rage eee) i sot Pete or Spies cay ee oer ii “eta ee ass 

a OO ee salahy. ee os a oe : : Pee in. see eg eae ea Lesa ee ees = Bi tes Se ieee 

. Be pc he eo eget al Ge ee et eee a ee > Be oe eet are r : Ne A : a cal tae inl i Seen ae rac eee, ; dig nl eee oe 

a yee ae aS: ene ae Ne es beg pete: i ca sai * ei 5 es > aoe : : Sind bao 1D ee ; a 

ia iy ine ee tee beste mt ny aha bre ee ‘ A Sli seri pon Le tee if me ;, Pela: seis ieee of Be RO ade r . ae le <a 4 ane 

eves a pe! ERY Si ei eee ae main, (8655S A ee ee : BAS) eas ne ee ‘cule areal Me. * + ict ainda agate il aad 6) i aaliea e eee eee pre ee ea Seat So ge 
ees | OS ea ee a a he ee ee ae oS er ee ee Pe ei 

\ aa ST tra ci ane SUC ge eg Se eo ne ee ee: ie |! eae aie Bre oo a genet ae ea gh Sat Se ee ER RRS CU RS 5 > Rami iM le 2a ct 

ee vl Bg 8 owe] ane ph ay ieee gs se I Ag ; oe eon) ee oo ee ae Se ee 2 IG sae eee ae ee 
ae - wr r : 
2 SERRE MOREE eo nt RRs eee 
% 

-€ 
: CSC“: 

Py 
boy 

te: 

eee =~ 
oe 5¢ 
fi 
i << 
7 
= = 
a) 
i 
nS 

te! 

canal 

i 

ries 

De 

a 

were 2, 
aes q 
a ae i Hid revngt bn wuld wil yor wher ver ctght the 
a. daring wishes im Engin which con come = | 2 Seen ee Sei 
7 pongle to wnidmalge your we shility snd | i jo ph gh pt ge Td. 
pat ctucsvens! harkgreand? . HH) cm. Van MOD Seltentans Deets ieee oo 
af € eumy de> hove “per mies H watt fie oe Codes aes eomee behind 

to tage ce ey comin . stirs 
aie ~——r Fo ae nee oe ok ii ST et 
eapeeesians a “Leave them bey there” ond . Bi tat Neoware ce cules Wo memerior 

a “Mary wee invited ae well ae mepeell” Sell \ 

lt thers say “between you and 1” imetead of b Oey 15 mater 4 Boy 

ba ee ees >. i} Chew the stwily of Hinghich in made se simaphe 

aes? tee “whe” & ond for “whem” and bow i 2 henmam uiner thet program aap be made“ + 

Pam a hi regs | Bt ee 

“SS ation Sue diel” wee NOW.” ond hi -¢y 4 FF 
ae wee ARR athe” Few know whether te 1 Cates entinat be thew wack im amy pee 

ok cre eet th ee oe oe VN i nam hey J 6 ee ee ting 
bs © ot ame tube Gtteen aatnsee tenes 
“me's” oe 88" ot with he” or ok.” and whew ti trams owelly operat se profition rediny o cman 

ene emma sm cardin We emake thew mean - cee) ee 

en GHUBeeD unt = 

, wnmeen words colerter fet ordinary mere wet See Fone feah 20 Lagied 
Thee aprech aed thea brttens ate ilalom 2s = lt Sb pile etn et ese poe 
onstenmn, tesnibem mere then stagpstien ad the range of wulerres 
le that thee the cent Aitnvemes Ievece  cavewell by Mr Nady taethed and of when ton 
: Why Moet Pompte Mabe Munroe Geckithadtwrctakt sate  puey tue ane Be decchoee oe 
ee ee ee pee Same Se ae S, Se on = rd eramaed van, bend » deteied domrpting mg te 
deteciaon to the woe oh Ving aad Gnd wer LS Ee i eee urede pupch aa Bagloh sn Ph Wineuere Tae Yan nes 
carers tantrd im comeguonne! Thy nh in Cary. lethame Dy money of emyer porter publiuhrd hy the Sharmin {adh (omen me phen 
i wan enne Qi enedy oh chen ae cremsnrn, Se, Cots vared se semromomarns Sw Pars Wochangion 5. iy one be bea by a 
ce ot puncmmata? Why deme many Pind them Oe eee poe phy a Fn mp Sy OA ed 

aig ceive sto hee San wondh we muprem thet ndw ald umhake Tease om © « praprcan Unqertionshhy © ills com at See 
Sie wmcamng edequately? The semen fag the shut thew rerun. Mhey ware pe cont tnsaretlag cevion chenst stuanatece tm Bay 
A dotacieory in cheer, Sherwin Cody dimcowened IE mnermonm, Semnmny We —— 

~ ate 1 in sctratilan etn, shakes lew gue thewemnente — “hildowm seore “alk” aheaws Sor stds f ches Ceopen Cabs eethed tae dc hone, 
fe ne eee hes omy 8 eee owt iw thee bach, “Mee Vom Cam Memes Comed 
aot poh goed Endlich wanph became they ST, - aa Kanetods i 1 Winatiw « fines 
ee a shim boceting hove see ken Sots entities cities 
at sever few mmnd tthe heaons of damsng we ara Pe et ot Se core, «tes 0 poss ones 

a What Cody Oud at Gary & comet? Eb on ae an cae Feet ts Cement 

te 2 The formation of ay habit comms ely — Smapin santun, somata way a naman, © 5 
ae hom constant prorter  Shubreyrerr, you ee addeaend ieee a 
ae way be cook Gone Gulls’ in Ge ae N0O% tel-omeeting Sovtes {”"seanwrn cour coum tw enences 

PR , a Gis a ais any Obie Sopa htt wane esis tn |S ew nn te wae 
yi cute cha te b Grins penned a aapelied sword srry | Poem med mn whos any satan om wy pact 
a! teas ee mother tome « hemguage thet Sime Fou waked cmerert gramenmee! Four free Dek “Wow You One Maat Gant Hagia » 

a hem bneilt ap our civiliention smd withowt — SEN CHT time yew mend the wrens i 1S EE © gest nad, 
Vi eho we scaled oll Fit bee wegmering 0: agee ae - ht some | 

ise Yet seams schinain, by wong menhdn. have og Sohn be we oe | aeaand 

a made 0 edly te be aewkded the hardest © heeet Geer yer woukd habitat war po Fae 

ae ed tad tomeed of Gp ane tun of Spee tow gt & cde <a © t 

= nn ee ee ee . Geosd © ws Ge | 

a enn etd Saeed rer spam. toad oe ' ——EEEEEE 

ae 
~ C 
oe 
% pe 

——_— 

le 

we 

ee 

oe 

pee 

ok 
ier 

4 

eg: 

BY 
bis? 

ras 

a 
oe 
‘ 

oe 

Ge. 
see 

~~: 

ie 

Pee 

ane 
Ste. 

sed - 

oo 8 

i are 

by 

ae 

ee 

sie 

4 

a 

_ a 
a 3 : j ; 3 is a ae a 4 ¢ 
s AG r E F ; nee | ae ft Bg te Bea . ae vs : 
eae a oF ee ai Fer Joke 7 ae oe ee ae : ae allt ios Le a pee Rae Se . sla et a, 
raf 1€2 EPI IS + es Oe Ss ee faa ks puta or oR TER Galea See iad. r ya 
= + al ~ i 2. ae i ‘wa = ie airy tar 5 > ~ = * hei a S 


ee ae 


Use STRAIGHT-LINE Advertising 


ceomm~meceecoeoeeoeeeeeeee8eeeeeeeee 8 


A NEW SERVICE! 


Shown here is one example 
of the extra selling power 
available to you because of 
our gravure printing and 
sharp, localized editing. 
(THIS is more fully illustrat- 
ed in the booklet offered be- 
low along with other localized 
selling techniques.) The use 
of attention-pulling local ac- 
tion photos is just one phase 
of STRAIGHT-LINE Ad- 
vertising. We will arrange for 
action photos of your prod- 
uct in use in Ohio, with brief 
testimonial if desired. The 
pictures can be stripped into 
your advertising quickly at 
no extra mechanical cost. No 
bother about a plate because 
of our gravure printing. Here 
is sharp, new advertising im- 
pact without straining your 
budget! 


; ; wn ared.++** "7 

the reader's OWN Qin. eeeee 
being used in ecoevese® 

our product soeeeeseee® 

eeeeeeeee? 


PICTURES ° » 


to sell more 


STRAIGHT-LINE Editing gives you the background of 


staff members who talk regularly with your local offices. - 


“service readership’’ — Edited by Ohioans for Ohio 
farm conditions and problems. All articles are timely 
and fresh, reach readers twice each month with up- 
to-date farm know-how. Sparks and serves the inter- 
ests of Ohio Farmers in more efficient farming. 


STRAIGHT-LINE Coverage supplies the direct channel 
to an active market — In The Ohio Farmer, your 
advertising gets preferred attention in 4 out of 5 Ohio 
farm homes. And, when Ohio farmers are well sold, 
they can buy! Income is big and steady — year 
round. Ohio is a top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely selling information can be supplied by our able 


A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2— Local Action Photos and Testimonials (il- 
lustrated top of this ad). 


Plus No. 3 — Local Prices or Terms or Down Payments. 
Nothing helps close a sale like the facts that tell a farmer 
how he may buy. We can strip in your Ohio prices and 
selling data — no cost for a plate. 


Plus No. 4— Local Source of Supply and Information. 
We can insert the names of your Ohio distributors, dealers 
or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. We can insert the 
name of your Ohio sales offices for fast selling action. 


Send for this booklet — a full story on “STRAIGHT-LINE Advertising.” 


You may find a timely answer for a welcome lift in your advertising and sales in Ohio. 
You’ll want to have this valuable reference on the real advantages of our gravure printing 
flexibility which makes possible STRAIGHT-LINE Advertising. Here is new penetration 


1010 Rockwell Ave., 


STRAIGHT-LINE Advertising Service available also in PENNSYLVANIA FARMER and MICHIGAN FARMER 


Cleveland 14, Ohio 


with localized advertising, test campaigns, full color. All at great savings. Write! 
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ment stores). The reorganization of de- 
partment stores along chain store lines 
will compel some fairly important changes 
by manufacturers in their pattern of sell- 
ing to department stores. It is amazing 
to note how few manufacturers have de- 
veloped new selling tactics to conform 
with the requirements of the growing 
branch-unit organizations of department 
stores. (Incidentally, more and more de- 
partment stores will be doing a larger 
volume through their branches than 
through the main store!) 

14, All large retailers will be charging 
for mere services. Discount houses will 
add services—and charge for them. The 
public is being conditioned to expect to 
be charged for services, and this will lead 
to new service promotions by retailers. 

15. Very few department stores will 
ever apply merchandising accounting con- 
trol to more than some selected depart- 
ments. And even here this cost-account 
concept will be so riddled with merchan- 
dising-promotional loopholes (to meet 
competition) that in the end it will change 
department store procedure very little. It’s 
vital to bear in mind that cost-accounting 
doesn’t reduce costs—it merely delineates 
the cost factor. For ten years department 
stores have talked about the imperative 
need for cost-cutting; they ended 1957 
with their highest cost ratios! 


® 16. The problem of peak-hour in-store 
traffic jams will continue to plague re- 


tailers. From 50 to 75% of the total vol- | 


ume of our large retailers is done in from 
10 to 15 store open hours. That’s true 
of department stores, food chains, variety 
chains, drug chains, etc., etc. As the shop- 
per makes fewer shopping trips—a defi- 
nite trend—peak hours will become still 
more peaked. The volume lost at peak 
hours in walk-outs, in half walk-outs, in 
quarter walk-outs, due to sheer physical 
inability of the shopper to buy in the 
available time and under crowded condi- 
tions would—if captured—solve all of the 
major problems of mass retailing. Any 
retail problem is a manufacturer’s mer- 
chandising opportunity! 

17. Some big operators plan to dominate 
shopping centers by having a complete 
“retail package.” Thus, one large organ- 
ization through a holding company now 
controls a group of department stores, a 
group of variety stores, a group of food 
stores, a group of specialty stores, etc. 
This one organization could capture up 
to 90% of the total dollar volume of cer- 
tain types of shopping centers. This could 
change the sponsorship of shopping cen- 
ters. 

18. In-home selling and mail order sell- 
ing and telephone selling will continue to 
grow. The same department store mem- 
bers of the National Retail Merchants 
Assn. who voted disapproval of Sunday 
retailing will redouble their expansion 
programs for their telephone order boards 
and will still further emphasize in their 


promotions that Sunday ordering by tele- 
phone is a wonder service (as it is!). 


® 19. The farmers’ market is now attract- 
ing the established chains. For example, 
the Wilber-Rogers women’s apparel chain 
and the Sun Ray drug chains have opened 
a farmers’ market of their own—and plan 
many more for the future. 

20. The neighborhood retail store will 
continue to feel, as it already has felt, 
the competition of shopping centers, far- 
mers’ markets, highway locations and the 
slow but positive re-emergence of down- 
town. Neighborhood retailing is on the 
decline. 

21. Independent merchants will ape the 
large retailers and continue to diversify 
by category. It is interesting to note, in 
this connection, that three out of four tv- 
appliance outlets now carry sidelines and 
that these sidelines provide about one- 
third of their total volume! The sidelines 
in this case include cameras, paint, furni- 
ture, lamps, toys, sporting goods, jewelry, 
floor coverings—even drugs and food. But 
with these independents and their side- 
lines it will be largely a case of too little, 
too late; their net profit shown on these 
sidelines will be a sorry one. 


s 22. Multiple locations within a single 
store unit for certain brands will continue 
to expand in most outlets. This is a trend 
of sizable dimensions, and special fix- 
tures are an integral part of it. 

23. The shopper will have to become 
increasingly sophisticated. The era of one- 
price retailing is, of course, gone. This 
situation will become much worse before 
it improves. 

Conclusion: In general I consider it to 
be axiomatic that any trend in one direc- 
tion must ultimately compel a swing of the 
pendulum in precisely the opposite direc- 
tion. Thus, when nylon hosiery could not 
become more “nude,” it simply had to 
turn to color. When women’s hair could 
not become shorter, long hair had to come 
back. When cars could hardly become 
much longer, the era of the short car had 
to be ushered in. 

When all retailers diversify by cate- 
gory—then ultimately the specialty store 
must return in some new form (as it has 
begun to do in food, as I pointed out ear- 
lier). When retail stores that are open 54 
to 60 hours and more each week, account 
for the lion’s share of their volume in 
one-fifth of the store open hours, then 
total store open hours must ultimately be 
reduced. (The trend away from morning 
openings will accelerate.) 

a + * 

In general, when everybody and his 
uncle head in one direction, that’s a 
good time to look in precisely the oppo- 
site direction for the next great move. 
This applies to just about everything from 
retailing, to manufacturing, to the stock 
market, to the world of fashion, to mar- 
keting. + 


Looking at Radio and Television ... 


Take Me to the Movies, Dad 


By the Eye and Ear Man 

A bitter battle is on between ad agen- 
cies on the one hand and film producers 
and the tv networks on the other. The 
issue is who will be first to see the pilot 
films that are pouring into New York. As 
previously reported here, the conflict lies 
in the simple fact that agencies must re- 
ly on outside producers for their supply of 
that vital can of film that determines just 
how many viewers are going to watch the 
commercial. 

Even the most casual buyer wants to 
see a prospective film on the ground that 
if it’s exciting enough some dormant 
client might get fired up enough to put 
important extra advertising dollars on the 
line. 


The larger agencies often compete with 
each other in their attempts to be “agency 
of record” on a series sponsored by more 
than one brand and with multi-agency 
participation. In those deals, the “agency 
of record” not only gets the credit for the 
package show but also gets 30% of the 
commission on talent for handling the 
package. 


s In former years the minute a new pilot 
film hit the town, the salesmen for net- 
works or packagers rushed it out to the 
biggest agencies and begged for a screen- 
ing. If the salesmen were from a known 
company, or the ingredients were appar- 
ent, the film would get immediate expo- 
sure, 


If the film was from a new or unknown 
company, it might take some time to be 
seen and the group seeing it might be less 
than top level. But if it was good, the 
word would quickly get around and the 
“sleepers” got as much attention as the 
knowns. 

The trouble with this system in the eyes 
of the producers was that the indiscrim- 
inate system led to mass viewing by un- 
qualified critics who joked and made 
cracks about a film that cost the poor pro- 
ducer $50,000. This raucous reception 
often spread a bad impression around 
town and the investment went blooie. 


s This year the pendulum has swung too 
far the other way. The producers and net- 
works have decided to show pilots only to 
a select few who are prospects. They have 
even gone so far as to designate who may 
attend the screening and where it is to be. 

At first there were only grumbles; now 
there are screams of anguish when a 
competing agency discovers that its arch 
rival for the affections of a Lever Bros. or 
Procter & Gamble or Colgate or Revlon, 
etc., has got there first and has the inside 
track. 

The practice of “sneak viewing” is be- 
coming commonplace. Someone who has a 
friend often goes to a neutral corner or 
another agency or the laboratory or takes 
a print home in order to sneak view it. 
This is ludicrous, since most of the films 
aren’t worth the trouble. 


® The real problem lies in the fact that 
the “hot” show is found by emotion rather 
than logic. It comes in from the bottom of 
the pile and in order to find it, the agen- 
cy man has to view hundreds of pilots 
that shouldn’t have been made. But, un- 
less he sees them all, an agency man can’t 
be informed. 

One proposed solution is to have all 
programs introduced to a “first-night” se- 
lect audience composed of top personnel 
of all agencies in a common screening. 


Mail Order and Direct Mail Advertising. . . 
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After that the salesmen will divide and 
conquer, but no one can complain he 
wasn’t asked to see the film first. 

Probably the greatest suffering in the 
new selective viewing plan occurs among 
the young trainees or junior members of 
television departments. This is the group 
of the future who must take over when 
the meat wagon has hauled away the old 
cardiac-ridden incumbents. These are the 
youths who have not had the advantage of 
in-studio experience and have had skimpy 
theatrical background. An important part 
of learning their craft is in exposure to 
every pilot that comes along. 


s Most agencies have a man or group of 
men who see shows as they come in. 
These people have the responsibility of 
showing good possibilities to accounts in- 
terested in the programs that fit the partic- 
ular problem. But the salesman is cur- 
rently missing the prospects that need to 
be fired up by a good pilot, and this is 
the group that is complaining loudly. 

The solution depends on whether the 
season is soft. If it is not, the networks 
will continue to select the shows unilat- 
erally, place them irrevocably in a given 
time period and then shop them around 
to favorite customers—even at the risk of 
congressional displeasure. 


s The grisly part of this story is that it is 
one more step in reducing agency par- 
ticipation in television to that of the buyer 
privileged to participate in network pro- 
gramming. The paucity of big clients with 
wills of their own and money to burn is 
apparent. The agencies can now damn 
well stand in line to get the prime show 
and time possibilities. After that, they will 
be sought after to pick up the marginal 
buys remaining. 

As the antenna is bent, the television 
industry is being shaped, so that the net- 
works will select the shows and control 
them and the agencies and clients will 
buy spots within them, + 


More Material for Direct Mail Users 


By Elon G. Borton 

To your “must have” list of publica- 
tions and materials on the use of direct 
mail, add the Research Reports of the Di- 
rect Mail Advertising Assn., 3 E. 57th St., 
New York 22. These reports are prepared 
for the most part by the 
DMAA research com- 
mittee, but several 
have been written by 
expert individuals or 
built by associations 
such as the National 
Industrial Advertisers 
Assn. the Envelope 
Manufacturers Assn., 
Paper Year Book and 
American Printer & 
Lithographer. 

Size 812x11”, usually printed, they range 
from 22 to 72 pages each. DMAA offers 
them to non-members at from $4 to $5 
and to its members at half these prices. 

Among these reports in my own library 
are: 

Dramatization and Personalization of 

Direct Mail 

Testing: The Scientific Approach to Di- 

rect Mail 

How to Work with Mailing Lists 

Handbook of Industrial Direct Mail Ad- 

vertising 

Envelopes—their Use and Power in Di- 

rect Advertising 

Automatic Addressing 

Paper: How to Fit the Paper to the 

Purpose 

Direct Mail File of 100 Ideas 

Mail Order Strategy 

Direct Mail Case Studies 


Elon G. Borton 
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I suggest that you get at least one of 
these reports and examine it for yourself 
to see if you want more. I have found 
them practical and helpful. 

These research studies make up one 
service of DMAA to its members. Others 
include a subscription to the Reporter of 
Direct Mail Advertising, use of DMAA’s 
fine reference library, a monthly news 
letter and postal bulletins. Beyond these, 
DMAA, as the trade association of direct 
mail, works constantly to improve and 
protect the industry. 

It is one association that every user, 
supplier, and worker in direct mail should 
support. # 
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WHAT’S HE PUTTING INTO THIS VIOLIN THAT 


HELPS YOUR PRINTING HIT THE RIGHT NOTE? 


What's in a fine violin that helps give 
it a brilliant tone — a more beautiful 
look? Hardwood! What's the secret of 
making finer bond paper? Hardwood 
if you know how to use it. And 
Hammermill does with an exclusive 
hardwood pulp called Neutracel®. 
Hammermill’s Neutracel unlocks 
the secret of hardwood to give Ham- 
mermill Bond greater opacity—gives 
your printing better contrast, a 
crisper look. It helps you produce 


better-looking letterheads, enclosures, 
business forms. Neutracel blends with 
other quality pulps to knit all the 
fibers together more closely—smooths 
out the tiny ‘hills and valleys’’ you 
find on the surface of most papers. It 
gives Hammermill papers a smoother, 
more level printing surface than was 
ever possible with softwoods alone. 

And new Hammermill Bond has 
greater strength and bulk; neater fold- 
ing, too. Neutracel gives a more 


important snap and feel that says 
quality. It makes good printing look 
even better. 


You'll like new Hammermill Bond 
with hardwood’s finer fibers. So will 
your customers. Hammermill Paper 
Company, Erie, Pennsylvania. 


Ask for 


MMERMG 
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with Neutracel’s finer fibers 
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Your reproduction’s 
as good as gold on 
Hammermill Opaque 


You get finer detail, truer reproduction when you print 
on Hammermill Opaque. The reason — it’s made with 
Neutracel", the exclusive hardwood pulp that gives 
Hammermill papers a smoother, more level printing 
surface. And, Hammermill Opaque’s dazzling whiteness 
gives colors greater impact — adds sparkle to black and 
white jobs, too. Try Hammermill Opaque for work and 
turn; its greater opacity practically eliminates “show- 
through.” Choose from four handsome finishes and five 
substance weights. 


Lithographed on Hammermill Opaque, Substance 70, Vellum finish 
Manufactured by 


HAMMERMILL PAPER COMPANY - Erie, Pennsylvania 


pre-Hispanic gold work, Colombia, South America 
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Salesense in Advertising ... 


Seek Your Ideas in Your Grasp of Facts 


By James D. Woolf 

How true is it, as I have often heard 
tell, that really competent copywriters are 
naturally gifted with “creative intuition?” 
That they are endowed at birth with a 
certain quick and ready apprehension de- 
nied to ordinary mor- 
tals? That, without re- 
course to inference or 
reasoning, they can 
produce brilliant ideas 
at the drop of a hat? 
That, in short, they are 
happily blessed with 
certain creative facul- 
ties or insights that 
come from they know 
not where? 

There is some truth in it—but, in my 
opinion, not nearly so much as is com- 
monly supposed in some quarters. I tend 
to string along with Edison’s time-worn 
pronunciamento that genius is compound- 
ed of one part inspiration and 99 parts 
perspiration, or words to that effect. 

In this business of advertising I have 
known more than a few men and women 
who have used brilliant imaginations, 
but have failed because they did not add 
information to their formula. In the 
field of invention the archives of the U.S. 
Patent Office are filled with imagina- 
tive ideas that turned out to be imprac- 
tical, and the life stories of thousands of 
persons contain tragedies of inventors 
who put their money, their time, their 
energy into ideas that were doomed to 
failure because their ideas lacked the 
backing of information. 


James D. Woolf 


s In his stimulating book, “What’s Hold- 
ing You Back?” Allen B. Chalfont sug- 
gests a three-point procedure as the im- 
perative first step in the production of 
usable ideas. It is this: 

1. Get command of special facts about 
the subject. 

2. Get command of more facts about 
the subject. 

3. Get command of still more facts 
about the subject. 

My own experience demonstrates, at 
least to my own satisfaction, that ideas 
of merit emerge from the womb of abund- 
ant information. When my information is 
scant and possibly contrary to facts, as 
sometimes happens, the validity of my 
ideas is very much open to question. I 
agree with Columbia’s Dr. Gates, who 
once said that “successful imagining 
depends on the abundance of facts. In 


Employe Communications... 


reasoning and ‘thinking-up’ we pick and 
choose among facts—view this and that 
together.” At the very least, facts give our 
minds a starting point, a place to begin 
creative thinking. 


s The solution of problems—the birth of 
ideas—the progress made in any business 
—does not come by accident. Ideas spring 
from hard conscious work. “Inspiration,” 
Tennyson once said, “comes only after 
effort.” If productive imagination is 
genius, it is to be found here. “The three 
things that improve genius,” said Mat- 
thew Arnold, “are proper exertion, fre- 
quent exertion, and successful exertion.” 

Fact-finding was the method of Lin- 
coln. Report Hendon and Weik in the 
“Life of Lincoln”: “He would whittle 
a thing to a point, and then count the 
numberless inclined planes and _ their 
pitch making the point.” Before Lincoln 
could form an idea of anything, before he 
could start thinking about ideas, he had 
to know the problem inside and out, up- 
side and downside. 

Wrote T. Sharper Knowlson, in his 
“Originality,” a scholarly study of the 
creative mind: “Madam Curie, in search 
of radium, and Selfridge, in search of new 
commercial conquests, exhibit the same 
stages in their procedure: a close study 
of the facts concerned, an effort toward 
realization, a few set-backs, then, finally, 
the desired result... Saturate yourself 
through and through with your subject 
and with all that bears, or may bear, upon 
it, and wait. If the flash of insight comes, 
treasure it, and then patiently work it 
out in all its bearing, remembering that 
no art product is made convincing with- 
out labor.” 


® How reliable, in advertising, are our 
hunches, our flashes of inspiration? They 
are only as reliable as our grasp of the 
problem and all of the facts pertaining to 
it; no more, no less. Any admaker, too in- 
dolent to root out and study all available 
information pertaining to his subject, 
has two strikes against him in his at- 
tempts to produce successful advertising 
ideas. + 


* * Bd 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, Ill., for “Salesense in Ad- 
vertising,” available on five days’ ap- 
proval. 


Right or Wrong in Labor Relations? 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Carl C. Harrington is the editor-in- 
chief of Mill & Factory and an adroit prac- 
titioner in the field of business journalism. 
Since his publication is built around the 
answers to plant operating problems, there 
is much in it that is practical and little 
that is idealistic. You can’t talk dreams to 
a man concerned with production and 
maintenance engineering, but you can 
make sense with facts. 

Some months ago Editor Harrington 
uncorked a regular department which has 
a deep and constant appeal for the boys 
who work in industrial plants. It repre- 
sents a roundup of day-to-day problems, 
and tells how they were handled. Each in- 
cident is taken from some true-life griev- 
ance that went to arbitration. The ques- 
tion is stated, and then the reader gets 


the background of the gripe. At this point 
the nameless departmentalist invites the 
reader to guess whether the in-plant de- 
cision was right or wrong. Then the rul- 
ing of the arbitrator is given. 


® Try some for size: Can a female worker 
be disciplined for refusing to wear slacks 
at work? (Because the arbitrator un- 
earthed discrimination in the girl’s case, 
he ordered compensation for her disci- 
plinary layoff.) Can you discipline a 
worker for calling his foreman a scab? 
(The arbitrator held that the worker’s 
humor was crude, but thai the foreman 
himself needed an improved sense of hu- 
mor.) Is old age just cause for discharge? 
(The arbitrator ruled that inability to do 
the assigned work, not age, would have 
been allowed as cause, and ordered the 
worker reinstated.) Can you fire a union 
steward for threatening a work stoppage? 
(Since there was no evidence that the 


steward actually directed the men to leave 
the job, the arbitrator ruled that discharge 
was too severe.) 

The series is being used, Mill & Factory 
reports, as a tool for training supervisors 
to improve their management and hu- 
man relations skills. The material is em- 
ployed both as a kick-off for supervisory 
training sessions, and for general distri- 
bution by foremen to management. 

Still another audience the series could 
safely reach is the employe communica- 
tions group. Among the scriveners of in- 
dustry there is a continuing tendency to be 
absorbed with how to crop cuts, how to 
write cute headlines. There is too little 
interest in the day-by-day events that go 
to make up factory life. Grievances are 
actually only little gripes full-blown. The 
alert plant communications man keeps 
his eyes open for grievances in the mak- 
ing, uses his communicative facilities to 


arrest a gripe’s development. That’s part 
of his job. 

The more the communications man 
knows about the bench-level problems in 
his company, the fuller service he will 
perform both for the employer and the 
employe. He may sense an employe irrita- 
tion long before it reaches either the su- 
pervisor or the shop steward, and he will 
apply a little of his communications ther- 
apy to calming it down. Maybe it is simply 
a matter of talking with the guy; maybe 
it is a matter of some plain talk in his 
employe magazine, or newsletter, or on his 
bulletin board. He might find himself in a 
jurisdictional squabble, because stewards 
and foremen are inclined to be jealous of 
their rights, but it would be worth a try. 
If he knows what’s going on in the plants 
of America as the grievance machinery 
grinds its way along, he will be equipped 
to help meet problems in his own. + 


WILLIAM BENTON and CHESTER 
BOWLES—the two advertising executives 
who founded Benton & Bowles, rose to 
eminence with it and then left it for pub- 
lic service, one becoming governor of, and 
the other U. S. senator from, Connecticut? 

William Benton, who rose from a $25-a- 
week beginner at the age of 22 to $25,- 
000-a-year-partner of Lord & Thomas at 
29, astonished tHe advertising world both 
by his meteoric rise and by his abrupt de- 
parture from the ad scene just when his 
career there was flowering. Minneapolis- 
born “Bill” Benton, now 58, graduated 
from Yale University in 1921 and worked 
on and off for Lord & Thomas and the 
George Batten Co. (latter Batten, Barton, 
Durstine & Osborn) before marrying Hel- 
en Hemmingway in 1928 and joining Ches- 
ter Bowles to found their agency three 
months before the crash in 1929. 


® Billings of the new agency rose from a 
mere $40,000 in the first six months to $15,- 
000,000 in 1936 when, at 36, Bill Benton 
surprised his colleagues by resigning his 
$50,000-a-year (plus a share of the profits) 
post as chairman of the board in order to 
seek “new and challenging opportunities” 
and “a sense of accomplishment rather 
than money.” He found what he sought 
when his Yale classmate, Dr. Robert M. 
Hutchins, youthful president of the Uni- 
versity of Chicago, persuaded him to ac- 
cept the vice-presidency of the university. 

The university held him eight years un- 
til, in 1945, he took the plunge into gov- 
ernment, taking on the post of Assistant 
Secretary of State. Four years later he was 
appointed U. S. senator from Connecticut 
(1949-53), finishing the term of Raymond 
Baldwin. Failing reelection, he returned 
to the business-academic world as chair- 
man of the board of Encyclopaedia Bri- 
tannica, a post he holds today, and of Mu- 
zak Corp. He donated part ownership of 
Britannica to the University of Chicago. 
Last August Mr. Benton announced his 
willingness to run again for the U.S. Sen- 
ate; a month later he and H. E. Houghton, 
Muzak president, sold Muzak for $4,350,- 
000 in order for Mr. Benton to “gain more 
time for politics and public service.” Then, 
bidding a temporary goodby to his home in 
Southport, Conn., and his office in New 
York, he embarked on a tour of Europe, 
interviewing political and industrial lead- 
ers on behalf of the American Committee 
for United Europe. 


s Adman, politician-diplomat-government 
administrator-author Chester Bowles is 
now 56. Born of an old New England family 
in Springfield, Mass., he graduated from 


What They're Doing Today 


WHAT'S BECOME OF ... 


William Benton 


Chester Bowles 


Yale in 1924, three years behind Mr. Ben- 
ton, whom he immediately went to work 
for at the George Batten Co. as a copy- 
writer. Five years later they teamed up 
with their own agency, taking on such ac- 
counts as General Foods, Procter & Gam- 
ble and Bristol-Myers. Mr. Bowles is cred- 
ited as having been responsible largely for 
creative production and with dreaming up 
radio ideas such as Maxwell House Show- 
boat and such phrases as “double-whipped 
mayonnaise” for Hellman’s. Mr. Bowles 
resigned as B&B chairman in 1941, five 
years after Mr. Benton himself had de- 
parted for other fields. 

Rejected by the Navy as a volunteer be- 
cause of an injured ear, when the war 
came, Mr. Bowles served as rationing and 
later price control director in his state. 
In 1943 F.D.R. made him Federal Price 
Administrator, a post he filled until 1946 
when President Truman named him direc- 
tor of economic stabilization and chairman 
of the economic stabilization board. In 
1948 he was elected governor of Connecti- 
cut for a two-year term and he served 
as U.S. ambassador to India from 1951-53. 
In recent weeks he surprised political cir- 
cles by announcing that he will seek the 
Democratic nomination for U. S. senator 
from Connecticut, competing with his for- 
mer agency partner for the nomination. 


® Among various books he has written, 
his “Ambassador’s Report,” which tells of 
India and its problems, was a best-seller 
(35,000 copies). Today he is continuing to 
write and to lecture on world affairs. Two 
recent books, “American Politics in a Rev- 
olutionary World” and “Africa’s Challenge 
to America” are based on lecture series at 
Harvard and the University of California. 
Now living with his wife, Dorothy, in 
Hayden’s Point, Essex, Conn., he has been 
described by one observer as “a high per- 
centage of idealism, mixed with restless 
common sense and the instincts of the 
great public relations man.” # 
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Contest Contagion 
Spreads Through TV 


(Continued from Page 3) ads will back the promotion; in ad- 
way that duplicates the slogans as) dition the company anticipates sup- 
drawn on the show, they will win | Port from dealers. 

a camera and be eligible for the | ¢ Last week the “$64,000 Ques- 

car drawing. tion” (Revlon, CBS) introduced a 
If you count the prizes, the cost | sort of tv bingo competition (AA, 

of preparing and printing entry March 31), with viewers playing 

blanks and game cards and the pro-|for a stake of $64,000, using the 

motion backing it up, this adds up letters of their own names. 

to a $1,000,000 contest. Mercury’s | 


full schedule of 1,200 newspaper | e Brown & Williamson’s new give- 


away, “Top Dollar,” uses the old 
|dollar bill serial number gimmick. 
Holders of the proper numbers are 
eligible for a cash windfall. 


e Fans of “Dotto,” another CBS 
|newcomer, may win tv sets, refrig- 
erators, mink coats, etc., if they get 
|called by the daytime telecast and 
|if they can identify a dot-sketched 


SAN FRANCISCO CENTRAL TOWER |picture of a famous person. 


e Arthur Godfrey has promised his 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES 


926. 


. 
. 


| faithful following a chance to win, 
“anything reasonable” if they are| 
lucky in his postcard sweepstakes. 


e One new entry in the quiz field, 
“How Do You Rate?,” is convinced 
that some people, at least, like to) 
play games just for fun. That is all | 
that’s offered on this show’s home 
aptitude tests. 


ABC-TV ADDS PRIZES 


In response to viewer requests, 
ABC-TV has started a home jack- | 
pot for “Do You Trust Your Wife?” | 
To make time for the home compe- | 


| 
Siesta in Siberia Is Cool, Man 
BALTIMORE, April 8—Heaviest 
contest activity nowadays is con- 
centrated in the trips-for-salesmen 
and trips-for-dealers area. 
There are so many of them that 
an Olympic tv and hi-fi distributor 
is offering a “siesta in Siberia” to| 


BACK IN BUSINESS—Ford Motor Co. buyers visit a Libertyville, IIL., 


farm to buy ponies. About 1,000 ponies are prizes in an Edsel dealer 
traffic-building contest for youngsters. 


‘ 
j 
— 


from visual clues shown on a board | for her fans. The winning designer 
dealers who sign orders for $82,000 |in the studio. |gets a trip to Europe for two. 
worth of Olympic products. “After| Winners can get a swimming)» Ipana has a “Name the Turtle” 
you have been taken on all the fab- pool, enough gasoline for 10,000 contest going on “Mickey Mouse 
ulous trips offered by our friends|miles, and a piano, among other |Cjub”; the prize is ore of the 
in the industry,” the distributor | things. |most unlikely selections possible 
announced, “you will want to re- e “Anybody Can Play,” which | for kiddies—a diamond ring. Pre- 
lax on your frozen assets. What starts July 8 for R. J. Reynolds, |SUmably it comes in mother’s size. 
pete ase ‘an the cool climes means people at home too. Details |~@ Kellogg is offering $2,000 in cash 
of this one still are being worked | and hi-fi sets in its “Woody Wood- 
out; one idea under consideration: | pecker” picture puzzle contest on 
Ask people at home to guess how |its afternoon film shows on ABC- 
much the studio contestants weigh. | TV. 


DAYTIME GAMES AT NBC 
Housewives who stay home to 


| 

|tition, only two couples will be 
|featured in the studio quiz in the 
future. Home contestants will be | 
telephoned and asked to identify a e Patrice Munsel (Buick, ABC) is 
famous husband and wife team holding a clothes designing contest 


Just off 


THE 


PRESS 


the complete record of-1957 
New Car Sales in Cleveland 


We believe you'll find this study poctinsindy Sales by MAKE 


interesting and useful this year of soli 
selling. It tells you exactly who bought what Sales by MODEL 
Sales by DEALER 


kind of new car from which dealer. The 
Sales by CENSUS TRACT 


greater Cleveland market is larger than 
each of 36 entire states so this thorough 
study can be useful to you both in Cleveland 
and in the national market. 


Write, Wire or Phone for your copy today. 
YOU SELL TWO GREAT MARKETS IN THE PLAIN DEALER 


Here’s how the Cleveland Market sells 4% BILLION DOLLARS 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales 2,247 897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 1957) 


*Akron, Canton and Y t 


s 


The Cleveland Plain Dealer 


Represented by Cresmer & Woodward, Inc., New York, 
Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


*s Counties are not included in above Sales. 
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watch NBC dispense the loot on its 
growing lineup of giveaways can 
share in the handouts on “Dough | 
Re Mi,” “Treasure Hunt” and “The 
Price Is Right.” People who do 
their working away from home 
get a crack at the jackpots on the 
nighttime versions of “Price” and 
“Treasure Hunt.” 

All of these involve guessing the | 
location of a lucky treasure chest | 
or the exact retail price of a raft 
of prizes, or a song title. Astute 
guessers get paid off in prizes or 
money. On the “Treasure Hunt” | 
shows, the home audience gets to| 
compete if the studio contestant 
fails. 


e “Your Hit Parade” has a mys- 
tery tune and an “I Like Hit Pa- 
rade cigarets because” competition 
going. There are more than 1,000 
prizes, including four automobiles 
and a $1,000 charge account. 


e Edsel is using children’s love for | 
ponies to lure fathers into the deal- | 
ers’ showrooms. The “Name the 
Pony” contest being conducted on 
“Wagon Train” (NBC) calls for | 
a contestant to visit an Edsel deal- | 
er to get an entry blank and to 
take a ride in an Edsel. 

The auto maker bought a one- 
shot on “Wild Bill Hickok” on 
ABC-TV this week to publicize 
the pony offer. 


® In addition to all the network 
largesse, there are, of course, in- 
numerable local programs that fea- 
ture prizes or money for the home | 
audience. Several of these shows 
are built around that popular game 
of chance, bingo. 


Print Media, Too, 
Are Widely Afflicted 
With Competitionitis 


New York, April 8—Broadcast 
advertisers have no monopoly on 
the contest gimmick. | 

Contests by the carload seem to 
be offered as print advertisers’ 
method by which consumers can 
beat the recession. 


e Example: Schick is pushing a 
“$1,000,000 Giveaway—Everybody | 
Wins.” Consumers “buy a razor 
or two packs of blades, and we 
guarantee you'll win a prize.” 


e Example: Dial soap is offering 
another oil well (worth anyway 
$25,000). 


e Wheaties is luring ‘em with a/| 
“Win every prize in this picture” 
(a cabin cruiser, ride-it-yourself 
power mower and other niceties of 
the good life, plus $10,000 in cash). 


e National Airlines is offering al 
$25,000 Florida home—plus a year’s 
salary (up to $10,000). 


e French’s mustard has a dilly: 
“Your debts paid, plus a $10,000 
nest egg.” 


e Naturflex bras and girdles has | 
put up 861 prizes, including a 21-| 
day trip around the world for two. | 
All you do is fill out a blank avail- 
able at bra and girdle departments | 
of variety stores. 


e Anybody looking for a quick $25 | 
might pick it up by offering An- 
cient Age an acceptable tip on how 
to remove porcupine quills from a 
dog. 


e Guys worried about the Internal 
Revenue Service might be at- 
tracted to Seabrook Farms’ contest. | 
This makes the top offer: “We pay | 
your income tax.” + 


Katz Voted Ad Unit President 
Joseph Katz, Joseph Katz Co., 
Baltimore, has been elected chair- | 
man of the Chesapeake council of | 
the American Assn. of Advertising 
Agencies. Helen Ver Standig, M.| 
Belmont Ver Standig Inc., Wash- 
ington, was elected vice-chairman, 
and Frank L. Blumberg, Newhoff- 
Blumberg Advertising, Baltimore, 
was elected secretary-treasurer. | 


National Cylinder Gas Co. 
gr scieteraeehaiie. | BIG TOPEKA FOOD FIRM BUILDS SALES WITH 
cago, plans to change its name to| CONSISTENT NEWSPAPER ADVERTISING 


Chemetron Corp. pending approval 
by the stockholders May 6. The 
new name derives from the names 


of the three major industries the | results” 
company serves—chemicals, met- —says E. R. Dibble, Partner, The Dibble Grocery Company. 
als and electronics. 


The new name will be promoted 
through corporate advertising, 
mainly in business publications. 
But no increase for this purpose is 
planned in the company’s $1,250,- 


“Newspapers are the keystone of our advertising program. 
Our company’s nearly three-quarters of a century’s experi- 
ence has shown us that newspaper advertising produces sales 


000 ad budget. 


Smith Joins Legion Magazine 

Charles H. Smith, formerly space 
salesman of Reader’s Digest, has 
been named midwestern ad man- 
ager of American Legion Magazine 
and will operate out of a new of- 
fice in Chicago. Heretofore the 
midwestern sales operation has 
been handled out of Bloomington, 
Ill. 


TO SELL THE 44,114 FAMILIES OF METROPOLITAN 
TOPEKA—-YOU NEED THE CAPITAL-JOURNAL! 


Check these facts! Se 
Metropolitan Topeka's Population increased 36%, from 85,117 in si 
1947 to 115,482 in 1957. 
General Retail Sales rose from $126,334,000 in 1947 to $153,485,000 
in 1957, an increase of 22%. 
Profit from experienced local advertisers like The Dibble Company. 
Put the Capital-Journal on your list to Really Sell . . . Metropolitan 
Topeka and the Kansas Market! 


TOPE KA 


apttal- Journal 


STAUFFER PUBLICATIONS NEWSPAPERS 


FOR BETTER DISPLA 


ie =F: 


A.M. DEECO measures up to big 
assignments because his organization 
is geared for big responsibilities. His 
is a complete display service... 

from design to delivery. 

From this one integrated source you 
can get the best in permanent displays, 
created and engineered to meet your 
selling requirements, and coordinated 
with your selling program. 

Size up A. M. Deeco now... 


ADVERTISING METAL 
S DISPLAY CO 


DESIGNERS AND BUILDERS OF MERCHANDISING UNITS 


CHICAGO 50 + 4621 W. Nineteenth Street /Blshop 2-1242 
NEW YORK 10 + 2 East 23rd Street / Algonquin 4-1295 


Ait Oe SEAN RA TO ASB ANTS SR 
SEE A. M. DEECO + BOOTHS 27-28-29 + POPAI SYMPOSIUM 


= = Sala ae 2a) 


how well A.M. Deeco 
_ MEASURES UP: 


+ Display Specialist 
* 35 Years’ Experience 

+ Designs for Selling 

* Knows Display Objectives 
* Versatile Engineering oe 
* Quality Construction { 
¢ Quantity Production : 
* Any Size Display 

¢ Integrated Facilities 

+ Represented Nationally 
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11 column cash register rack 
R. J. Reynolds Tobacco Co. 
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Continues Analysis of 
the McCann-Buick Story 

To the Editor: I wish to com- 
mend Donald Ephlin on his realis- 
tic dissection of McCann & Buick 
(AA, March 24) and their motiva- 
tions. However, I do not think he 
applied his analysis inclusively 
enough. Pride of accomplishment 
has been largely advertised and 
legislated and ridiculed out of ex- 
istence in today’s America. Any 
square or hipster knows the only 
thing that counts any more is net 
after taxes. 

There was a time, not too many 
years ago, when advertising was a 
remunerative haven for creative 
talent. Agencies were chosen, ac- 
counts were solicited, advertising 
campaigns planned on the strength 
of ideas. There were free men 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


and individualists and imaginative 
thinkers in the advertising trade 
(or profession or field or foundry 
or whatever) and _ advertising 
flourished and became prosperous 
and important to business. 

And so the business men moved 
in to advertising with their slide 
rules and their industrial engineers, 
with their market research and 
their motivation research and their 
pseudo-mathematicians, and told 
the business men with whom the 
advertising men dealt that adver- 
tising is a formula; the organiza- 
tion is the thing; size is the criter- 
ion, because look how much money 
we make. And the business man, 
who knew no other yardstick, who 
instinctively mistrusted creativity 
as he mistrusts intellectualism or 
anything he does not fully under- 


stand, fell easy prey to these rug- 
ged, honest, hard-headed, realistic, 
ruthless arch-purveyors of con- 
formity. 

With creativity relegated to a sec- 
|ondary and suspect role the pseu- 
do-mathematicians offered con- 
vincing pseudo-proof that the way 
|to engineer a successful advertising 


campaign was to copy another suc- | 


cessful advertising campaign. This 
is not theory, they said, this is not 
wild supposition or fanciful orig- 
linality. We found this out by ask- 
ing people and these people reacted 
more responsively to what they 
had been exposed to a million times 
than they reacted to what they had 
not yet been exposed to and so it is 
as plain as the hole in your head 
| that we should do what has been 
done and proved successful. And 


“If you’re gonna edit a magazine, 


you gotta get out in the trade like I'm doing.” 


If you’re looking for any of the 
Haire editors, better look out yon- 
der. They’re on the move... 


talking to manufacturers and whole- 
sale distributors, salesmen, adver- 
tising agents, research people, 
retailers, and clerks behind counters. 


You'll find them at innumerable for- 
ums, trade conventions, press break- 
fasts, luncheons and dinners . . . at 
industry committee meetings, speak- 


ing from platforms, serving on 
panels, 


Before they put their noses to the 
grindstone, they put their ears to 
the ground to get on-the-spot news 
and views — in every major market 
in the land. 


The result: A powerful editorial 
package aimed at increasing sales 
and profits — for the reader and the 
advertiser. 


Speeidliyd TRADE MAGAZINES 
HAIRE PUBLISHING COMPANY © 111 FOURTH AVENUE ¢ NEW YORK 3 
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|advertising left the bedchamber of |Lab—the only non-tranquilizer 


The successful ad campaign to- 
day is, generally, the result of sheer 
bludgeoning weight coupled with 
the merchandising skill or cun- 
ningness of the client. 

But let us not be naive or hypo- 
critical and prate of ethics. Be- 
,cause, if you grind down thru the 
jultimate pretentious facade and 
stand, finally, face to face with our 
hipster god, the genuflectual buck 
enshrined, you know there are no 
ethics in big business. And adver- 
tising, today, is big business. 

Ned O'Neill, 
O’Neill Co., St. Paul. 


e e 7 
AA Gets a Pat and Squawk 
on the Ethical Agency Story 

To the Editor: This letter is both 
by way of a pat on the back and 
a squawk. 
| Pat on the Back Dept.: You are 
| to be congratulated on your gener- 
ally excellent piece (AA, March 
24) on “Ethical Drug Field Goes 
|Booming Along,” which on the 
| whole provides an informative re- 
|view of the status of activity in 
| this advertising area. 

Squawk Dept.: Somehow or 
|other, you managed to give Noyes 
|& Sproul Inc. rather cavalier 
| treatment. 
| As the third largest agency of all 
| those you referred to in the ethical 
medical field, you generously al- 
lotted to us six lines of copy, 
| against eight to 11 lines for other 
agencies billing one-half to one- 
third of our volume. 
| Furthermore, of the 16 firms 
|mamed as among the “major eth- 
ical drug advertisers,” two are 
handled by Noyes & Sproul Inc. 
No other agency handles more! 

Furthermore, whereas—having 
| played up Bristol Laboratories as 
/one of eight firms whose adver- 
tising program deserved special 
mention—you credited this ac- 
count to Paul Klemptner & Co. 
(which handles a minority of the 
account) and to Robt. E. Wilson 
(which handles none of the ac- 
count), but did not credit it at all 
to Noyes & Sproul Inc. (which 
handles the majority of the ac- 
count)! 

This, despite the fact that you 
reproduced at the top of Page 72 as 
a major illustration a double 
spread advertisement on Tetrex- 
APC, prepared and placed by 
Noyes & Sproul Inc. for Bristol 


art and went to lay with business. advertisement reproduced. (Inci- 


dentally a rather poor reproduc- 
tion, the orange areas being repre- 
sented in almost solid black). 
How come? 
A. E. Sproul Jr., 
President, Noyes & Sproul Inc., 
New York. 


a 
Asks Coverage of Chicago 
Ethical Drug Agencies 

To the Editor: Last night I had 
the pleasure of reading, with con- 
siderable interest, the ethical drug 
story in the March 24 issue of 
ADVERTISING AGE. While your peo- 
ple did an excellent job of report- 
ing various phases of the ethical 
industry progress, there was a 
complete omission of coverage of 
the Chicago ethical agencies. 

Having pioneered this phase of 
the pharmaceutical business, we 
were chagrined not even to have 
had our name misspelled. In re- 
cent years the midwestern agencies 
have done rather well from a 
growth standpoint. Our own busi- 
ness, for instance, has increased 
every year for at least the last 20 
years. As a matter of fact, just 
next week we will move to new 
and larger quarters at 36 S. 
Wabash. In 1958 we expect to add 
to our staff by as much as 50%. 

Since you had the story of the 
eastern picture, you might like to 
develop the midwest story in terms 
of manufacturers and agencies 
other than Lilly and Abbott. 

David N. Hagues, 

Vice-President, Harry C. 

Phibbs Advertising Co., Chica- 

go. 

. . e 


Booklets Help Spread 
the Plea for Integrity 

To the Editor: After S. R. Bern- 
stein’s recent talk to the Atlanta 
Advertising Club, I requested a 
copy of his material, “Let’s Make 
the Real America More Like the 
Pictures in the Ads.” Upon receiv- 
ing this, I passed it around to sev- 
eral of our agency executives who 
read it with great interest. 

I have had several requests for 
additional copies of this, some from 
our clients and several from local 
Atlanta clergymen. 

I would appreciate your sending 
four or five more copies if they 
are available. 

John V. Bonta, 

Liller, Neal & Battle, Atlanta. 

Mr. Bernstein’s talk is available 
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REVERE PHOTOENGRAVING CO. 
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712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


i Sh ee Be eee ee ee eee er er ee lo ae er a ee ook eee” ty eB oo a ee a et 
= Ae A 7 «ie es Re atin Wes oo sail nore — : ee ae 4 Saige So ee ‘ a — ee ace fin ia Bye eee. a 
<a Se it = an po oe re: ; ee : = fe ay Me ae ner Ke ic ee i ee ee ae a 
ae. ie. Ps ee S sets es os, i ee. Be ey + “eee ae 
f Be’ ee ore : Spat al ‘4 nie: igri lie ices Bs alt PSs ae a jae Tie . ie age e i, ee "CE Ae a eee Bp + 5 a saa. pee {jae geile Mle. pee 4 S Nera —_ ios eras ee 
ean = i etre eee EOD f ie ex Boa! es Poe Ce ra BS | a ae ASP. Bea ae te wee Susy a MRE ORME SRI TS Wy SCS ee ae a ee er Oe ee 
; a Pye in ‘ Pit ‘i mis 2 Sa » s , « : wt Lae w= ° . es 
“eile - 
i be t 
: 7 ee 
4 iq 
= | 
‘- | 
a | 
eo” 
di, 
a 
ce 
: Smee As 2 
‘eam a - jw 
wt, GS 
j u ; : ? 
. é AM \ - / Pe eaes 
re is DY rh... \ 
; ofr £ Nae 
j ¥ ; : F 
ss cas < \ /B -\ \ 
eos ; f ~ mG S 
: m/\y &% Ne 
ne . 
on _N Ae ey 
i * aad y — 
fi sf ; a : 
bes a . a Pate” 
ey d 2 ey _—— a « » as | 
eS i ; : we gtd. ng a a ne ey 
Wy . ¢ S = ae % re 4 \" 
see re; > 3 = yp hae ¥ y 
th bs “ey a + Sek 
ey ae ae a , -. # f #) RC 
te ee tis i ae i . . > cH, tte 
re i . 7 
Tag 
shad: pe pe —_—_------—err eee - — 
COLO OC OOOO 
ay ‘ = :, 
Shot . conta: ie fie z é 
na ee ef ney ; 7 e lie ed is 
Pe . an ve " a thesis ‘ 
ag I ~~ ad ee 
es ’ \ i. : r 
d she a \ f , 
KY ps : x o> geil and 
A, ' a ee NIGHT 
* 2 = — . | i te _ 
ra ~~ Sa - ety 
‘ ’ 77 
gt Ss *, ‘ 4 
; 7" 7 
es | 
;  —_— al “ 2 
re 
Housewa LUGGAGE * 008 it (America’s First Engraver) 
res TH « 
: @ Zvi \\8s @ , a 
z : i — a2 
* Handbags é Accessories COR - fants 
- . . mp. 
SET [Cites Reve 
- @ oO UNDERWe ap REView 
4 TT 
| fo \| TOYS 
| ® AND Noy Te 
Es 
@ 
" 
WS . 


Advertising Age, April 14, 1958 


in booklet form at 10¢ a single copy, ticle in our last year’s review, Scott tissues that women are theiris a favorite trick of those who, 
or 5¢ a copy in quantities of 100 or Figures under the heading, “Inter-| market ...and how smart to di- subscribe to voodooism. 


more. 
° 

To the Editor: I was very much | 
impressed by the talk you gave at 
the San Francisco Advertising Club 
on Jan. 22. Upon hearing my com- 
ments on the talk, the pastor of our 
church asked if it might be possible 
to obtain a copy of your talk, or 
pertinent information that might} 
be useful-in developing a sermon 
along the same line. He realized) 
that you used a great many slides, 
but thought that even so you might | 
have information that you could 
conveniently send that would be 
likely to be helpful. 

I wish to congratulate you on the 
effort you are expending toward | 
making “the Real America More 
Like the Pictures in the Ads.” 

Reverend Trexler and I will be 
very grateful for any material or 
data that you may be able to send. 

J. A. Corlett, | 

Advertising & Sales Promotion | 

Department, General Electric 

Co., Apparatus Sales Division, | 

San Francisco. 

* 

To the Editor: The Chicago Fed- 
erated Advertising Club meeting 
the other night was enjoyable, but 
I’m doubly glad I went because it 
gave me an opportunity to pick up 
your booklet, ““Let’s Make the Real 
America More Like the Pictures in 
the Ads,” which otherwise I might 
not have seen. 

That’s great stuff. I wish it were 
possible to give what you have to 
say the widest possible distribution 


| 


because, believe it or not, there arelthe U. S. alone. It belongs in the 


lots of people in business who think 
as you do and lament, as you do, 
our decaying morality. There are 
enough of them to do something 
about it: trouble is, they aren’t ar- 


ticulate. It’s not part of the code of | 


decent people to make a point of 
their own righteousness—you don’t 
see any counter-statements' to 
“Nice guys don’t win ball games.” 

“You gotta be realistic,’’ which 
means that other people cheat, so 
we must, too; or, by the same 
token, it means that if you stand 
aside to let the women who are 
waiting for a street car get on first, 
you may not get a seat. It means 
that if the buyer of printing wants 
to borrow $50, you ought to lend it 
to him, although you know it won’t 
be repaid. After all, you make 
more than that out of his account— 
don’t be a sucker! 

The compensations of getting old 
are few and far between, but one 
of the most valid is that you learn 
not to go for that stuff. You learn 
that there are still enough decent 
people left, people of high ethics 
and sincere honesty, so that you 
can cut the crooks right out of your 
life and still get along. Maybe, 
though, the youngsters growing up 
nowadays will never have an op- 
portunity to learn that. They won’t 
if the philosophy continues to grow 


that there are but two measures of | 


a man: one, his ability to make 
money, regardless of the means he 
uses, and two, his physical courage, 
regardless of the cause in which it 
is displayed... 

I’m enclosing a buck, for which 
please send me ten copies of your 
speech. I’m going to enclose them 
with the next ten letters I write. 

Bill Bond, 

Stewart & Fryer Inc., Chicago. 

e 


Integrity Campaign Belongs 
in International Field 

To the Editor: Should you hap- 
pen to remember the short article 
I sent you in 1956 so kindly com- 
mented on in ADVERTISING AcE of 
Feb. 27 of the same year under the 
heading “Swedish Adman Sug- 
gests Ads as Medium of Under- 
standing,” you would surely also 
expect this letter after publishing 
your own excellent speech about 
admen’s fight against moral decay 
(AA, Feb. 10). 

As a matter of fact, my letter to 
you was later worked into an ar- 


29, see enclosed). 

This article later received some 
attention which may prove inter- 
esting to you. 

The 600 delegates to the second 
international advertising confer- 
ence held at the Hague in Septem- 
ber last, heard most of that ar-| 
ticle recited during the opening 
ceremony in the historical old 


| “Ridderzaal” by the president of 


the International Advertising 
Assn., George E. Kendall. The ar- 
ticle was also quoted in full in the 
congressional issue of “IAA-' 
News.” 

Should you find time to read 
this article in full, you would dis-_ 
cover some very tangible simil-| 
arities in thought as compared) 
with your recent speech, which) 
will easily explain my own enthu- 
siasm when carefully reading your 
now famous and much commented 
words. To me your most admirable 
initiative appears promising as 
well as brave considering the for- 
midable powers behind these many 
destructive activities which are 
today by no means exclusively “an 
American evil.” You would easily 
discover the very same _ thing 
rapidly emerging in Sweden, for 
example, as well as in many other 
countries. 

The very Christian action which 
you have thus sponsored, this cru- 
sade which all decent men and 
women in every land would ap- 
plaud, ought not to be limited to 


international field and is in my 
opinion closely related to the great 
and burning problem of interna- 
tional understanding and good will 
between peoples and countries of 
differing culture, language and re- 
ligion toward a friendlier and more 
cooperative world. 

With admiration and every wish 
for a maximum of success in this 
your forthright undertaking. 

This could and should spread! 

Nils O. Melin, 

Advertising Manager, Aktiebo- 

laget Addo, Malmo, Sweden. 


Gives C.M. a Woman's View 
on ‘Most Noted Luxury’ 


To the Editor: I was amused to 
read Creative Man’s Corner, March 
10, on the Scott toilet tissue adver- 
tising, and am moved to unsheath 
my jonny mop in gallant(e) de- 
fense of the ad. 

Mixed up? Not the ad! If any- 
thing or anyone, perhaps the writ- 
er of the column...and small 
wonder, since he’s a man. Ask a 
woman what she thinks. (Ladies’ 
Home Journal might find a case in 
point here for their wonderful 
“difference between” series.) 

I remember very well the little 
| thrill of delight I felt the first time 
I saw colored toilet tissue. And, I 
remember, too, that my first 
thought was, “How very luxurious 
to have colored tissue to match the 
bathroom decor!” 
| As of now, I wouldn’t consider 
| hanging any hue but a soft canary 
|yellow on the roll holder in my 
own bathroom, and I find it jars 
my very psyche to see white paper 
in an otherwise well-appointed 
bathroom, or toilet room, if you 
wish. 


As for the texture of the paper, | 


our Creative Man must be singu- 
larly insensitive (at least locally) 
if it makes no difference to him 
whether paper is harsh or soft. 


And, were he not so insensitive) 
and, were he a she instead of a he! 


(using tissues to on-and-off make- 
up at least twice a day), he’d have 


| 


a great respect for the softness of 


“facial quality” tissue, ie., tissue 
soft as the soft kind that’s kind to 
the face and, therefore, kind in any 
case. 

No wonder Creative Man 
,mixed up. Creative Woman 
wouldn’t be. How fortunate for 


is | 


| national Advertising and Interna-| rect Scott advertising to women A long time ago, it may have 
|tional Understanding” (Pages 28-| instead of callous* men. 


worked! On the basis of “what! 
worked once may work again,” we} 
herewith enclose a voodoo image 
of “Old Man Depression.” Try the 
ancient hex and see what happens! | 


P In the interim, we're not sure if 
Calls It Un-American “positive thinking,” “reduced 


to Panic at Bad News taxes,” “increased governmental 
To the Editor: As you know,spending”—or what have you—is 
sticking pins in images of enemiesthe answer. But we do feel it’s a} 


*Tho lovable. 
Evelyn Dunn, 
Cambridge, Mass. 
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little un-American to panic under 
every bit of bad news. We feel a 
little like repeating General Mc- 
Auliffe’s famed, “NUTS!” 

Therefore, if you can have a 
little fun by passing on this philos- 
ophy of voodooism to your friends 
and public, fine! But it won’t fore- 
stall a depression or deny a re- 
cession. 

Hard work might! 

James F. Cooke, 
Fitzgerald & Cooke, Chicago. 


ONE OF A SERIES 


TURN OFF 
THAT BUBBLE MACHINE 


MEN, WE NEED ONE MORE 
IMPORTANT ACCOUNT IN 
THE FOOD AND GROCERY 


: 


——_—— 


GOOD // you"RE 
JUST THE AGENCY 
TO HANDLE Our 
YO-YO ACCOUNTZ 


OF RECURRENT FANTAS/ES AT 


GUILD, BASCOM Axo BONFIGLI , Inc. -ADVERTISING- 
@ SAN FRANCISCO-LOS ANGELES , NEW YORK, SEATILE 


..BILLS HIVE 


or 7 
AND THATS OVER 
HUNDRED //4 MILLION BUCKS 
/ (..EVERY 200 Years... 


TODAY «+. _ 


NEWS FLASH: 

UP NORTHWEST WAY, G.B.4x°B HAS 
TAKEN [87 PRIZE IN REGIONAL COMPETIT/ON 
WITH FIRST OUTDOOR BOARD FOR THE|R 
NEW HEIDELBERG BEER ACCOUNT... 


OTHER G.B.anoB. ACCOUNTS INCLUDE? 
SKIPPY PEANUT BUTTER, NUCOA MARGARINE, 
RALSTON WHEAT CHEX ano RICE CHEY , RY-kpRIsP 
|| AND INSTANT RALSTON, MOTHER'S COOKIES 

HARRY AnD DAVID'S FRUIFOF-THE-MONTH , FARMER 
JOHN'S HAM ano BACON > MARY ELLEN'S vas 
AND JELLIES AND GREAST-O-CHICKEN TUNA. 


? 


| 
| 


is 


THAT MAY BE... 
BUT WE SPECIALIZE 
IN FOOD ACCOUNTS. 


Vets... we 
TURNED DOWN A 
MILLION DOLLAR 
FOOD ACCOUNT 
% THE AGENCY// 2 
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Television Booming, Its Big Future 
Potential Is Local, Says TvB’s Cash 


(Continued from Page 3) and he points to Sears, Roebuck’s| 
tough. Network time sales hit a decision to go into magazines last) 
peak in January. Spot tv continues | year. So TvB is paying attention | 
to grow. The medium showed a)|to retailers, and will pay more as| 
handsome gain in 1957, and should | time goes on. “Only retail is a/| 
pick up another 6% in 1958—net- | ‘blind’ area,” he argues, adding 
works up 3%, spot 8%, local 10%.) “television’s great future potential 
New facilities in such markets as|is local—retail—advertising.” 
Boston, New Orleans and Pitts-| Research will show, he insists, | 
burgh will make themselves felt, that newspapers aren't delivering | 
give advertisers a better shake. for retailers as they have in the 

“What is this softness junk?” Mr.) past. And tv is ready to come to the | 
Cash asks, combatively. “Sure,!| beleaguered retailer’s aid. 
some advertisers want a change.| 
But where do they go? They stay | ‘ 
in television. All they want is a) 
different kind of show or a dif- 
ferent kind of combination. It’s) 
certainly not a defection from the 
medium.” 


National Stays Up | 


There’s no question about the 
big national advertiser, Mr. Cash | 


“Sure, some advertisers want a change. But where do they go? They 
stay in television. All they want is a different kind of show.” 


asserts. Television is his number |to offer, and will have still more|prepared for increased costs, al- 


® The eyes of TvB, Mr. Cash says,/one medium (among AA’s 100 
are cocked at the retailer, long an|leaders, tv accounted for about 
exclusive source of revenue to the 46% of total measured expendi- 
newspaper business. “Retailers use|tures) and his proportionate in- 
up their efficiency in newspapers,” vestment will grow. 

the TvB president says earnestly,| It will grow because it has more 


Advertising managers and agency production 
you, “It’s Washington for better engravings and fast 


jin the future. 


“We've sold oceans 
of gray beer,” Cash recalls, “but 
once we get color! You add sight, 
sound, action and color and it’s 
Jenny, bar the door!” 

But advertisers will have to be 


men will tell 
service.” 


Try us once, and you'll know they’re right! Wherever you’re located, 
whatever your problems . . . just specify, ‘““Engravings 


from Washington.” We'll do the rest! 


Skillful, 


° dependable ice, always. R.O.P. color, too! 
washington diate Whokavine COMPANY 


. FRANKLIN 2-6343 


118 SOUTH CLINTON STREET . CHICAGO 6, ILLINOIS 


though TvB says firmly that “we 
will continue to price ourselves to 
a highly competitive cost per thou- 
sand.” While the rate pattern is 
sure to go up, Mr. Cash says it’s not 
going up as fast as it should, and 
he sees little possibility of rate 
reduction. 
spent with tv continue to grow. 
Advertisers will, he believes, 
benefit from more _ spectacular 
treatment. “Show business runs in 
fads,” Mr. Cash comments, and he 
believes tv will rake in a lot of 
new revenue from advertisers who 
want to arrange a_ spectacular 
splash “say, four times a year.” 
Advertisers have historically done 
pretty well with the spectaculars, 


even when they were working new}. 


ground—he cited General Mills’ 
success with the World Champion- 


ship Rodeo, which reached more) 


than 12,000,000 homes. 


|@ The spectacular offers a chance 
ifor the advertiser to change his 
pace, to put a new look on his| 
product, to give it a special push. 
| He pointed out that NBC now sells | 
a 52-week contract (with the right 
to preempt an advertiser not more 
than twice per year) so that it can 


| keep vital time spots open for the} 


occasional advertiser who wants 
something out of the ordinary. 
And as an example of how to get 
something out of the ordinary, he 
cited the decision of the Oldsmo- 
bile division of General Motors 
Corp., which—confronted with de- 
jlays in introducing new models in 
November and the March over- 
seas assignment of star Jerry Lewis 


—invested $215,000 in tv spot, with | 
|Lewis on film urging viewers to} 


|come to Oldsmobile dealers’ show- 


oy 


EW 


a cshtesovesel Forum /the magazine of building/ published by TIME INC. 
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rooms to inspect the car. 

And, of course, he cited the in- 
evitable Lestoil—Adell Chemical’s 
| little wonder, whose tv spot budget 
‘rose from $62,000 to $6,000,000, a 
rise geared directly to zooming 
sales, and pivoting on low-cost 
run-of-station tv spots. 


Pay Tv Is Dead 


| One thing t the Television Bureau 
| of Advertising isn’t worrying about 
| is pay—or toll—television. Coming 
|close to the immortal verdict of 
| Charlie Dressen on the pennant 
chances of the New York Giants, 
Mr. Cash said, “Pay tv is already 
dead.” 

As far as he’s concerned, “The 
Bartlesville thing is pretty clear.” 
That is, it is a fiasco. That it is such 
a fiasco surprises him a little— 
“if I were interested in that opera- 
tion, I wouldn’t have let Bartles- 
ville fail. I'd have found some way 
to get the people to get the money 
up. That isn’t a lot of money for 
the kind of money those people ex- 
pect to get eventually. That’s no 
matchbook operation.” 


Ahead for TvB? | 


Early in 1958, the Televis.oa Bu- 
reau of Advertising had 240 mem- 
| bers, including the three networks. 
| It hopes to add about 30 more this 
year, and with the gradual growth 
of the industry to 750 outlets, to 
add a great many more. 

During the year it hopes to open 
a Chicago office (it now has New 
York headquarters, and a branch 


in San Francisco). 


® Without a field force, the New 
| York staff has necessarily done a 
| lot of traveling. Mr. Cash estimates 
jthat he spent 52% of his time in 
|1957 away from home base in New 
| York. 

The TvB technique calls for re- 
| peated sales calls on individual ad- 
| vertisers, and some of the statistics 
lare impressive. So far it has made 
|ten calls on Sears, Roebuck. Last 
year TvB men made 950 national 
sales calls, plus another 96 on re- 
tailers. 


® As is fairly common to other 
promotion bureaus, TvB stresses 
the role of research in its future 
operation. 

“That’s a frustrating part of our 
|business,” Mr. Cash _ confesses. 
“We've got a lot of figures avail- 
able for advertisers. Still, you ask 
yourself, what is it that people 
want to know? And then, how do 
you tell it to them so they under- 
stand it and get maximum use out 
of the information?” 


® TvB scored a major _ break- 
through early in its career when 
it produced the first national tv 
spot figures, which now are avail- 
able on a quarterly basis and in 
an annual recapitulation. When 
Publishers Information Bureau 
dropped network tv expenditures 
from its service at the end of 1957, 
TvB made a deal with Leading Na- 
tional Advertisers and Broadcast 
Advertisers Reports to make net- 
work expenditures available. 

Right now, Mr. Cash can see a 
running rate of about $60,000,000 
a month in network television 
billing. He points to the revitalized 
ABC, and envisages a time when 
all three will be on a fairly even 
‘teagaaes 


® He thinks the congressional in- 
vestigations of networks have 
about run their course, and that 
little will come of them, and he 
noted the devastating effect of the 
testimony of the network heads 
jand especially Dr. Hugh M. Be- 
ville, NBC’s research chief. 
Meantime, the steady buzzing of 
the tv business goes on around the 
TvB; Mr. Cash was quick to cite 
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| Cutler-Hammer Staff Named 


| J. M. Cook, recently appointed 
to the new position of vp-market- 
jing, Cutler-Hammer Inc., Milwau- 
| kee, has named his new marketing 
staff. Included are E. B. Fitzgerald, 
apparatus sales manager; L. P. 


|Packard-Bell to Feature Big 

League Players in New Push — 
| Packard-Bell Co., Los Angeles, 
| will feature stars of the Los An- 
geles Dodgers and the San Fran-| 
cisco Giants in its spring campaign | 
for tv and radio sets and hi-fi units | 


m PRESBYTERIAN LIFE 


THE MEETING PLACE OF A MILLION RELATED FAMILIES 


————_ | Niessen, advertising and public re- | during April and May. “We Came | 
— J lations manager; F. A. Wright, gen-| West and Found the Best” is the) A million active families meet twice a month in 
G eral sales manager; and R. C. Mon-/|theme of the push in which out- | 
: ah, | ahan, marketing research manager. | door advertising will be the princi- PRESBYTERIAN LIFE. They meet, too, in church- 
- 7 pal medium. Robinson, Jensen, connected and social situations, where they share 
| White Joins Reuter & Bragdon Fenwick & Haynes, Los Angeles, li ae ‘ 
amen oe Sam D. White, since 1946 with is the agency. a mutual interest in their magazine: its news, pic- 
Batten, Barton, Durstine & Os- tures, features—and its advertisements. 
- born, first as copywriter and| WLOK Promotes Bartusch 
ithen as an account executive, has Robert Bartusch, formerly ac- 
? " .. |joined Reuter & Bragdon, Pitts-|count executive with WLOK, PRESBYTERIAN LIFE 000 6. HITED 6E., CUNARD 9, 0A, 
“We've got a lot of figures avail- 


New York + Boston + Chicago 
San Francisco + Los Angeles 


burgh and New York, as an ac-| Memphis, has been promoted to as- 
count executive. He will counsel on| sistant manager of the radio sta- 
graphic arts accounts. tion as an account executive. 


able for advertisers. Still, you ask 

yourself, what is it that people 

want to know? And then, how do 
you tell it to them?” 


the rise in viewing figures when | 
John P. Cunningham, president of | 
Cunningham & Walsh, thought a) 
“boredom index” was rising, and | 
he argues that the discussion of 
double and triple spotting is large- | 
ly confined to late movies—and 
limited to a small number of sta- 
tions. 

But this is largely incidental: the 
main task of the bureau is to sell 
a larger number of advertisers on | 
a medium which was first in 1957, | 
shows gains in 1958, and oon 

| 
| 


to claim more than one out of every 
two national ad dollars in 1965. + 


West Coast Lumbermen Vote 
to Join National Ad Effort 

Stockholders of the West Coast. 
Lumbermen’s Assn., Portland, 
Ore., have approved a plan to join | 
with other regional associations in| 
a nationwide promotion for lum- | 
ber. 

The promotion program ap-| 
proved was that prepared by the 
National Lumber Manufacturers | 
Assn., and would be in addition to | 
the separate program run by the 
West Coast group. Participation by | 
West Coast mills is contingent up- 
on approval of at least 75% of the) 
membership. The cost ranges from 
10¢ to 13%¢ per 1,000 board feet | 
of lumber produced. 


| 


is 
Ramsey Gets Auto Service 


Show, Two Other Accounts 

L. W. Ramsey Advertising 
Agency, Davenport, Ia., has been | 
named to handle promotion and | 
publicity for the International | 
Automotive Service Industries’ | 
show, to be held in Chicago Feb. | 
18-21, 1959. 

Ramsey was also named the 
agency for Michael-Leonard Co., | 
Davenport, and Broadlawn Prod-| 
ucts Co., Orion, II. 


CLOSER 
THAN 


TOMORROW 


Ask a man what he'll do next month 
Armour Boosts Thomas hi . , 
Jesh ‘Themes, general menager and his answer—like his plans— 
of the Omaha plant of Armour & | will be up in the air. Ask him what he 
Co., has been named vp and gen- | ‘ 
did yesterday, however, and you can 
expect a reasonably accurate 


' 
eral manager of the packer’s new ORES SO OR SES Lee —e 
account of his activities. 


first five magazines based on 
an average day’s readership 
during December, 1957: 


midwestern marketing area. The | 
new area is the sixth to be created 
by Armour in its decentralization 
program. : 
That's the premise of research 


Mackes, Taylor Named now being conducted by one of 


L. A. Fish Engineering Co. has | ae ; . Magazine Read Yesterday 
sguubeted Mathes & Tuyne, Aten | America s leading business analysts, 
town, Pa., to handle advertising | Sindlinger & Co. TV GUIDE 14,603,000 
for its new Craven saw division, , 
Phillipsburg, N. J. “Read Yesterday”—says Sindlinger— payremnsingiestecoean ae 
—- represents the number of persons ae 6,024,000 
over 12 years of age who said they Saturday Evening Post 5,834,000 
“ ” $ ‘ 
read” a magazine “yesterday.” Look 2,659,000 


* 
Source: Magazine Reading Trends, 
Sindiinger & Co., 1957 


Malcolm 


does 
at! 


} 

| CIRCULATION NOW OVER 6,300,000 TY) 
| 

} 
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THE | 


LANDING\ — 


STRIP \ 


Nielsen Network TV 
Two Weeks Ending March 8, 1958 


Copyright by A. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 


C. Nielsen Co. 


Homes 
Rank Program (000) 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cccccccccccsceeeseneeseeeeee 18,700 


as seen by 1 
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Conover Will Filed tor Probate | Beet Products Co., Saginaw, Mich. 


The will of Harvey Conover, 
president of Conover-Mast Publi- 
cations, New York, was filed for 
probate April 2 in the surrogate’s 
court at White Plains, N.Y. Mr. 
Conover and a party of four on 
his yacht, 
missing since Jan. 2 off the Florida 
,coast (AA, Jan. 13). Mr. Conover’s 


| The Midland agency also ap- 

|pointed Nicolo Gagne to its art 
staff. He formerly was assistant art 

| director of the graphic arts depart- 

/ment, Mercury-Edsel-Lincoln divi- 
sion of Ford Motor Co. 

| 


Revonoc, have been! 


‘Atlantan’ Names Admen 
George Mauldin has been named 
advertising director of The Atlan- 
tan Magazine, new weekly publi- 
‘cation of Quality Features Syndi- 
cate Inc., which is scheduled to 
debut in late April. Joe Porter has 
| been named advertising sales man- 
and Garland M. Slater is 
business manager. President and 
publisher of the Atlanta-based 
magazine is C. J. Broome. 


Poretz Joins Topps Gum 

Melvin N. Poretz has resigned 
from S. Jay Reiner Co., where he 
was director of television and ra- 
dio sales, to join Topps Chewing 
Gum, Brooklyn, as sales promotion 


2 Perry Como Show (Several sponsors, NBC) estate is estimated at $3,000,000. 
SON BURSON 3 Bob Hope Show (Plymouth, Johnson Motors, NBC) .........ccccccccsceeseeeeseesseeees 16,873 Action on the probation of the will 
| 4 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............ccccc0sceeeeeees 16,618 will be held up pending hearings 
E . n 5 Danny Thomas Show (General Foods, CBS) ...........ccccccccccccccsseceesneerseeeersvnees 15,725 by the surrogate to determine 
xperience is many things to many 6 Ee eR ne ae ee er 15,42 whether Mr. Conover is legally 
i To the begianet <—s — 7 Sugarfoot (American Chicle, Ludens, Colgate-Palmolive, ABC) ................ 15,300 dead. The estate will go to Mr. 
epment - 23S SS hes 8 Steve Allen Show (Several sponsors, NBC) .........cccccccccccccesceeeeeeees _Conover’s surviving children, Har- | ager, 
pleasant hiss. To the employer it is , Pp ey Jt. Mrs. Deretay Kinader and 
something he pays to develop, or pre- ” Wyatt Earp (General Mills, Procter & Gamble, ABC) vey or. : y gsiey a 
fers to buy in prepared form, with 10 Shirley Temple's Storybook (Breck, National Dairy, Hills Bros., NBC) osce 14,918 Mrs. Frances Gagney. The will of 
either crew-cut or flare lift. Dis- Mrs. Conover, who was aboard the 
agreement about its value is one of PROGRAM POPULARITY* yacht with her husband, left an 
the things that keeps employment Homes | ¢Stimated estate of $500,000. 
agencies going. Rank Program (%) | 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .............cccccccccccccceseseeseeeeeveee 45.0 | Church & Guisewite Gets 
2 Perry Como Show (Several sponsors, NBC) ..........0... 41.4 Beet Account; Gagne Named 
x* * * 3 Bob Hope Show (Plymouth, Johnson Motors, NBC) 40.6; Church & Guisewite Advertising, 
4 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..............cc0cccccceseeseees 40.2| Midland, Mich., has been appoint- 
; 5 I CI I i dcacatacilh isi evcnmnwescosenebennsatnnsney 38.6 ed to handle advertising for Sugar manager. 
6 Sugarfoot (American Chicle, Ludens, Colgate-Palmolive, ABC) ............00 38.1 
Experience of an organization is 7 Danny Thomas Show (General Foods, CBS) ............cccccccccceccssceeseeeenseeeeneeeenenes 37.6 
another consideration. In the case of 8 Shirley Temple’s Storybook (Breck, National Dairy, Hills Bros., NBC) ........ 37.1 
the Burgoyne organization the list of | 9 Steve Allen Show (Several sponsors, NBC) ............ccccccccseesessssesssstessencsneeeseenes 37.0 
clients and their advertising agencies | 10 Wyatt Earp (General Mills, Procter & Gamble, ABC) .............00...cccccceeseeeeeee 36.3 
served is both lengthy and impres- 
sive. Because experience in this or- Nielsen Average Audience** 
ganization is a guidepost rather than 
a hitching post the list continues to Homes 
grow and expand, as does the quality Rank Program (000) 
of service rendered. 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ........ccccccccccscesscenenennnenens 17,935 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..............ccccccceeceeeee 15,598 
3 Danny Thomas Show (General Foods, CBS) ...........cccccccccccessseeeseeeneeeeeeeneenees 14,790 
4 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..............60cccccceees 14,068 
* x * 5 Have Gun, Will Travel (Whitehall, Lever, CBS) ..............000.0cccccccceeeeeseeeees 14,068 
6 ya ek FR re eee ee 13,728 
7 Bob Hope Show (Plymouth, Johnson Motors, NBC) ...0..............ccccceececees 13,685 
Specifically, experience in the drug 8 ree Goeth CR RIED, DUIS Kcccseseccssescessecescesvensivsesocorsvccesscconeqnenen 13,609 
field may be a factor where your 9 Re Be I IS WEI. I aad cecnetecmisecnessectenceceneoccnceenescesscaccsssees 13,133 
considerations of sales research are 10 Ca Te COON PON, GID ccc secencesncecdicecscsceiensseccccceses ceccccsccceseses 12,92) 
concerned. Burgoyne’s organization 
has studied sales of toothpastes, hand PROGRAM POPULARITY? 
creams, sanitary napkins, cold rem- Homes 
edies, soaps, laxatives, antacids, ad- | Rank Program (%) 
hesive bandages, deodorants, baby 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............... TM 
oils, first aid ointments, home per-| 2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............cccccccccceeesseees 377 
manents, hair tonics and shampoos, 3 Danny Thomas Show (General Foods, CBS) ...........c:cecs:ssse+essssesessesesesesvevenveveee 35.4 
. .. to name some products studied., 4 Wyatt Earp (General Mills, Procter & Gamble, ABC) ................cccceees 34.2 | 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) ..............0.6066..cccccccccceeee eens 34.2 
6 Restless Gun (Warner Lambert, NBC) .............0c.cccccceeeeeeerereee Se Ne We Res 33.6 
* * * 7 Bob Hope Show (Plymouth, Johnson Motors, NBC) ...........0000008 329 
8 I've Got A Secret (R. J. Reynolds, CBS) ..........ccccccceceeee . 327 
9 Cpe Cee Ty, PIG sects ihsicitirsnienniinnsvitvttttrnccevessecorsvseonenszsescs 32.2 
10 Sugarfoot (American Chicle, Ludens, Colgate-Palmolive, ABC) ...........0000 31.9 


Burgoyne has studied sales of prod- 
ucts for fast-acting headache relief, 
too. But he doesn’t give you a fast- 
acting headache by promising the 
sun and delivering a flashlight. He 
delivers exactly what he says he will 
deliver! 


~x~ * * 


Sales facts are gathered with thor- 
oughness and accuracy from perma- 


* Homes reached by all or any part of program except for homes viewing only one io 
five minutes. 
** Homes reached during average minute of the program. 

} Percented ratings based on tv homes within reach of station facilities and by each 
program. 


Videodex Network TV* 
March 1-7, 1958 


Copyright by Videodex Inc. 


Rank Program 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 


NEWSPAPER 


COVERS THE RICH AKRON 
METROPOLITAN AND TRADING AREAS 


. . . and what markets they are! 


: 2 Perry Como Show (Several sponsors, NBC) .o.........cccccccccceececceseneeseeeeevensennenenes 

nent panels of drug stores in two y y 
ror vasiuneiative test markets ; a ponte Coe enue toot an eS OE the biggest ONE News- 
f t t ist at b he aes 0 ells Fargo MOETICAN TODGCCO, BUICK, NED) oon. ccccccccccccccncnnnneneee . . 
pore se «| ponies 4 cacy Unites ha 5 Wyatt Eerp (General Mills, Procter & Gamble, ABC) ................ : Ser paper Market in the nation, 
those markets. Clients get true sales 6 Bob Hope (Plymouth, Johnson Motors, NBC) ..........ccccsereeseeeeees is also Ohio’s most concentrated area of great industrial 
facts about their products faster... 7 — The Lineup (Brown & Williamson, Procter & Gamble, CBS) .... names. You can sell it completely for only 40c per line daily 
and they pay only for research—not 8 A I a caclestdilimenensnsulatibenenenieiian or Sunday. ROP color available i Te 
for getting organized to do research! 9 Have Gun, Will Travel (Whitehall, Lever, CBS) .............csssssssssssessssenssnsnsnsseeeee y- In ali issues. 
Because these markets offered by | 10 Restless Gun (Warner Lambert, NBC) ........cccccccccccescessescosescseesesscseeneeneeeecenveves 
Burgoyne run the gamut of existing | ea ae 
conditions, national advertisers can | Rank Program (000) AREA AREA 
safely project from the sales facts | Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........:cccecccccees italien 14,820 
presented. 2 Perry Como Show (Several sponsors, NBC) ............cccccccessseesssessesseeeseeeneenees 

3 —_ Danny Thomas Show (General Foods, CBS) .......cccc::s-vvssssssssssssseesnssveesenen Population 484,000 619,900 

4 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........0.0.ccccccccseeeuee Families 145,200 184,235 

5 Bob Hope (Plymouth, Johnson Motors, NBC) .............cccccccceeccesseseeseeeseneeees Effective Buying Income $937,119,000 $1,169,242,000 

x * * 6 The Lineup (Brown & Williamson, Procter & Gamble, CBS) Retail Sales 657,394,000 834,188,000 
: ee ee as — EE Food Sales 158,477,000 201,955,000 
n e '‘ 0 FUe) ccccccccccccscccccceccsccsccssesccooseses 
yor exguntewit rears| Seabee in is cen ne sim | tats | faes7som 
leaves something to be desired . . . 10 Zane Grey Theatre (General Foods, Ford, CBS) A . bile Sal 125, : ’ ‘ 
why not grab your telephone end * Homes viewing in cities where program is telecast. utomobile es 102,000 163,408,000 
give Burgoyne a ring? Why wait? Drug Sales 21,119,000 26,128,000 
Do it. . . NOW! MPO Forms Live Division presentations. Bert G. Shevelove, BEACON JOURNAL 93.5% 83.5% 
MPO Productions, New York producer, director and writer, has HOME COVERAGE ° ° 
, J 


ltv commercials and industrial film 


been named head of the new divi-| 


producer, has formed a new divi- 
sion to handle “live” industrial 
presentations. Its production activ- 
ities will encompass sales meet- 
ings, dealer conventions, sales 
training sessions, closed circuit tv 
jsales meetings, product  intro- 
FURST WATIOWAL BANK BLDG, CINCINNATI 2, OMIB) 4. tion shows and stockholder 


sion. 


Davis Joins Publication 
A. Jay Davis, formerly of Elec- 


tronic Equipment, has joined Mis- | 
sle Design & Development as New | 


England regional advertising man- 
ager, a new post. 


Source Sales Management 1957 Survey of Buying Power. 


AKRON BEACON JOURNAL | 


“Ohio's Most Complete Newspaper” 
JOHN S. KNIGHT, Publisher 
| STORY, BROOKS & FINLEY, National Reps. 
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Wirsig Succeeds 
Swan as Editor 
of ‘Printers’ Ink’ 


Move Climaxes Series of 
Top Staff Changes Since 
Vision Inc. Bought ‘PI’ 


New York, April 10—Carroll J. 
Swan will be succeeded on April 
21 by Woodrow Wirsig as editor 
of Printers’ Ink. 

Mr. Wirsig, who was editor of 
Woman’s Home Companion just 


before its demise and prior to that) 


was executive editor of Look and 
editorial boss of Quick, most re- 
cently has been president of Wir- 
sig, Gordon & O’Connor, a company 
which handled publicity for Gallup 
& Robinson. For the past seven 
months he also had been a con- 
sultant to PI. 

Mr. Swan, after 21 years with 
PI, now goes to the National Con- 
sumer Panel Co., a division of the 
Market Research Corp. of America, 
as senior client service executive. 
His 
changes on the advertising weekly 
since Printers’ Ink was purchased 
last July by Vision Inc., which 
publishes Vision, twice-monthly 
Spanish-language news magazine. 

Earlier this week it became 
known that Printers’ Ink was clos- 
ing its Los Angeles office to con- 
centrate its coverage on New York 
and Chicago. Louis F. Thomann, 
who was western editor of the 
magazine, resigned recently. 

More than a dozen PI staffers, 
from former publisher Eldridge 


Peterson through practically the| 


entire editorial staff, have left the 
publication since Vision Inc. took 
over. 


s Printers’ Ink has undergone a 
number of changes since the fall 
of 1955, when C. B. Larrabee re- 
signed as board chairman to 
become director of publications for 
the American Chemical Society in 
Washington. Mr. Larrabee had 
spent 35 years with PI as associate 
editor, managing editor, president 
and publisher. He was succeeded 


is the latest of a series of | 


Zielske 


Barab 


Tatham-Laird, Chicago, and Jason 


Kanter Conn 


RESEARCHERS—At a two-day client seminar held by Market Facts, Chi- 
cago research company, are Hugh Zielske, Foote, Cone & Belding, 
Chicago; Marvin Barab, Parker Pen Co., Janesville; Donald Kanter, 


Conn, Lever Bros. Co., New York. 


30,186, a drop of 540 net paid from | 
its statement of last June. 

On April 4, PI announced a rate 
change to be effective with the) 
July 4 issue. “The last change in 
schedule,” said the announcement, 
“was made two years ago, based 
on a circulation of 30,280. As of | 
March 28, our circulation totals | 
approximately 32,000, and at the| 
rate our circulation is growing we 
expect to deliver 33,000 by July 1, 
which will be a 10% circulation 
increase over the base of current 
rates. The new rates will represent 
a proportionate increase. The one- 
time rate for single page in b&w 
will be $765.” # 


Spire Lands Land 
Account for New 


Frigidaire Will 
Name Successor to 
Kudner About May I 


(Continued from Page 1) 


are Tatham-Laird, D’Arcy Adver- 
tising Co., Campbell-Ewald, Ben- 
ton & Bowles and Compton Ad- 
vertising. 

Two other agencies, which orig- 
inally were reported as being con- 
tenders, have retired from the race; 
Ted Bates & Co. dropped out of 
contention this week, and Mac- 
Manus, John & Adams, which al- 
ready handles Cadillac, Pontiac and 
other GM business, is not in the 
Frigidaire picture, ADVERTISING AGE 
learned. MacManus is still a con- 


NIAA Reva 


(Continued from Page 1) 
tional appeal against the ISIM 
proposal I have seen or heard. 

“Since I’ve been in industrial 
advertising,” Mr. Wood said, “ 
have heard—and so have the rest 
of us—the perpetual wailing from 


agement doesn’t attach enough im- 
portance to advertising. So along 
comes an opportunity of this mag- 
nitude [the formation of ISIM] 
and who run for cover first?” 

To this Mr. Sickler replied that 
the Milwaukee opponents of ISIM 
“have let their first reactions carry 
them to what will probably be an 
unhappy and unsound conclusion.” 


® Directors of the Southern Cali- 
fornia chapter have wired NIAA 
headquarters opposing the pro- 
posed reorganization and have 
pledged support to the Milwaukee 
chapter in its opposition. 


s On the other hand, after direc- 
| tors of the big Pittsburgh chapter 
voted in favor of ISIM, a vote of 
the membership confirmed the sen- 
timent for the proposal last night, 
ADVERTISING AGE learned. Pitts- 
burgh’s entire voting strength, es- 
timated at 10% of the national 
total, will be cast for ISIM at St. 
Louis. 


® The Minnesota chapter this 
week took a more moderate, but 
| still negative position. The chapter 
formally resolved that (1) it agrees 


disgruntled admen that their man- | 


tender for the GMC truck and/with the NIAA task force as to the 
coach division. About six other |“academic need for expanding the 
agencies, including D. P. Brother| present concept of NIAA so as to 


Co., are soliciting the GMC) 
truck account. 


® Meanwhile, in Detroit it was} 


— 
Florida Agency 
| learned that GM has slowed down | 


(Continued from Page 1) |its plans to revive Motorama until | 
count billed under $1,500,000 in| the possibility of a strike fades. | 
1957 and that the budget for this; AA _ reported exclusively 


two | 
year has not been set. 


| weeks ago that GM would revive! 


A reporter who telephoned the | Motorama this year after a one- 
New York expatriate today found| Year absence; that the $3,500,000 | 
him surprised by the attention his | @d billings for the show would go| 
new project is getting. Asked why |‘ Campbell-Ewald, instead of re- 
he decided to open his own agency, |™a@ining at Kudner, and that the | 
he said, “It’s just one of those show would be staged in October | 


| 


place more emphasis on market- 
ing”; (2) that it is “completely op- 


|posed to the ‘dissolving’ of NIAA 


as it presently exists”; (3) that it 
favors “some means by which 
NIAA or allied organization can be | 
established to serve top manage- 
ment marketers, while retaining 
the benefits it is possible for NIAA 
to bring present members”; and 
(4) that it “must oppose ISIM if 
it replaces NIAA,” but that it 
would support “a suitabie move-! 
ment or plan to retain the best fea- 
tures of NIAA and possibly pro- 


as publisher by Robert E. Kenyon, | things. Ring the old fire beil and 
who left at the end of 1956 to head | the horse comes.” 


the Magazine Publishers Assn. Mr. General Development Corp., 


Peterson, editor of PI, then became 
publisher. 


s In October, 1956, Printers’ Ink, 
then headed by Richard W. Law- 
rence Jr., who was president and 
principal owner of the publishing 


which plans, develops and sells 
Florida real estate, is jointly} 
owned by the Mackle brothers and | 
Florida Canada Corp. A proposal | 
for a merger of Florida Canada'| 


|}instead of January (AA, March 
\31).# 


| 

K&E, Maxon Slice 
Top Exec Salaries, 
Adams Realigns 


and General Development has 


| vide the ISIM in addition.” 


r The Detroit chapter met this 
}week to hear talks in favor of 
ISIM by Charles St. Thomas, of 
General Electric, head of the im- 
plementation committee, and Rob- 


\chi LaRue and Hy Hardy, Detroit 


chapter national directors. Mr. La- 


been submitted to stockholders, he 


said. 

Mr. Spire said there may be a 
|little advertising for General De- 
velopment this summer, though 
most of the company’s promotion 
is concentrated during the months 
between August and May. 


company, announced the property 
would go into a non-profit arrange- 
ment. A foundation setup was 
planned as a memorial to the long- | 
time owners of PI, John Irving 
Romer and Richard Wesley Law- 
rence. 

But in the space of two months | 
it was decided not to change over |® The new agency plans to add 
to a non-profit setup, and instead other accounts eventually but is in 
a reorganization was planned. |no rush to do so. For the time being 
Then in January, 1957, PI changed | he will concentrate on setting up 
its corporate name from Printers’ | the agency, putting together an or- 
Ink Publishing Co. to Printers’ Ink | 84nization and getting the first ac- 
Publications Corp. and said it|count running well. + 
would engage in other publishing | 
activities in addition to putting out | U. S. Files Anti-Trust Suit 
PI. _Against Floor Covering Groups 

The Retail Floor Covering Assn. 
s Six months later Mr. Lawrence|of Greater Philadelphia and six 
sold PI to Vision Inc. Financial} Philadelphia floor covering retail- 
details were not disclosed. Ar-'ers have been named defendants 
rangements called for PI to be op-|in an anti-trust suit filed by the 
erated as a subsidiary of Vision Inc.| Justice Department in U. S. dis- 
and for William E. Barlow, presi- | trict court, Philadelphia. 
dent of Vision, to be president of} Named as co-conspirators but 
the magazine, while Mr. Lawrence | not as defendants are the Philadel- 
became a member of the Vision|phia Wholesale Floor Covering 
Inc. board. Mr. Barlow announced | Assn. and the Retail Floor Cover- 
that PI had a gross advertising |ing Council Inc. The government 
revenue of $1,600,000 in 1956 and/|charges that the defendants and 
he conceded that advertising had /|co-conspirators restrained trade by 
“been dropping recently.” Its ABC ‘entering into an agreement to sell 
statement for the period ended last |merchandise only to retail floor 
Dec. 31 showed its circulation at! covering stores. 


(Continued from Page 1) 
| $2,000,000 this year. Maxon billed 
$28,000,000 in 1957. 

Burke Dowling Adams Inc. said 
there had been a general “realign- 
|ment” in that agency, with no 
|elimination of services or depart- 
ments. Advertisers, the agency said, 
|are increasingly conscious of where 
|their money is going and want to 


stretch their dollars into more ac-| 


tual selling impressions. 


|" Rumors of drastic personnel 
|cutbacks at agencies seemed to be 
nothing more than rumors. A check 
| by ADVERTISING AGE brought de- 
|nials of any significant personnel 
reductions by Batten, Barton, Dur- 
| stine & Osborn; Foote, Cone & 
|Belding; Young & Rubicam; J. 
Walter Thompson Co., and N. W. 
Ayer & Son. # 


Frame Forms Own Agency 

Robert Frame, veteran public 
relations executive in the Dayton 
office of Don Kemper Agency, will 
form his own agency in Dayton, to 
be called Robert Frame Advertis- 
ing. 


Cook Joins Cayton 

Michael L. Cook has joined Cay- 
ton Inc., New York, as a copy con- 
tact man. He formerly was assist- 
ant and advertising manager of 
Gordon B. Miller & Co., Ciricinnati. 


|/Rue is with the Holden, Chapin & 
| LaRue agency; Mr. Hardy is ad and 
‘sales promotion manager of Wol- 
'verine Tube Co. Reportedly the 
questions from the floor indicated 
that those asking them favor the 
proposal, though some indicated 
disapproval of over-centralizing 
the organization in a few large cit- 
ies. 

The chapter will vote May 1 to 
| determine the position of its mem- 
| bership. 
he Meanwhile, in Denver, Jack 
| Hull, president of the NIAA Colo- 
|rado chapter, has circularized 
| presidents of other NIAA chapters, 
|telling them that the Colorado 
jchapter is preparing a definite 
| proposal for “a national organiza- 
tion of industrial advertisers on a 
much more informal and loosely 
knit setup than now exists,” and 
“where the bulk of the dues paid 
by members of each local would 
be retained in the local treasury” 
to meet “the needs of its member- 
ship and community.” 

Moreover, Mr. Hull extends an 
invitation to other NIAA chapters 
to meet with the Colorado unit to 
|discuss the proposal June 3 in St. 
| Louis, prior to the convention. 


! 


® The Niagara Frontier Advertis- 
ers Assn., formerly known as the 


97 


mp Plan 


Faces Rough Going 


| Niagara Frontier chapter of NIAA, 
in Buffalo, has registered strong 
opposition to ISIM (AA, April 7). 


s The Eastern New England chap- 
ter of NIAA took an unofficial poll 
la week ago at a meeting in Wor- 
|cester, Mass., and found a majority 
lof its members opposed to ISIM 
|G. Lincoln Ryther, chapter presi- 
dent, said if ISIM should be ap- 
proved at St. Louis his chapter 
would lose 90% of its members 
(see story on Page 22). 


8 In Philadelphia this week, after 
a stormy meeting at which most 
members present appeared vigor- 
ously opposed to ISIM, Eastern 
Industrial Advertisers, local NIAA 
chapter, finally decided to take a 
mail vote of its members on the 
reorganization question (see story 
on Page 2). 


® Other chapters scheduled to hold 
meetings on the subject include 
Chicago (April 21), New York 
(May 5), Newark (May 6), Mil- 
waukee (May 8), Columbus (May 
9), Boston (May 15) and Balti- 
more (May 20). + 


Doyle Dane Gets 
Benson & Hedges 
Cigaret Account 


(Continued from Page 1) 
concentration of talent and ener- 
gies in its behalf. We are greatly 
encouraged by Parliament’s prog- 
ress and expect that through 
single-minded concentration of the 
creative advertising abilities and 
techniques which Benton & Bowles 
has demonstrated so well in the 
past, Parliament ultimately will 
become the major brand in the 
now-important filter cigaret field.” 


® The Benson & Hedges brand, Mr. 
Greene said, is being put into the 
hands of a separate agency, “where 
it will have the fullest possible at- 
tention.” 

This is the first cigaret account 
handled by Doyle Dane Bernbach. 
Charles Rollins, account executive, 
said it will be another week or ten 
days before he has any information 
on new advertising plans. 

Billings on the Benson & Hedges 
brand in ’57 are estimated to have 
been about $500,000. Trade sources 
anticipate advertising on the brand 
will be stepped up at least another 
$300,000 this year—perhaps more. 

Current billings on Parliaments 
are estimated to be at the rate of 
$4,000,000 a year, but many be- 
lieve the amount is likely to be 
cut back before the end of the 
year. Much of the ’'57 sum is 
thought to have included the 
non-recurring expense of launch- 
ing the new high-filtration Par- 
liament early this year. + 


Marchant Calculators, 
Smith-Corona to Merge 
Marchant Calculators Inc., Oak- 
land, plans to merge with Smith- 
Corona Inc., Syracuse, N.Y., sub- 
ject to approval by boards of both 
companies as well as the Securities 
& Exchange Commission. Accord- 
ing to the plans, Marchant stock- 
holders would receive one and 
one-fourth Smith-Corona shares in 
exchange for each Marchant share. 
Marchant had sales of about $26,- 
000,000 in 1957; Smith-Corona had 
sales of more than $56,000,000. 
Foote, Cone & Belding, San 
Francisco, is the Marchant agency; 
Cunningham & Walsh, New York, 
handles Sinith-Corona advertising. 
At present the agencies are not af- 
fected by the merger plans. 
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IVERTISING MARKET PLACE 


re | $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


jum—two) 30 letters and spaces 


two lines for box number. Closing deadline: Copy in written form in 


no later than noon, Wednesd 
sentative (Classified only); 
Angel 8. Axmi 

poets publication date. Display c 


lassified 


line; u & lower case 40 line. Add 


hicago office 


5 days preceding publication date. Pacific Coast Repre- 


ments, Inc., 4041 Marlton Ave., Los 


2-0287. ae deadline Los Angeles Monday noon, 7 days 
assified takes card rate of $17.75 per column 


h, and card discounts, size and frequency apply. 


a3 Se 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1957 


40,429 


HELP WANTED 


CIRCULATION PROMOTION 
HELP NEEDED 
We have opening for young experienced 


Circulation Promotion man with ability | 


write convincing direct mail sales let- 
ters. Excellent opportunity to advance to 
Circulation Manager of growing multi- 
Publications publishing company. 
living conditions in quiet 
mid-west community. Attractive salary, 
profit sharing, pension, group insurance 
and other fringe benefits. Give age, ex- 
perience and salary required in first 
letter. 
Box 1426, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 

202 S. State St., Suite 1302-4 
CREATIVE WRITER—S. E. Agency 
Fast growing consumer agency (TV and 
print) has good opportunity for experi- 
enced, proven agency man who can 
create and write sound copy. Will work 
with outstanding creative director and 
eventually be creatively responsible for 


| 
| 


| 
| 
} 


own accounts. Profit sharing trust and | 


other advantages. Give details including 
age, salary, references, etc., to President 
Box 1425, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MOLENE 
Public Relations 
Copywriters. _ ..dvg. Managers 
Artists ..Media ..Production  ...Service 
“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 


DISPLAY SALESMEN now calling on 

large accounts... Sell continuous-roll 

printing, any size repeat: Colorful, cus- 

tom-designed P-O-P backgrounds, val- 

ances, wrap-arounds, supermarket mdsrs. 
Box 1435, ADVERTISING AGE 

200 E. Miinois St., Chicago 11, Illinois 


BUSINESS PAPER 

SPACE SALESMAN 
We're looking for a tough-fibered crea- 
tive type man to sell space in highly 
competitive field. Lots of opportunity 
and permanence for the right man with 
solid multiple publisher serving one of 
the nation’s largest industries. Eastern 
territory, New York Headquarters. For 
interview week of April 21 send com- 
plete resume to: 

Box 1443, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

208 Se. State St. HA 17-1991 Chicago 
ARTIST—FLORIDA 

Rapidly growing small agency wants 

working experienced artist. Age no bar- 

rier. Resume to Lee Keip, Art Director, 

John L. Douglas & Associates, Ragsdale 

Bidg, Bradenton, Fia. 


WE NEED A PRO IN ADVERTISING 
SPACE SALES. 
Eastern multi-business paper 
needs Chicago manager. Must be hard 
worker. In addition to selling space on 
one magazine must be able to guide, 
train and supervise sales activities of 
men who work on affiliated trade maga- 
zines. $10,000 to $12,000 bracket plus op- 
portunity. 
Box 1437, ADVERTISING AGE 


Editors............... 


publisher | 4493 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 
ACCOUNT EXECUTIVE for seven-man 
agency, est. 14 years with own art de- 


Idea] | Partment. Give full details. Your billing 
progressive | not essential, but helpful. 


Box 1438, ADVERTISING AGE 
200 E. Illinois, Chicago 11, Illinois 

SPACE SALESMAN—3 Business Papers 
MID-WEST TERRITORY—2 to 3 Years 
Experience Desirable; Age Bracket 25-35 
Years. Salary and Bonus. 

Box 1439, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BOOKKEEPER 


|For advertising agency opening new of- 
fices in Richmond, Virginia, June 1. Must | 
| be able to do COMPLETE closing, handle 


payroll, type and handle all other related 
duties. Excellent opportunity to grow 
with a progressive business. Modern new 
air conditioned offices. Write stating 
qualifications, past experience, age, tele- 
phone number and salary requirements 
to W. 8. Denny, 
Louisville, 
Kentucky. 


COPY WRITER—SOMEWHERE BETWEEN |. . 
Manhattan & Golden Gate lives a young | goods 


bachelor eager to carve himself 
career in mail order advtg. Top corre- 
spondence school! Direct mail, mags, 
subscription promotion, personnel super- 
vision plus chance to work under aegis 
of one of America’s remaining pioneer 
mail order men. Unmatchable opportuni- 
ty for young man, must single, to 
early 20's, A.B. but college not vital. If 


Zimmer-McClaskey, | 
|1469 South Fourth Street, 


a | adv. ideas . . 


POSITIONS WANTED 

I'm a Copywriter. I'm Good! 

HIRE ME WHILE YOU CAN! 
Enough of this recession nonsense! Keep 
your men and hire another good one like 
myself. If your company has anything on 
the ball, you can’t help but expand in 
the coming economy. You're going to 
need top grade salesmen like myself with 
4A agency and retail copy experience. 
I'm young, have samples to show my 
talent, and references to back them up. 
Top grade men are hard to find. If you 
have the vision to see past the next few 
months, snap me up while you can. This 
offer will not be repeated. 

Box 1442, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 

GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs 
in litho, letterpress, publ. and package. 
Worked in agcy, engrav. print and publ. 

Box 1454, ADVERTISING AG 

200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR-LAYOUT ARTIST 
Non-temperamental, extremely un-lazy, 
very much married and definitely inter- 
ested in going up the ladder. Desires 
position with a smaller agency in a me- 
dium size city. Available now. Salary 


Box 1444, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
AFTER 12 YEARS WESTERN EDITOR 
Printers’ Ink, now available assignments 
business papers, house organs. Reliable, 
experienced coverage So. Cal., Arizona. 
I have important contacts for all the facts. 
LOUIS F. THOMANN 

4009 Conlon Ave., Covina, Calif. 

ASSISTANT ART DIRECTOR 
| Would prefer smaller agency who needs 


a good layout man with supervisory 
| ability. Available now. Salary $8,000 to 
| $10,000. 


Box 1445, ADVERTISING AGE 
‘= E. Illinois St., Chicago 11, Illinois 
IT’S NOT HOW LONG YOU WRITE 
ADVERTISING—IT'S HOW STRONG 
Young ad maker, ad thinker seeks crea- 
tive agency...3 yrs. print, radio copy 
some contact ... durable and soft 
Fine output of “after hours” 
foods, package goods. Com- 
mon touch ... knows people. Married. 
Will relocate. 
Box 1446, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 
IMAGINATION TO RENT 
Neatly packaged in upper story of 185 
| Ib., 5’9”" male, age 34, with 6 years ex- 


of 
you've tasted Latin, love slinging words | PeTience in advertising and sales promo- | 


around, here is your chance. Hard work, | 
not much pay to start but we wrote al-| 


most % million last year’s sales and 
you'll pitch in on building it on a young, 
aggressive team, all career-minded. Send 
pix, full background, write in confidence 
—in longhand 

Box 1440, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


tion. 
Box 1447, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, LIllinois 
| “ARTIST-ART DIRECTOR (Top Flight) | 
Crisp Creative Layouts roughs to comps, 
Top Finish Art all mediums. Knows type, 
| Production, Supervision. 15 yrs. proven 
| exp. will relocate, Sal. $8,500 

Box 1448, ADVERTISING AGE 
}200 E. Illinois 


| 


Illinois St., Chicago 11, 


FARM ADVERTISING WRITER 


Leading farm equipment manufacturer 
seeks advertising writer with good farm 
background, to develop programs 
work on all types of advertising materi- 
als. Initiative, imagination essential. 
Challenging, rewarding position with ex- 
cellent opportunity for advancement. 
Ideal working conditions, good starting 
salary. Write in confidence, giving re- 
sume and salary requirements. 


Box 1441, ADVERTISING AGE 


and | 


ATTENTION FLORIDA! 
Advertising Space Salesman, moving to 
Florida, seeking connection with Pub- | 
lisher, or Publishers Representative. Qual- 
ified also for position as Advertising 
Manager, or Assistant Advertising Man- | 
ager. Have a proven record of 15 years | 
with a top publication. 40 years of age. 

Box 1449, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


NEED PR-ACCOUNT EXEC TALENT 


200 E. Illinois St., Chicago 11, Illinois |Mature (37), well-traveled graduate engi- 


DIECUTTING 


FOR YOUR INDUSTRIAL ACCOUNTS? | 
| 


neer, 12 years industrial, 3 years editorial 
|}experience (National trade book). Can | 


POSITIONS WANTED 


HIGHLY CREATIVE-WRITER 
MUSICIAN, PRODUCER OF MANY 
SUCCESSFUL TV SPOTS & JINGLES 
8 YRS. EXPERIENCE N. Y. AGENCY. 
Box 1452, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ACCOUNT EXEC.—COPY 
Successful 10 year record in drugs, cos- 
metics, pkge. goods on national accounts. 
Tops in copy in all media—very creative. 
Excellent mktg. background for super- 

market sales. 
Box 1455, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


CAN YOUR AGENCY COMBINE 
YOUNG IDEAS AND EXPERIENCE? 
Will you use a personable young man 
who is ambitious, industrious, willing to 
learn? A man who has proven his ability 
to handle large assignments. An individ- 
ual who loves to work with people, one 
with three years experience in advertis- 
ing and merchandising? If you can use 

me, please write to: 
Box 1453, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
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BUSINESS OPPORTUNITIES 


ESTABLISHED DISPLAY CO., N.Y.C., 
wishes to consolidate with successful 
firm or broker to mutual benefit. 

Box 1436, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


AGENCY EXPANSION 
Medium-size Southern California agency 
(30 years old, 25 employees) wants to 
merge with or purchase another agency 
in Southwestern United States. Object is 
sound expansion which can be mutually 
beneficial. 

Box 1458, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 
EXTRA INCOME 
for ARTISTS and COPYWRITERS 
Only accomplished men and women ac- 
cepted for affiliation to provide “big 
agency” creative services to small ad- 
vertisers. Send bonafide samples, resume 
and $5.00 affiliation fee today! 
ADVERTISING ASSOCIATES OF 
AMERICA 


Box 1111, Topeka, Kansas 
MISCELLANEOUS 


CREATIVE ADVERTISING SPACE 
SALESMAN 
Currently ad sales mgr. of one of the 
leading trade publications in field. Dem- 
onstrated success in meeting heavy com- 
petition, fully familiar with all tech- 
niques of space selling. Excellent sales 
presentation sense. 11 years solid selling 
with both BPA and ABC publications. 
Strong background in industrial and 
electronics. Early thirties. Write 
Box 1456, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 


DISPLAY ADVERTISING REPS 

For manufacturers of transparent win- 
dow streamers and 3D P.O.P. display 
signs. Contact national advertisers in 
Chicago and other principal cities. Only | 
experienced men with proven ability 
considered. High commission. 

Transparent Advertising Corp., 2800 Col- 
lege Point Causeway, Flushing 54, N. Y. 
Tel. HI 5-4100 or booth 109 POPAI Show. 


Reps wanted for light construction and 
home furnishings yearly buying guide. 
Issued January 1959. Write fully. PO Box 
3142, Merchandise Mart, Chicago 54, Ill. 


REPRESENTATIVES AVAILABLE 


Well established Rep, based N.Y.C. seeks 
sports, athietic or sports equip. pubis. 
Comm. basis. Excellent record, top con-| 
tacts, college, mature. Send recent issue. | 
Box 1350, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y.| 
WANTED TWO TRADE 
OR CONSUMER PUBLICATIONS | 
New partner with 11 years trade and | 
consumer publication experience, makes | 
expansion possible for established pub- 
lishers’ representatives firm located in| 
Pittsburgh. Currently covering tri-state | 
area. Will expand coverage if warranted. | 
Box 1457, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N. Y. 


Rep with fine record, top contacts wants 


| trade publ. Comm. Covers N.Y.C. & NE. | 


Send magazine with reply. 


Box 1351, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y.| 


| 


GROCERY PRODUCTS 
MARKETING EXECUTIVE 
Presently VP-Sales & Adv, pet food 
mfr.; formerly Dir-Merchandising 
& Sales Prom, Soft Drinks; Account 


Salesman; experienced steel rule diecut-| handle your industrial copy with mini- | 
ting and finishing, bindery handwork | mum orientation. Now in Chicago area. | 
payee paper & yay advertising | Resume and references by return mail. | 
Also n young man to train for above; | 

should — me experience in graphic 200 Ba ta eee ao 
arts or all in ry. : =o : 
ACE FINISHING CO. CHICAGO Mon. 6- COPY-IDEA “PRO” 

“ AVAILABLE NOW 


JUNIOR SPACE SALESMAN WANTED |Nine years top consumer agencies and 
by one of the largest trade paper pub-| accounts: 1% year blue-chip company. 
lishers. Will work under senior man coy-| Write and visualize ads, complete cam- 
ering Midwest out of Chicago office. | paigns. Know foods, non-foods distribu- 


Executive, two AAAA agencies 
(grocery products). Final career 
move. Box 988, Advertising Age, 


200 E. Illinois St., Chicago 11, Ill. 
Illinois 


__ ESERIES AR RRR SOREN 
MARKETING-MERCHANDISING MGR. 
SALARY OPEN 


Please furnish complete resume and pic- | tion 


ture for immediate interview. 
Box 1459, ADVERTISING AGE 


480 Lexington Ave., New York 17, N. Y.| 200 E. Illinois St., Chicago 11, Illinois 


and integrity. 


Chicago 11, Illinois. 


An Outstanding Opportunity 
For A Marketing Director 


We want a man versed in the techniques of modern 
marketing, including consumer advertising and promo- 
tion. He will work with our sales managers, advertising 
and promotion managers, and advertising agency in the 
development of marketing plans for a line of nationally 
advertised consumer products—a line and brand name 
with unequalled reputation for quality. 


While we prefer a man from 35 to 40, age (or youth) is 
not a first consideration. It is essential that this man be 
aggressive, yet able to work smoothly with a wide range 
of personalities at all levels so as to get programs de- 
veloped, sold, and executed. He must be a doer as well 
as a director. He will report to the Director of Sales and 
will be a candidate to succeed him. 


The starting salary will be in the area of $15,000-$17,000 
plus significant fringe and growth benefits. The position 
is permanent with a company of outstanding stability 


If interested please reply with a brief, complete resume 
of your background and any other data you consider of 
interest. Box 997, Advertising Age, 200 E. Illinois St., 


| Here are the jobs (some fee-paid) 


and merchandising to Super Mar- 
| kets. Good contact experience. Age 35. 
| Realistic price. New York, New Jersey 
preferred. 


Box 1451, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


f—-—--------------- 
| AGENCY MARKETING DIRECTOR | 
(GROCERY PRODUCTS) | 
Presently, Natl. VP-Sales & Adv. ! 
Young (39), yet well seasoned on | 
agency and client sides. Only top 1 
| 

| 

4 


|1 level position considered. Box 989, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


JOBS GOIN’ BEGGIN’ | 


33 good jobs...for 33 right peo- 
ple. But where are those right 
people who must match our cli- 
ents’ tough specifications? 


3 Acct. Execs. (One heavy 


on textiles) $ 6,500 to $15,000 
3 Ad. Mgrs. $ 8,000 to $15,000 
2 Art Directors $ 7,000 to $12,000 
2 Artists (beginners) $ 4,000 to $ 4,500 
12 Copy (print & rodio-TV) $ 6,500 te $15,000 
2 Media (rodio-TV) $ 6,000 10 $ 8,500 || 
3 Plans & Merchandising (package 
goods—food preferred) $12,000 to $18,000 
5 Public Relations $ 6,000 to $ 9,000 


1 Research (adv. & copy) eround $12,000 
Send resumes in triplicate to 


WILLIAM BOLTON ASSOCIATES 


1243 Western Saving Fund Building 
Philadelphia 7, Pa., Kingsley 6-1330 


Service Nationally 


Leading manufacturer of men’s knitwear 
and related soft lines items, seeks top- 
drawer marketeer and merchandiser. Must 
possess strong knowledge of national re- 
tail distribution structure. For confiden- 
tial representation, contact— 


GEORGE E. PYLKAS 
Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 
220 S. State St. - Chicago - WA 2-4800 


PIN-UP STOCK PHOTOS—$7.50 
Sparkle Advertising with California Eye- 
stoppers; only “$7.50"' each with all re- 
production rights. Write on your letter- 
head for free real-photos illustrated list. 

Also do custom work. 
Jacques Delangre Photography, 1330 
North 46th Ave., Los Angeles 41, Califor- 
nia. CLinton 7-7804. 


Need A Copywriter? 
1 CAN OFFER YOU... 


Advertising Experience in 4A agency 
and in the ad~department of one of 
our nation’s largest merchandisers. 
I have written soft and hard line 
copy, high fashion and hard sell. 
Work includes newspaper, national 
and trade magazine ads, radio and 
TV commercials, catalogs, leaflets, 
and news releases. I have a work- 
ing knowledge of production. 


Manufacturing and Retail Back- 
ground Knowledge of’ why 
people buy comes from first-hand 
experience. I have sold to retailers 
and for retailers. 


If Hired, I Hope To Stay With You! 
Thus, job must have opportunity. I 
am 32, married, and employed. 
Ability and creativity have not been 
stressed as they'll be vouched for by 
present and past employers. May I 
hear from you? 


Box 995, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


“THE PLANS BOARD” 
A new service to put you in touch with 
the right man to do that marketing 
strategy or creative work on a confiden- 
tial basis. Emergency or retainer. 

424 Madison Ave., N.Y.C., PL 8-2740 


Let the Old Pro Give You a Lift 


He has young ideas, especially for 
campaign themes in all product 
classifications and all media. Sound 
ideas, too, tempered by thirty years 
experience as writer, copy director 
and account executive. Has worked 
on many large national accounts 
with large Chicago agencies. Has 
been away but wants to return to 
Chicago. Prefers to leave the big- 
agency field for a small or medium 
sized shop with less pay and less 
pressure. If mature age concerns 
you because of a pension plan, 
there’s an easy solution. Will be in 
Chicago April 15 to 25. If interested, 
let’s have a talk. 


Box 994, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
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WANTED 
METAL DISPLAY 
SALES REPRESENTATIVES 


Leading national manufacturer of 
metal displays desires representa- 
tion in selected markets through- 
out the country. Territory or cus- 
tomer protection provided as 
situation warrants. Only repre- 
sentatives with experience, time 
and ability to sell volume quanti- 
ties and ability to earn minimum 
of $15,000.00 yearly need reply: 
We offer a complete creative, de- 
sign, engineering, model, art, 
lithography and production facil- 
ities rated as being the industry's 
largest. Individuals or organiza- 
tions handling non-competitive 
point-of-purchase services will be 
considered. Send complete résumé 
in confidence as to territory cov- 
ered and lines represented. All 
our people know of this ad. 
Box 987, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Walter Lowen 


PLACEMENT AGENCY 


* 
Headquarters since 1920 for 
ADVERTISING, MARKETING, 
PR & EDITORIAL PERSONNEL 


Please write briefly outlining your 
specific experience or personnel needs. 


420 LEXINGTON AVENUE 


NEW YORK 17, N. Y. 
MU 9-2630 


CHICAGO OFFICE SPACE 
4 cf 366s § Entire Fourth Floor 


Completely 
air conditioned 
Receptionist 
Automatic elevator 


National Sporting 
Goods Association 
716 N. Rush St., 
Chicago 11, ti. 
DE 7-3870 


1,000 sq. ft. 
with 5 private offices. 


SALES PROMOTION 
Suburban New York (Westchester) 
...Excellent opportunity for 
intelligent young man (un- 
der 35) wi experience in 
advertising, merchandising, 
sales promotion — package 

goods. 


. Should have writing ability 
and production know-how. 

This man will be an assistant to 
the advertising manager of a suc- 
cessful manufacturer. His future 
depends upon his ability. 
Send detailed background of ex- 
perience and sala requirements. 
All replies will be died in com- 
plete confidence. 

Box 983, ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N.Y. 


A.E., food. All-around man who 

makes sense to sales mers $17-19M 
ADV. MGR., grocery products 

Man who makes sense to 

sales managers $12-15M 
ADV. MGR., beer. Midwest. $12-14M 


RESEARCH. Strong-potential 
young agency man ready for 
more personal responsibility s10M 


GLADER CORPORATION 
Don Harris, Dir. Adv. Div. 


110 S. Dearborn CE 6-5353 Chicago 


TOP WEST COAST AGENCY 
IS LOOKING FOR 
APPAREL A.E. 


We're looking for a young man 
who already knows from his 
agency and department store 
experience how to help a na- 
tional sportswear maker sell in 
retail stores as well as Vogue 
and Esquire. You'll need know- 
how and feeling for both men’s 
and women’s apparel. Plus the 
ability to inspire your account 
group with the same feeling. If 
you've this kind of talent, we’ve 
the job to go with it. Write us 
with experience and personal 
details and recent snapshot you 
can spare. Box 990, Advertising 
Age, 4041 Marlton Ave., Los 
Angeles 8, Calif. 


|in over 30 years,” Purex Corp. says. 


ee: i a A 


. = | Y&R Ltd. Adds Resdan 


Whitehall Pharmacal Ltd., To- 
|ronto, has named Young & Rubi- 
‘cam, Toronto, to handle advertis- 
ling for a new product, Resdan, 
|“combined dandruff remover, hair 
| conditioner and hair dressing.” 
|The agency handles advertising 
\for all other Whitehall lines in 
Canada. 


ard 


ager 
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Standard Oil Names Thompson 

Garland Thompson, sales pro- 
/motion and advertising manager in 
| the western region office of Stand- 


Oil Co. (Indiana) at Des 


Moines, has been appointed man- 


of sales training in the com- 


pany’s Chicago offices. He suc- 
\ceeds Henry L. Porter, who will 
‘retire July 1. 


"How fo Got Things Dene 


oasOnUN - Si T 


anne oe 


“i i Control gives you Graphic Picture 

: of your operations at a glance. 
You see in seconds how to save 
time and money. 


inventory, production, traffic, etc. 


grooves. Made of metal. 


Faster and Better 


The BOARDMASTER Visual 


Over 250,000 organizations are. 
sing this simple, flexible tool to 
et things done. Ideal for sales, 


ype or write on cards, snaps in 


Full price 49° with cards 


MODERN DES! GN—The finger- | 
grooved handle and the “cut away” 


| 


24-page Iilustrated 
FREE 


space beneath make this “the first 
significant change in bleach bottles 


GRAPHIC SYSTEMS, 55 West 42n 


BOOKLET No. V-500 
Without Obligation 

Write or Call Wisconsin 17-8444 

d St., New York 36, N. Y. 


AGENCY OPENING 

for experienced, creative writer and 
organizer on Farm Machinery 
account. Excellent salary, profit- 
sharing, retirement benefits. Send 
résumé in confidence to: Box 993, 
ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


TE 
in 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


HANG OUT YOUR AGENCY'S SHINGLE IN PHILADELPHIA 


Small group, with proven record in media, marketing, merchandising, 
radio-tv production, equipped to service your consumer accounts 
requiring greater attention in this area, and to pursue new business 
for you in the Delaware Valley. All replies held confidential. For com- 
plete information write Box 991, ADVERTISING AGE, 200 E. Illinois 


St., Chicago 11, Illinois. 


| 
| 
| 


KEEP YOUR CUSTOMERS 
interested in what you sell. 

Send them a proved popular pocket mag- 
azine each month with your name and 
advertising featured on all covers. Low 
overall cost. Samples on request. | 
| 

RADSTONE PUBLICATIONS | 
4200 W. Burbank Bivd., Burbank, Calif. | 


TOP-FLIGHT 
OPENINGS 


MARKET RESEARCH DIRECTOR—29-40 
To serve as Asst. to V.P. in Chge. 
of Sales. Prominent mid-west paint 
mfr. Requires knowledge of both 
consumer and industrial mkt. re- 
search and analysis with emphasis 
on ability to apply findings to prac- 
tical sales assistance. Salary $9- 
$12,000, depending on exp. and 
ability. 

MARKET ANALYST—26-36. Only limited 
exp. req. but must possess thor- 
ough educational bckgrd. including 
major in Marketing with emphasis 
on statistics. Large Food Co. Salary 
$6-$8,000. 

SALES PROMOTION MANAGER—29-42 
Metal products to municipalities. 
Must understand engineering prob- 
lems, hold sales meetings, work 
with distributors. Salary $9-$10,000. 

SALES PROMOTION MANAGER—to 45 
Heavy housewares history. Salary 
to $20,000 


FRANK LAVELLE 


DRAKE PERSONNEL, INC. 
220 So. State St., Chicago 4, lil. 
HA 7-8600 


Looking for the 
Magic Key 
to more sales? 


This senior Admaker 
knows the combination 


A specialist in productive ad- 
vertising his results for others 
prove his ability to: 1) analyze 
the sales problem. 2) determine 
and confirm the objectives. 3) 
dig for the benefits. 4) organize 
the facts. 5) design the long 
range plans. 6) choose the 
media. 7) create the appeals, 
copy platforms in collaboration 
with artists and produce the 
kind of advertising and follow 
through that sells more goods. 


Prefer tough, hard to solve 
sales problem requiring inher- 
ent originality, inventiveness 
and skill. 


A letter to Box 992, ADVER- 
TISING AGE, 480 Lexington 
Ave., New York 17, N. Y., will 
unlock the combination. 


to unusual situations. Sur 


You could 
probably even 
sell a USED 


NNIS RACKET 
the Ad Age 


Classified Section! 


... for The Advertising Market Place is sort of 
a one-big-family meeting place where almost 
150,000 marketing men get together each 
Monday to hire, buy and sell. They are alert 


prising results are 


Bl R CH eae ad 
ovtstandin 

Solis iertiie he 6 scored by these low-cost ads. Try it. 

Personnel allied fields. 


appointment on 
59 E. MADISON » SUITE 1417 
CHICAGO 2, TLL. 
CEntrel 6-5670 


Service, 
Inc. 


Att’n Business P Publishers order. Figure all cap lines (maximu 


MIDWEST LINEAGE 
SAGGING? 


If so, you need us—a representative 
organization with youth, vigor and 
enthusiasm. Our proven sales record 


no later than noon, Wednesday 5 da 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 


m—two) 30 letters and spaces 


per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 


ys preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


and experience in every major Mid- 
western market can be verified dur- 


ing our first meeting. Write today, 
we'll arrange meeting at your con- 


venience. 


BOX 982 
ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


CUTS $1.25 


Up te 5 Sq. inches 
ZINC 


Line or halftone flush mounted. 
Past Servi 


cee 
Leseey Mase Proponents Priced 
r na 
Write size of cut and screen preferred 
on bac to 


k of copy and mail 


WARD KAH } 
Box A 87, Glendale. Calif. 


UNUSUAL SPACE SALES OPPORTUNITY 


Fast growing trade magazine needs experienced advertis- 
ing space salesman for New York territory. Age 28-40. 
Unusual growth opportunity for enthusiastic, consistent 
worker. Experience in building field desirable but not 
essential. Write full educational and work experience in 


confidence to— 


Clifford E. Swenson, Eastern Manager 
BUILDING PRODUCTS 
104 E. 40th St., New York 16, N. Y. 


OPPORTUNITY FOR | 
PUBLIC RELATIONS MAN WITH 
SALES PROMOTION BACKGROUND 


enclosing $ 


Chicago advertising agency has open- 


ing for a man who has contacts and 
ability to work with all media. A self- 


1___State 


motivator who can plan, write and 
execute. Salary open. Please write for 
appointment giving full particulars. 
All replies confidential. Our employees 
know of this advertisement. 


Box 996, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


Clip end mail 
this form to 


Chicago, Illino 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 
200 E. Illinois St. 


4041 Marlton Avenue 


is Los Angeles, Calif. 
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Frigidaire to Agencies: 
Excelin Merchandising 


(Continued from Page 1) 


liciting agencies were told, “we 


available to work with our men/| expect our agency to give us real 
right in Dayton on day-to-day | counsel on sales and market trends 
jobs, miscellaneous spot promo-|in the major appliance business 
tions, sales letters, sales bulletins, |and keep us out in front with plans 


training bulletins, et cetera. This 
may irdicate that the agency 
should have a Dayton service of- 
fice equipped particularly to han- 
dle sales promotion and other col- 
lateral materials. 

“Also, our agency must be set 
up to service promotional material 
production and printing, a goodly 
part of which is handled in Dayton 


or vicinity and purchased through | 


our own purchasing department. 
They should also consider the pos- 


sibility of supervising art for col- 
lateral materials purchased in 
Dayton or vicinity.” 


s Frigidaire’s blueprint stressed 
that its agency “must have men 
who know our products from A to 
Z, as well as competitive products 
and features, so they can follow 


hrough in the writing and produc- | 
any \“does not employ its own staff, 


tion of instruction books, detailed 
specification sheets, competitive 
product comparisons, booklets et 
cetera.” 

“In the broad concept,” the so- 


and programs that are appealing 
to the consumer and practical to 
execute on the part of our retail 
selling organization. This requires 
both basic and continuing research 
down many avenues. 

“We feel that a serious weak- 
ness in the major appliance busi- 
ness today is the lack’ of simple, 
practical, workable ‘retail mer- 
chandising programs,’ that can be 
sold to the retailers as the thing to 
do. Retailers are also hungry for 
such plans, and we expect our 
agency to find out what is needed 
and come up with simple plans 
and programs for getting these 
ideas translated into selling action 
at the retail level.” 


s Frigidaire said “a very impor- 
tant” point for pitching agencies to 
remember was that the client 


writers, artists or production folks. 

“Our merchandising setup is 
composed primarily of liaison men 
who help plan and lay out the basic 


jobs to be done but do not do writ- 
ing or layout or detailed follow- 
through on production. All of these 
things must be done by our agen- 


Following this “broad general | 


outline” of what Frigidaire seeks 
from its agency, the client went 
into “a few” specifics it wants 
accomplished in the fields of “ad- 
vertising and literature,” “sales 
promotion,” “retail training pro- 
gram,” “retail ‘merchandising 
packages’,” and “basic sales plan- 
ning and counsel.” 

Here’s what the selected agency 
would have to do in the way of 
“advertising and literature’”’: 


e “All national advertising to 
consumers.” 


e “All preparation of co-op ads 
and ad mats and regular ‘Ad- 
minder’ releases.” 


e “Special ad layouts for ‘key city’ 
or special dealer campaigns.” 


e “Tie-in ads with major promo- 
tional activities.” 


e“Local assistance of proper 
qualified agency personnel with 
our district personnel and selected 
dealers on layout of packaged mer- 
chandising programs for specific 
purposes, including proper special 
ads.” 


e“Preparation of all literature, 
specification sheets, instruction 
books, special line folders, or any 


other printed or visual materials 


directed to consumers.” 


e “We would also expect counsel 
on publicity and public relations 
problems involved with the intro- 
duction of new products, exhibits, 
shows et cetera.” 


® Frigidaire 
agencies that it expects “counsel 
and complete writing, layout and 
|production supervision on such 
things as sales promotion plans 
and programs, bulletins, contest 
materials and programs and sales 
albums.” The client added that it 
expects “counsel only” on displays, 


tion pictures. 

Sales promotion help, Frigidaire 
continued, would also. include 
“complete organization after con- 


dising programs’ on specific prod- 
ucts and/or for specific occasions. 

“Counsel and help in organizing 
factory-held sales meetings, prod- 


uct announcements conventions, 
|as well as ‘packaged’ meetings for 
= field organization,” also would 


be required. 


s “And when planning work is 
| completed, we expect our agency 
to take a major role in writing 
| speeches, preparing chart copy or 
copy for other visuals and also to 
take part in our meetings, at least 
,as far as assistance in preparing 
jadvertising and merchandising 


Outline of Basic Services Which 
Frigidaire Expects of an Advertising Agency 


(Following is the complete text of a four-page outline that 
Frigidaire has furnished to all advertising agencies soliciting the 


Frigidaire account.) 


Basically, our Agency must be 
partners with us in planning all 
advertising, sales promotion, retail 
training and sales strategy. They 
must be prepared to plan, write and 
supervise production of all materi- 
als required to do both the adver- 
tising and sales promotion job. 

By way of definition—in our 
thinking, Advertising is anything 
prepared for and directed to the 
ultimate consumer, while Sales 
Promotion and Training includes 
everything which is prepared for 
and directed to the wholesaler 
and/or the retail selling organiza- 
tions. 

We expect our Agency to plan 
and execute both phases. 

In order to accomplish both of 
these things, we feel that our Agen- 
cy must have a setup capable of 
handling all details not only on 
advertising but on sales promotion 
plans and programs. 


s It is our feeling, based on past 
experience, that they must have 
proper sales promotion specialists 
available to work with our men 
right in Dayton on day-to-day 
jobs, miscellaneous spot promo- 
tions, sales letters, sales bulletins, 
training bulletins, et cetera. This 
may indicate that the Agency 
should have a Dayton Service Of- 
fice equipped particularly to han- 
dle sales promotion and other col- 
lateral materials. 

Also, our Agency must be set up 
to service promotional material 
production and printing, a goodly 
part of which is handled in Day- 
ton or vicinity and purchased 
through our own Purchasing De- 
partment. They should also con- 
sider the possibility of supervising 
art for collateral materials pur- 
chased in Dayton or vicinity. 

Our products are composed of 
many detailed elements and fea- 
tures and it is our experience that 
to properly handle the advertising 
and promotion that our Agency 
must have men who know the 
products from A to Z, as well as 
competitive products and features 
so they can follow through in the 
writing and production of instruc- 
tion books, detailed specification 
sheets, competitive product com- 


| 


“ype booklets, et cetera. 


s In the broad concept, we expect 
our Agency to give us real counsel 
on sales and market trends in the 
major appliance business and keep 
us out in front with plans and pro- 
grams that are appealing to the 
consumer and practical to execute 
on the part of our retail selling or- 
ganization. This requires both ba- 
sic and continuing research down 
many avenues. 

We feel that a serious weakness 
in the major appliance business to- 
day is the lack of simple, practical, 
workable “retail merchandising 
programs,” that can be sold to the 
retailers as the thing to do. Retail- 
ers are also hungry for such plans 
and we expect our Agency to find 
out what is needed and come up 
with simple plans and programs for 
getting these ideas translated into 
selling action at the retail level. 


= One point we believe should be 
made here, and a very important 
one, is that under our present set- 
up Frigidaire does not employ on 
its own staff, writers or artists or 
production folks. Our Merchandis- 
ing setup is composed primarily of 
liaison men who help plan and lay 
out the basic jobs to be done but 
do not do writing or layout or de- 
tailed follow through on produc- 
tion. All of these things must be 
done by our Agency. 

This, then, is the broad general 
outline of what we expect of our 
Agency. From a detailed standpoint 
we will list here some of the things 
involved specifically: 


Advertising & Literature 

We will not go into detail about 
this, as we fully expect that any 
agency we employ would do a top- 
flight creative job on advertising. 
However, here are a few of the spe- 
cific things to be included: 
e All national advertising to con- 
sumers including what will be done 
in magazines, trade papers, on 
tv and/or radio, newspapers, et 
cetera. 
e All preparation of co-op ads and 
ad-mats and regular “Ad-minder” 
releases. 


e Special ad layouts for “key 


city” or special Dealer campaigns. 
e Tie-in ads with major promo- 
tional activities. 

e Local assistance of proper qual- 
ified agency personnel with our 
District personnel and _ selected 
Dealers on layout of packaged 
merchandising programs for spe- 
cific purposes, including proper 
special ads. 


e Preparation of all literature, spe- 


cification sheets, instruction books, 
special line folders, or any other 
printed or visual materials directed 
to consumers. 


e We would also expect counsel on 
publicity and Public Relations 
problems involved with the intro- 
duction of new products, exhibits, 
shows, et cetera. 


Sales Promotion 
e We expect counsel and complete 
writing, layout and production su- 
pervision on such things as: 
—Sales Promotion Plans and 
Programs 
—Bulletins 
—Contest Materials and Pro- 
grams 
—Sales Albums 


e Counsel only, on such things as 
displays, exhibits and visuals such 
as motion pictures. 

e Complete organization after 
consultation of “Packaged Mer- 
chandising Programs” on specific 
products and/or for specific occa- 
sions, 


e Counsel and help in organizing 
factory-held sales meetings, prod- 
uct announcement conventions, as 
well as “packaged” meetings for 
our Field Organization to put on. 
And when planning work is com- 
pleted, we expect our Agency to 
take a major role in writing 
speeches, preparing chart copy or 
copy for other visuals and also to 
take part in our meetings, at least 
as far as assistance in preparing 
advertising and merchandising 
programs is concerned. 

e It will be the responsibility of 
the Agency to write and supervise 
production of competitive compari- 
son printed materials or copy for 
visuals where needed for competi- 
tive comparisons. 


Retail Training Program 

It is our feeling that not enough 
practical retail training, both on 
products and the fundamentals of 
selling and selling strategy, is being 
done in the appliance business to- 
day. 

We feel that our Agency should 


|play a major role in helping to 
organize, research, write, et cetera, 


to counsel with outside groups in 
the preparing of proper visuals for 
presenting programs to our dealers 
and salesmen. 


Retail 
"Merchandising Packages’ 
Here is another field that needs 
real research and then follow 
through by our Agency to the com- 
pletion of “packaged” programs 
needed at the retail level to stimu- 
late sales. 

This involves both day-to-day 
plans and long-range plans. 


Basic Sales 
Planning and Counsel 

We expect our Agency to give us 
counsel and assistance in long- 
range sales and merchandising 
planning and to give us recommen- 
dations from time to time for prod- 
uct improvements, features, et cet- 
era, as well as recommendations for 
any changes in sales policy that 
conditions and changing times and 
markets may dictate. 

All of this means we will expect 
our Agency to do a real job of con- 
tinuing research from all angles 
that may contribute to a proper 
understanding of our markets and 
people and the things they want 
and need. And how to best activate 
them to buy Frigidaire products. 


Products Involved 


The products we expect the 
Agency we employ to handle, from 
all angles outlined in this note, are: 
Refrigerators, Food Freezers, Free- 
Standing Electric Ranges, Auto- 
matic Washers, Dryers. 


} 
} 


Proposed Setup for Handling 
the Frigidaire Account 
and Compensation Expected 

In making a presentation to us 
as to why you feel your Agency 
should be considered to handle the 
Frigidaire Account, we would like 
to have you cover thoroughly just 
how you would propose to handle 
each of the principal phases of the 
work outlined, and how you pro- 
pose to organize and set up vhysi- 
cally and personnelwise to assure 
proper handling of not only the 
creative side but the detailed su- 
pervision of production of collater- 
al materials. 

Also, please outline specifically 
how you would expect to be com- 
pensated for doing the various 
things proposed. # 


informed soliciting | 


| 
sultation of ‘packaged merchan- | ”@”"4ger and sales manager of At- 


retail training programs and also) 


| 


exhibits and visuals such as MO- | CHARLES H. ABBOTT has joined Stylon 


Corp., Milford, Mass., ceramic tile 
manufacturer, as vp of marketing. 
|Mr. Abbott was formerly general 


las Plywood Corp., Boston. 


| programs is concerned.” 
The chosen agency would also 
have responsibility for writing and 
|supervising production of “com- 
| petitive comparison printed ma- 
terials or copy for visuals where 
|needed for competitive compari- 
| sons.” 


|@ Under the heading of retail 
|training, Frigidaire said it felt 
\“that not enough practical retail 
training, both on products and the 
fundamentals of selling and selling 
strategy is being done in the appli- 
ance business today.” 

Therefore, continued the GM di- 
vision, “We feel our agency should 
|play a major role in helping to 
organize, research, write, et cet- 
era, retail training programs and 
also to counsel with outside groups 
in the preparing of proper visuals 
for presenting programs to our 
dealers and salesmen.” 

Retail “merchandising pack- 
ages” is “another field that needs 
|real research and then follow- 
through by our agency to the com- 
pletion of ‘packaged’ programs 
needed at the retail level to stimu- 
late sales.” Frigidaire added that 
“this involves both day-to-day and 
long-range plans.” 


® Explaining its needs in “basic 
sales planning and counsel,” Frigi- 
daire told prospective agencies: 

“We expect our agency to give 
us counsel and assistance in long- 
range sales and merchandising 
planning and to give us recom- 
mendations from time to time for 
product improvements, features, 
et cetera, as well as recommend- 
ations for any changes in sales 
policy that conditions and changing 
times and markets may dictate. 

“All of this means we will ex- 
pect our agency to do a real job of 
continuing research from all an- 
gles that may contribute to a prop- 
er understanding of our markets 
and people and the things they 
want and need, and how to best 
motivate them to buy Frigidaire 
products.” 

As a final word of advice, Frigi- 
daire pointed out that agency pres- 
entations for the account should 
“cover thoroughly just how you 
would propose to handle each of 
the principal phases of the work 
outlined, and how you propose to 
organize and set up physically and 
personnel-wise to assure proper 
handling of not only the creative 
side but the detailed supervision 
of production of collateral materi- 
als.” 


® Frigidaire’s concluding request 
—briefest of all—was: “Please 
outline specifically how you would 
expect to be compensated for doing 
the various things proposed.” # 


Steyskal Joins Willis Agency 

J. E. (Pete) Steyskal has joined 
the industrial copy and contact 
department of Harry G. Willis & 
Associates, Glendale, Cal. He for- 
merly was with Hixson & Jorgen- 
sen. 
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7 More Cities Map 
‘You Auto Buy Now’ 


Sales Promotions 


CuicaGo, April 10—The Cleve- 
land-born “You Auto Buy Now” 
car sales promotion idea (AA, 
March 10, 17), aimed at helping 
end the recession, will be put to 
work in a half dozen more major 
cities. 

About 900 new and used car 
dealers in the Chicago metropoli- 
tan area (including Gary, Ham- 
mond, Elgin and Joliet) are joining 
in an April 12-20 “You Auto Buy 
Now” push being coordinated by 
the Chicago Automotive Trade 
Assn. and the Greater Chicago 
Used Car Dealers Assn. 


s Meanwhile, seven other cities— 
Minneapolis-St. Paul, Buffalo, Bos- 
ton, Oakland, Washington and St. 
Louis—are planning similar drives 
in the April 19-26 period. 

The Twin Cities drive will be a 
ten-day affair coordinated by 
Chrysler Corp. All auto manufac- 
turers reportedly are working with 
the local auto dealers association. 

In Buffalo a kick-off dealers 
breakfast meeting April 17 at the 
Statler Hilton will spark an April 
18-28 push that has been officially 
backed by Mayor Frank A. Sedita. 

In Boston the 435-member Great- 
er Boston Automobile Dealers 
Assn. is sponsoring an eight-day 
drive to begin April 19, Patriot’s 
Day. Mayor John B. Hynes, the 
auto manufacturers, the Greater 
Boston Chamber of Commerce, the 
Boston Sales Executives Club and 
other organizations are lining up 
behind the push. 


s In Oakland, where the Eastbay 
Motor Car Dealers Assn. is plan- 
ning its push beginning April 18, 
the Oakland Tribune is planning a 
simultaneous general “Buy Now” 
promotion for all retailers. The 
daily has offered to give merchants 
supplies of a red, white and blue 
“Buy Now” emblem and emblem 
ad mats for the promotion and is 
urging the city’s business leaders 
to join in the plan. 

The St. Louis drive, to run April 
19-30, is being coordinated by a 
committee of the Greater St. Louis 
Automotive Assn. 

Houston is now in the midst of 
its “You Auto Buy Now” promo- 
tion which was started April 7 and 
is expected to run until April 20. 

Banks, newspapers, oil compa- 
nies, finance companies, civic 
groups and other organizations 
have joined in on the drive, which 
is being sponsored by the Houston 
Auto Dealers Assn. 

In Los Angeles the chamber of 
commerce has gotten a campaign 
into planning there by bringing 
the local dealers association to- 
gether with auto accessories com- 
panies, banks, oil companies and 
allied interests. 

The campaign, to run from April 
24 to May 4, will utilize both the 
“You Auto Buy Now” and “Buy 
Now” slogans. 


s Washington auto dealers and 
other business men are kicking off 
their “You Auto Buy” campaign 
this weekend. 

In a message to the Washington 
group President Eisenhower hailed 
the “You Auto Buy” idea as “a 
good sign of the latent strength of 
our business community. 

“For the great part,” the Presi- 


dent said, “the course of our vast} 


economy depends on what individ- 
ual citizens do. Therefore, your 
campaign to promote a lively trade 
in the goods our people need can 
heip restore the steady growth of 
our community.” 

The campaign here, which runs 
officially from April 12 through 
19, was organized under the spon- 
sorship of the Automotive Trade 
Assn., with Cadillac coordinating 
the effort. # 


| Last Minute News Flashes 


| Doyle Dane Drops Regal Shoe, Bids for McAn 


New York, April 11—Selection of an agency to succeed Doyle Dane 
|Bernbach on the Regal Shoe account has been narrowed to two-con- 
| tenders. The account was resigned by the agency about a month ago, 
although no announcement was made by agency or client. It bills well 
under $200,000. DDB is thought to be high in the running to pick up 


| Ogilvy, Benson & Mather in March (AA, March 17). 


Riedl & Freede Gets Mission Soft Drinks 


New York, April 11—The Mission soft drink account is moving from 
Dowd, Redfield & Johnstone to Riedl & Freede, Clifton, N. J., effective 
May 1. Mission is a division of Cott Beverage Corp., also handled by 
Dowd, Redfield. 


Shayne Returns to Lever as Dove Manager 

New York, April 11—Herbert Shayne has resigned from Hudson 
Pulp & Paper Corp., where he was director of marketing planning and 
research, and will return to Lever Bros. April 15 as product manager 
for Dove. He joined Hudson two and one-half years ago as advertising 
and sales promotion manager for consumer products. No successor will 
be named at Hudson. 


Crittenden Leaves Hotpoint; ‘O. K., Ike’ Push Expands 


Cuicaco, April 11—Philip L. Crittenden, manager of product pub- 
licity and formerly national advertising manager of Hotpoint Co., Chi- 
cago, will leave the company April 30. He has not announced his plans. 
Meanwhile Hotpoint has announced it will use a two-color page ad in 
Life April 28 to expand its “O.K., Ike” campaign following a successful 
test in Chicago (AA, March 31). The national campaign, based on a 
beat-the-recession theme and providing relaxed credit terms, will run 
from April 24 to May 10. Complete ad kits will be available to 11,000 
Hotpoint dealers. 


Battan Resigns as Exec VP of Otto Agency 


New York, April 11—Richard W. Battan has resigned as exec vp of 
Robert Otto & Co. and has left on an extended trip to Europe. 


Quality Introduces New Scotch; Other Late News 


e Quality Importers, New York, will introduce April 14 a newly 
blended and packaged scotch whisky, Ambassador De Luxe, with 
pages in New York newspapers, plus painted bulletins. Teaser ads 
have been used in newspapers during the past two weeks. The news- 
paper campaign will continue on a weekly basis indefinitely and will 
be extended to other eastern markets as rapidly as possible. About 
eight magazines will be added this fall. Peck Advertising Agency is 
handling the campaign. 


e Borden’s instant whipped potatoes are being introduced this month 
in the Albany-Troy-Schenectady and Springfield-New Haven-Hart- 
ford areas. Called “the first commercial instant mashed potato in flake 
form ever to be marketed for home use,” the product’s distribution 
will be expanded into the Midwest. Newspapers and, in Springfield, tv 
are being used. Lennen & Newell is the agency. 


e Ar. Winarick Inc. launches its new 49 Dura-Gloss nail hardener 
next week with an extensive newspaper and tv campaign in New York. 
National distribution is expected shortly. Kastor, Farrell, Chesley & 
Clifford is the agency. 


e Calvert Distillers Co., member of the House of Seagram, will break 
a special price reduction campaign in New York and New Jersey for 
its Carstairs White Seal blended whisky May 1, offering the brand in 
quarts at $4.99. Current list price in New York is $5.20. Pages will be 
used in 38 New York and New Jersey newspapers weekly for about 
two months. In addition, 91 outdoor displays will be used in the 
metropolitan area, plus a heavy showing of transit cards on buses, 
suburban railroads and subways. The price reduction is limited to the 
quart size, and is expected to last about 60 days. Dowd, Redfield & 
Johnstone is the agency. 


e Gerald E. Caldwell has been named marketing research manager of 
the Maxwell House division, General Foods Corp., White Plains, N.Y. 
Formerly with Young & Rubicam, he joined General Foods in 1956 
and has been commercial export manager of GF’s international 
division. 

e Stanley R. Greenfield, formerly ad promotion director of Popular 
Photography, has succeeded Michael Froelich as advertising director 
of the Ziff-Davis magazine. Mr. Froelich, whose plans were not an- 
nounced, was a vp and the sole remaining senior officer of the com- 
pany from the administration of Bernard G. Davis, who resigned as 
president last July 3. Mr. Greenfield has been succeeded by Seymour 
Vall, formerly of National Broadcasting Co. 


| @ A test of Marlboro king-size soft packs moves into Washington and 
Oregon soon. Philip Morris Co. has been experimenting with the 
project since last September. Long-size Marlboros are now selling in 
Jacksonville and Tampa, the king-size in Lansing, Flint and Memphis. 
Leo Burnett Co., Chicago, is the agency. 


e Sinclair Jacobs Jr., who joined Pharmaceuticals Inc., New York, 
last year, is leaving his post as assistant director of advertising. He 


has not announced his plans, and no successor has been named. 


e At ABC Radio, New York, which has been going through a manage- 
ment and programming upheaval, sponsor news was mixed this week. 
On the plus side: General Motors’ truck and coach division starts a 
five-minute, five-a-week sports series May 15. On the minus side: 
General Motors’ Chevrolet division finishes its run as sponsor of John 
Daly’s newscast as of April 25, and Texas Co. switches its Saturday 
afternoon Metropolitan Opera broadcasts, a longtime ABC attraction, 
to CBS as of next season. 


e Advertising Federation of America is planning to publish a maga- 
zine for its 30,000 members. The still-untitled magazine, to be issued 
ten times a year, will sell advertising on its back and inside covers 
but will not be self-sustaining, C. James Proud, AFA president, said. 
It will be launched after June and will be published for a year. It 
replaces the AFA newsletter, which usually runs 8 to 12 pages; maxi- 
mum size of the magazine will be 16 pages. 


! 


| the Thom McAn account, billing around $900,000 this year, which left 


| Justice's Probe 
jof TV Industry 
Livens After Lull 


WASHINGTON, April 10—The Jus- 
tice Department’s investigation of 
the tv industry, which has marked 
|time for many months, burst into 
| the open again this week with le- 
|gal action, investigations and re- 
|ports of other incipient litigation. 


| 
iu 


SHERMAN SLADE has been named vp | 
and manager of the Los Angeles | 
office of Honig-Cooper & Miner. | 
Mr. Slade formerly was senior vp 
at the Mayers division of Cunning- 
ham & Walsh, and previously was 
with Dan B. Miner Co. and Foote, 
Cone & Belding. 


Expansion of ANA 
Workshops Cancels 


Chicago Session 


New York, April 9—The Assn. 
of National Advertisers has can- 
celed its spring meeting, scheduled 
for June 9 to 11 in Chicago. 

Reason for the cancelation is 
that the workshop programs of 
the association have been expand- 
ed, and subjects planned for the 
Chicago meeting have been, or will 
be, covered in other national or 
regional meetings. 

The next national meeting, limit- 
ed to ANA members, will be held 
Nov. 10-12 at the Homestead, Hot 
Springs, Va. 

A national meeting open to ad- 
vertising agencies and media is 
‘tentatively scheduled for Chicago 
|in the spring of 1959, but no defi- 
|nite date has been set. 

The current workshop schedule 
for the remainder of this year 
follows: 

April 24—Fifth national work- 
shop on advertising budget and 
control, Westchester Country Club, 
Rye, N. Y. 

May 15—Workshop on govern- 
ment relations, Hotel Sheraton 
| East (formerly Ambassador), New 
| York. 
| June 4—Second annual work- 
|shop on cooperative advertising, 
|Hotel Sheraton East, New York. 
| Sept. 25—Workshop on inter- 
|national advertising, Hotel Shera- 
ton East, New York. + 


3 California Agencies 
Join to Form New 
$2,000,000 Group 


San Francisco, April 10—Three 
California agencies—Gerth-Pacific 
Advertising, San Francisco; By- 
ron H. Brown & Staff, Los Angeles, 
jand Clark & Elkus Advertising, 
| Sacramento—have announced for- 
|mation of a new agency group 
which probably will become a defi- 
nite merger within a month. 

The agency will immediately be- 
|gin operation under the new cor- 
|porate name of Gerth, Brown, 
|Clark & Elkus, San Francisco, Los 
| Angeles, and Sacramento. Edwin P. 
Gerth, Byron H. Brown and Ralph 
| K. Clark continue as presidents of 
| their agencies. All three are mem- 
| bers of the National Federation of 
| Advertising Agencies. 
| Current total billings for the 
bee agencies are estimated at 
| $2,000,000, with one industry source 
predicting a billing increase when 
the merger becomes final. # 


Goldman Elected VP 

Alfred Goldman has been elec- 
ted a vp, copy director and a 
\director of Reach, McClinton & Co., 
|New York. Formerly copy chief of 


Clinton last July from Harry B. 


As proof that the tv probe is 

still very much alive the depart- 
ment filed an anti-trust complaint 
which seeks to prevent Screen 
Gems Inc. from carrying out an 
arrangement for the distribution 
of over 600 pre-1948 feature films 
produced by Universal Pictures 
Inc. 
In addition, Robert Bicks, as- 
sistant to Anti-Trust Chief Victor 
Hansen, told the New York Herald 
Tribune that an investigation of 
the acquisition of the Paramount 
feature film library by MCA-TV 
also is under way. 


s Except for its attack on the 
NBC-Westinghouse station swap 
(AA, Oct. 24, °55, et seq.) the 
Justice Department’s much-dis- 
cussed study of tv networks has 
concentrated until now almost 
entirely on the activities of film 
producers and distributors. 

But this week there were reports 
that the anti-trust division is im- 
patient with the progress of the 
Federal Communications Commis- 
sion toward the revision of rules 
governing network practices, such 
as option time and must buy. 
Reportedly there are conferences 
under way at the staff level be- 
tween the two agencies, with the 
anti-trust division reiterating its 
belief that existing contract prac- 
tices present illegal restraints. 


® The government’s complaint 
against Universal Pictures Inc., 
Columbia Pictures Inc. and Colum- 
bia’s subsidiary, Screen Gems 
Inc., differs sharply from the com- 
plaints issued against Screen Gems 
and five other film distributors 
a year ago. 

In the earlier cases the Justice 
Department sought to break up 
alleged “block booking” of fea- 
ture films by the distributors. 

In the new cases the anti-trust 
division charges the distribution of 
Universal films by Screen Gems 
represents an illegal combination 
to fix prices and restrain competi- 
tion. It hinges, in part, on the fact 
that Columbia and Universal are 
both film producers, distributing 
their output through a single dis- 
tributor. 


® In addition, the Justice Depart- 
ment contends the arrangement 
violates the anti-merger law, an 
entirely new concept in tv litiga- 
tion. Reportedly this charge is 
based on the fact that Screen 
Gems, which already is licensed to 
distribute films of Columbia 
Pictures, “substantially lessens 
competition” by obtaining a li- 
cense to distribute one of the few 
remaining film libraries. 

The investigation of MCA-TV 
and the William Morris agency had 
been confirmed by Justice Depart- 
ment spokesmen several weeks 
ago. Mr. Bicks now is being quoted 
as saying the department wants to 
know whether MCA-TV is using 
package deals to require networks 
to buy other MCA-TV properties 
and talent in order to obtain Para- 
mount feature films. + 


Cram Names Siesel 

George F. Cram Co., Indianapo- 
lis, manufacturer of maps, atlases 
and globes, has named Harold J. 
Siesel Co., New York, to handle 
general retail distribution adver- 


the agency, he joined Reach, Mc- 
|Cohen Co. 


tising. 
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FOERE, DAVIS © COMPANY LiMiTED. fOmeay + 


Detroit, is the agency. 


Brewers Ads 
Celebrate Foamy 
Quarter Century 


ING AGE in a list of major account 

| shifts during the year included 
seven major breweries (AA, Dec. 
9, 57). 


| ® Beer advertising during the past 
|decade has seen many shifts of 
|theme. For a couple of years in 


| the mid-’50s the low calorie theme 


tion in the U.S. 
| It was founded in 1862, when 
beer was first taxed by the federal 


| government. Its purpose was self- | 


{regulation and cooperation with 

the Treasury Department in the 
collection of the new levy. It sent 
a committee abroad to study tax 
collecting methods in Europe. 

_ Officials of the Treasury Depart- 
ment were so impressed with the 
committee’s survey and recommen- 
dations that the goverment adopt- 
ed the report as a public document, 
the principal features of which still 
remain in force. 

The original beer tax levied in 
1862 was $1 a barrel. Now it is $9 
a barrel. + 


ADAPTABLE—A change of illustration makes Parke, Davis & Co. ads ‘Parade’ Adds ‘Miami Herald’ 
appropriate in any country because “medical problems are much 
the same whether they are in Delhi or Detroit,” the company says. 

Young & Rubicam, 


Parade, New York, has an- 
nounced it will begin distributing 
through the Miami Herald on June 
| 22. As reported in the March 24 is- 
sue of ADVERTISING AGE, Parade 
| will replace The American Weekly 


| in the Herald. 


|\‘Rural New Yorker’ Will 
Publish Two Editions 


| The Rural New Yorker, New 
York, will begin publishing two 
separate editions, beginning with 
its May 3, 1958 issue—one for New 
York and New England, the other 
for Pennsylvania, New Jersey and 
the Delmarva area. The line rate 
for the 177,084 circulation covered 
by the New York-New England 
edition will be $1.75. Line rate for 
the 123,841 circulation in the 
Pennsylvania - New Jersey - Del- 
marva edition will be $1.20. Com- 
bined circulation of both editions 
is 300,925, for which the present 
rate of $2.50 per line will be con- 
tinued. Split-runs also will be 
available. 


Kalaher Joins John Hickox 

William J. Kalaher, formerly an 
account executive of Fuller & 
Smith & Ross, Cleveland, has 
joined John B. Hickox Inc., Cleve- 
land, as an account executive. 


(Continued from Page 2) 
names to observe the anniversary. 


e In Missouri, individual brewers 
ran silver anniversary ads. 


e In Montana, the date was noted 
by brewers in their newspaper, ra- 
dio and tv advertising. 


e In the New York-New Jersey 
area regional and national brewers 
cooperated to sponsor a joint news- 
paper page, placed by the Brewers 
Board of Trade of New York, 
through J. Walter Thompson Co. 


| 
|e In Texas, the silver anniversary 


| that it attracted more women buy- 


attracted attention. It was claimed 


ers, but the Federal Trade Commis- 
sion frowned upon the claims and 
counter-claims, and many brewers 
themselves came to feel that per- 
haps they were overdoing it a bit. 

An analysis of how the brewery 
industry has pumped $38 billion 
into the national economy in the 
past 25 years, made by the brewers 
foundation, gives the following 
breakdown: 


$ Billion 


Federal and state taxes 
Wages and salaries 


“My purpose is, indeed, 
a horse of that color.”’ 


» Pf was mentioned in the advertising — matiinery, expplion, "0 
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e The U.S. Brewers Foundation 
ran a special ad in April issues of 
brewery publications. 


s Beer consumption has grown 
from 32,266,039 bbls. in 1934 to 
84,900,000 bbls. in 1957. The biggest 
year on record was 1948, when con- 
sumption totaled 86,992,795 bbls. 
Since Repeal the breweries have 
increased their production, but 
have dwindled in number. In 1935 
|there were 725 breweries operating. 


A number of incalculables such 
as transportation, fringe wages and 
advertising are not included in this 
breakdown, the foundation says. 
However, it estimates these “in- 
calculables” at another $9 billion, 
which would bring the total to $47 
billion. 


8 The foundation, whose members 


produce more than 85% of the 
beer brewed in the country, is the 
oldest incorporated trade associa- | 


Sar J o> 


LAURENCE HAS BEEN PRODUCING INCOMPARABLE COLOR 
WORK FOR MORE THAN 25 YEARS. IF YOU ARE NOT RECEIVING 
YOUR FREE COPIES OF “LAURENCE’S GUIDE FOR PHOTOEN- 
GRAVING BUYERS,” WRITE OR PHONE TODAY. LAURENCE INC., 
fine Photo Engravers, 547 SOUTH CLARK STREET. WAbash 2-6284. 
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Since then, through mergers and 
discontinuances, the number of 
|breweries has decreased to about 
275. 

The popularity of draught beer, 
which represented 75% of total 
sales in 1934, has been reversed. 
|Today packaged beer, in bottles 
|and cans, is 78.9% of the total sold, 
and draught beer is 21.1%. 

Advertising has played a major 
part in this switch. It has been es- 
timated that the brewing industry 
|has spent about $2 billion in adver- 
'tising of all types since Repeal. 

Edward V. Lahey, president of 
ithe U.S. Brewers Foundation, re- 
icently estimated that the brewing 
industry now spends $200,000,000 
annually for national, regional and 
local advertising. The 23 top brew- 
eries, which sold 1,000,000 bbls. or 
|more in 1956 (latest available fig- 
ures), spent $60,144,917 in adver- 
tising, which breaks down to $1.08 
a bbl. or 7.7¢ a case, to sell 65.3% 


Ee . P of the tctal beer sold that year 
Chicago’s (AA, Feb. 3). 


-+- Means 


Bertsch + 
Cooper 


...it also means 


| 

\@ A survey made by Modern 
|Brewery Age in 1955 showed that 
‘brewers spend most of their ad 
budgets for tv. It represents 
21.4% of the total. Next are radio 
and point of purchase, with 20% 
each; outdoor, 15.9%; newspapers, 
13.8%; and miscellaneous, 8.9%. 

| The industry’s advertisers, both 


largest, complete 


ep typographic service 


facilities 


national and regional, have been 
notorious in recent years for their 
frequent changes of advertising 
agencies. Last December ADVERTIS- 


Type faces used are: 
Modified Century Schoolbook with Bold 
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Because of programs such as “Gunsmoke” 
(and Jack Benny and daytime serials, 
Arthur Godfrey and CBS News)... Harvard 
College became a network radio advertiser 
the other night, sponsoring an hour-long 
special broadcast, “The Case for the Col- 
lege,” over the full CBS Radio Network. 

Its purpose, as Harvard’s President Pusey 
putit:“...tocall attention both to Harvard’s 
ambitious plan and to the great needs of 
all our American colleges.” 

To call attention. Where else in radio 
would Harvard be as sure of getting it as 
from CBS Radio Network audiences? The 
programs are not designed to do home- 
work or income taxes by. The entire net- 
work schedule, Godfrey to “Gunsmoke,” 


CBS RADIO NETWORK 


Where you reach 50 per cent more listeners 


each program in its own way, requires lis- 
teners to listen. They expect to give their 
attention...or else they don’t tune in. 

That’s why Harvard, with its dramatic 
appeal for funds, came to CBS Radio. Just 
as the country’s leading advertisers do. For 
the head start that audience-attention 
gives to sales effectiveness. And for the 
authority and importance that only 
attention-getting radio can generate. 

Significantly, these program qualities 
work best for the listeners, too. 

Year after year, the CBS Radio Network 
schedule gathers the largest audiences in 
all radio. Audiences in the habit of paying 
attention. Here is the first essential for 
selling a product, a service, an idea. 


in the average commercial minute 
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An Important Sales-Building Fact To Remember For 1958: 


Because it is complete 


ly geared 


to today’s marketing — 
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MeCalls works 


aes marketing strategy today calls for extra selling 
effectiveness all along the line. 


McCall’s, one of America’s great mass-circulation magazines, 
provides this extra selling effectiveness— 


@ because McCall’s, through its unique editorial concept of 
Togetherness, has become a vital and dynamic market- 
ing force and influence in contemporary American life. 


@ because McCall’s, through its Congress on Better Living 
and its colorful Better Living Section in every issue, 
has taken leadership in guiding and counseling women 
and manufacturers alike toward the enrichment and 
fuller enjoyment of home and family life. 


@ because McCall’s has a circulation of more than 
5,300,000—and delivers it at one of the lowest costs 
per thousand. 


@ because McCall’s reaches America’s big families with 
better incomes. 


@ because McCall’s inspires and influences the woman 


a who is the chief purchasing agent of the family. 


@ because, on any day during the month, more than a 
million copies of McCall’s are being read. 


CHECK THESE ADDITIONAL WAYS McCALL’S PROVIDES EXTRA SELLING EFFECTIVENESS FOR YOU: 


) Probing Consumer Wants to 
Guide Marketers. 

(J Mapping Consumer Buying Pat- 
terns in Food, Groceries, Drugs 
and Toiletries. 

(0 Endorsing Use-Tested Products at 
Point-of-Sale. 

(0 Conducting Manufacturer- 
Retailer Forum of Sales Ideas. 

(CD Educating Teenagers on Fashion 
and Grooming. 

(0 Coordinating Drugs and Toilet- 
ries Displays with Advertising. 


[) Guiding Home Economists on 
New Trends in Food. 


(—D Aiding Planners of Department 
Store Promotions. 


(C0 Training Retail Salespeople. 

(2 Supplying New Sales Ideas to 
Children’s Wear Buyers. 

(0 Providing Advance Fashion In- 
formation for Retailers. 


( Getting Products Considered by 
Supermarket Merchandising 
Committees. 
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_] Alerting Supermarket Buyers to 
Manufacturers’ Plans. 


(0 Helping Health and Beauty Aids 
Buyers in Supermarkets. 


( Encouraging Better Retail Food 
Advertising in Local Newspapers. 


(0 Channeling Facts on Home Ap- 
pliances to Home Economists. 


(1) Working with Top Appliance 
Retailers. 


(C0 Briefing Retail Buyers of Home 
Furnishings Products. 


@ because McCall’s, through close association for more 
than 80 years with American women and their aims 
and needs, knows what women want—and what makes 
women buy. 


All of which demonstrates how McCall’s is completely geared 
to today’s special marketing needs. 


One of the most important sales-building facts you can re- 
member for 1958 is that—McCall’s works! 


(0 Encouraging More Effective Re- 
tail Selling of Appliances. 


[) Researching Consumer Prefer- 
ence for and Use of Products. 


(C—O Serving the Building and Home 
Improvement Field. 


For complete information on any of 
these additional selling services, see 
your McCall's representative, or 
write on your business letterhead 
to: McCall’s, Dept. NHT, 230 Park 
Avenue, New York 17, N. Y. 


McCall’s, the magazine of Togetherness...circulation now more than 5,300,000 
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